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Agenda 1/2 

Internationalization Trends ς A comparison between South Africa and the rest of the world 
 
Å Internationalization trends in the world 
Å Internationalization trends in South Africa 
 
Self Auditing - Analysis of the potential of the University in the international market 
  
Å University awareness on internationalisation issues 
Å Infrastructures, human resources and other tools needed for a University internationalisation path 
Å The preparation of an international marketing plan for the University 
Å Perception of own regional, social, academic  context abroad  
 
Marketing - Promotion of the higher education academic courses abroad. Analysis of marketing tools 

and policies 
  
Å Use of communication in media, internet and social networks 
Å Use of agents and alumni internationally 
Å Marketing Materials 
Å Public fund raising and other financial activities to support internationalisation 
Å Transforming a potential student into an enrolled student  



Agenda 2/2 

Recruitment through International relations management - Relationship with partner international 
academic institutions and the evaluation process for foreign students.   

  
Å University networks in the international context 
Å CƻǊŜƛƎƴ ǎǘǳŘŜƴǘǎΩ ǊŜŎǊǳƛǘƳŜƴǘ ǘƘǊƻǳƎƘ ōƛƭŀǘŜǊŀƭ ŀƎǊŜŜƳŜƴǘǎ ŀƴŘ ŜȄŎƘŀƴƎŜǎ 
Å The evaluation of the curriculum of a foreign student 
Å How to assess a foreign University, the role of international rankings  
 
Welcoming-Outgoing - Support services for international students and policies related to post-graduate 

placement  
  
Å Services to be offered  to foreign students 
Å Welcoming services, language courses and accommodations  
Å Organisation and management of student associations for international students 
Å Student orientation, placement activities 
 
Auditing your university  Iƻǿ ǘƻ ŜǾŀƭǳŀǘŜ ȅƻǳǊ ǳƴƛǾŜǊǎƛǘȅ ŀƎŀƛƴǎǘ ǿƻǊƭŘΩǎ ŜȄŎŜƭƭŜƴŎŜ  
 
Å Areas under evaluation 
Å Communicating your excellence to the world 

 

 



Internationalization Trends ς A comparison between 
South Africa and the rest of the world 
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Á Compared to 2000, the number of foreign students enrolled in tertiary education 

more than doubled in Australia, Chile, Czech Republic, Finland, Greece, Iceland, 

Italy, Korea, Netherlands, New Zealand, Poland, Slovakia, Estonia, Russia and 

Slovenia. (OECD, 2010) 

Á In 2008, over 3.3 million tertiary students were enrolled outside their country of 

citizenship, representing a 10.7% increase from the previous year in total foreign 

student intake. (OECD, 2010) 

Á In 2000, 52,000 foreign students were enrolled in Chinese universities. In 2009, it 

was more than 240,000. (The Hindu) 

Á Besides the five major destinations (US, UK, Germany, France and Australia) 

significant numbers of foreign students were enrolled in Canada (6%), Italy (2%), 

Japan (4%) and Russia (4%) in 2008. (OECD 2010) 
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Á Despite recession, some governments are heavily investing in HE. France is 
investing 11 billion; Germany is pumping 18 billion into HE; and the US is 
putting 21 billion into federal science spending (Russell Group 2010) 

 

Á International education is Australia's third largest export industry, 
generating $18 billion in exports in 2009. It is 50% larger than tourism-
related travel, and has grown by 94% since 2004. (John Curtin Institute) 

 

Á Foreign students contribute £8.5bn to the UK economy (UKCISA 2010) 

 

Á Between 2000-08, the market share of the US as a preferred destination 
dropped from 26% to 19%. (OECD 2010) 

 



            Student Mobility on the Rise 
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Source: OECD and UNESCO 
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Á The balance between incoming and outgoing students is greatly favorable 
in SA: 6,638 South African went abroad, 53,738 foreigners came in (UNESCO 

Institute for Statistics, 2008) 

Á South Africa accounts 8% of international students, well above the world 
average, but below major anglo-saxon countries (Higher Education Monitor, CHE, 2009)  

Á However, most of the incoming students are Africans. Students from other 
continents are largely missing (UNESCO Institute for Statistics, 2008) 

Á Academic reputation, citations per faculty and students/faculty ratio are 
the most suffering in rankings. (World University Rankings 2010, QS) 
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        Self Auditing ς Analysis  

of the potential of the University in the 

international market  
ÅUniversity awareness on internationalization issues 

ÅInfrastructures, human resources and other tools 
needed for a path in internationalization 

ÅThe preparation of an international recruitment plan 
for the University 

ÅPerception of own regional, social, academic  context 
abroad 

 



  University awareness:         

 internationalisation issues 
 
Assumption: 
The process of internationalization of a University is guided and 

accelerated by defining a clear and determined strategy for 
the internationalization of the academic programs, 
particularly in relation to the attraction of selected foreign 
students  

Key elements of analysis: 
ÅStrengths upon which to leverage 
ÅDefining the educational offer 
ÅChoose the geographic areas 
ÅDetermining the alliances 
Defining the strategy 
ÅObjectives ς Contents and People 
ÅLines of action: courses, faculty, communication and 

promotion, welcoming and student services, admission 
procedures, placement, general services 
 



     University awareness: 

      lines of action 

 
Two main objectives that must be pursued in parallel: 
Ådevelopment and adaptation of the didactics, which 

impacts primarily on the initiative of the single 
Faculties and Departments - Contents 
Åcreation of basic conditions and infrastructure for 

internationalization, primarily in connection with the 
central offices of the University (communication and 
recruitment, admissions and welcoming services, 
students services, placement) - People 

 



         University awareness:  

             getting started 

 

ÅStudy the perception of your own country abroad; 
ǳƴŘŜǊǎǘŀƴŘ ǿƘŀǘΩǎ ǘƘŜ ǇŜǊŎŜǇǘƛƻƴ ƻŦ ŦƻǊŜƛƎƴŜǊǎ 

ÅAsk your own (exchange, mobility, enrolled) foreign 
students what they think about you 

ÅAsk your alumni, your own professors abroad 

Or: 

ÅPay lots of money for a market research 

 



         University awareness:  

           who to partner with outside 
         your own facilities 

 
ÅCheck which institutions in your country are more 

international: institutes of culture, embassies, 
chambers of commerce, private and public 
companies, national and regional governmental 
offices 

ÅEstablish ties with them, find common grounds, 
create a plan of action 

ÅBe ready to present your credentials to the world: 
the more ties you have, the better it is 

 



Important economic 
considerations 

Trade (2009): Exports--$71.9 billion; merchandise exports: minerals and 
metals, motor vehicles and parts, agricultural products. 

  

Major markets--China, U.S., Japan, Germany, U.K., Sub-Saharan Africa. 
Imports--$75.7 billion: machinery, transport equipment, chemicals, 
petroleum products, textiles, and scientific instruments. Major suppliers--
China, Germany, U.S., Saudi Arabia, Japan. 

 

GDP composition (2009): Agriculture and mining (primary sector)--7%; 
industry (secondary sector)--20%; services (tertiary sector)--73%. South 
Africa is one of the largest producers of platinum, manganese, gold, and 
chrome in the world; also significant coal production. 

THESE ARE ALL FACTORS TO CONSIDER WHEN TARGETING YOUR NEXT 
INTERNATIONAL STUDENTS. DIALOGUE WITH THE RELEVANT INDUSTRIES 



                       

 

ÅUse of communication in media, internet and social 
networks 

ÅUse of agents and alumni internationally 

ÅMarketing Materials 

ÅPublic fund raising and other financial activities to 
support internationalisation 

ÅTransforming a potential student into an enrolled 
student 

 

 
           Marketing - Promotion of the  

                higher education academic courses  
abroad. Analysis of marketing tools and policies 



Marketing segmentation 

 
Market segmentation can be applied through: 
ÅSegmentation of the academic profile (Eg Your 

university only considers applications with a 
minimum GPA of 2.8 and must apply from one of the 
top 5 universities in his/her country of origin)  
ÅGeographical segmentation (Eg Your university does 

not invest in international promotion in Western 
Europe) 
ÅSocio-economic segmentation (Eg Your target 

students must have a high economic income) 

 



          Marketing: use of   

              communication in media,   
              internet and social networks        

 
Advertising: 
"Advertising is a controlled channel through which the 

University communicates to the world how it wishes 
ǘƻ ōŜ ǎŜŜƴέ 

Organizing your communication is key: 
ÅConsider the goals of the University 
ÅObtain an advantage in terms of visibility (Slogans & 

Branding) 
ÅDiversify your activities by markets of interest 
(i.e. Effectiveness: to capture attention, a message 

must be read at least 3 times) 

 



Internet Democracy: Friend or Enemy? 
Did you know: 

 
 

Å72% ƻŦ ǎǘǳŘŜƴǘǎ ŀǊǊƛǾŜ ŀǘ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴΩǎ ǿŜō ǎƛǘŜ 
 after conducting a search 

Å70% expect institutions to be on social networks 

Å62% want direct contact with current students 

Å30% ƻŦ ǎǘǳŘŜƴǘǎ ŘƻƴΩǘ ƳŀƪŜ ŎƻƴǘŀŎǘ ǿƛǘƘ ǘƘŜ  institution 
until they submit their application 

Å23% of prospects say they are likely to drop a  school 
ŦǊƻƳ ǘƘŜƛǊ ƭƛǎǘ ƛŦ ǘƘŜȅ ŎŀƴΩǘ ŦƛƴŘ ǘƘŜ  information they 
need on the web site 

Source: E-Expectations Research Project, Noel-Levitz  et al 

 

 



Strong preference for online 
applications 

21 
Source: TopGradSchool.com  Applicants Survey 2010 



 Marketing: use of 
            communication in media,  

            internet and social networks  
 
Website: 
The website is the first point of contact for foreign 

student; it must be: 
ÅAccessible, effective and explanatory (For an 

international site ask international students!) 
ÅThe website as a promotional channel must 

appear in any communication activities 
ÅWell ranked in major search engines 
ÅGive visibility to your activities at international 

level 

 



Marketing: use of  
         communication in media,  

            internet and social networks  
 
Social Network / YouTube: 
Social networks are considered the voice of students: 
ÅConsidered non-institutional 
ÅAllow a democratic debate 
Each country has its own social network of reference 
Social networks allow you to monitor and respond to 
ŎǊƛǘƛŎǎκŘƻƴΩǘ ǘǊȅ ǘƻ ǊŜǇǊŜǎǎ ǘƘŜƳ 
Lǘ ǎƘƻǿǎ ǘƻ ǘƘŜ ǿƻǊƭŘ ȅƻǳ ŘƻƴΩǘ ŦŜŀǊ ŎǊƛǘƛŎƛǎƳ 
Give visibility to the activities carried out by students 

independently from you 
 



From monologue to 
dialogue 
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From your voice to many 
voices 

25 



From prospect funnel to 
applicant pool 
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Fewer enquiries 

Greater anonymity 

More applications started 

Higher abandon rate 



How do they find your 
site? 

 

 

 

27 

Search engine ς by school name 41% 

Search engine ς by word or phrase 35% 

Links from higher education sites 38% 

Refer to URL in printed material 13% 

Source: Noel-Levitz Inc. E-Expectations 2009 



User generated content 
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Blogs 

Social networks 

Professional profiles 

Bookmarks & voting 

Wikis 

Reviews & questions 

Rich media 



Blogs for applicants 
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Match messages to 

motivation 

ACADEMIC FULFILLMENT 

 

BUILDING NETWORKS 

 

NEW PERSPECTIVES 

 

SELF DEVELOPMENT 

 

SOCIAL ADVANCEMENT 

CULTURE / ARTS / SPORT 

 

VOICE FOR COMMUNITY 

 

LANGUAGES 

 

EXCITEMENT / FUN 

 

CAREER ADVANTAGES 
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Web site 
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Grade your site: 

website.grader.c

om/ 

More examples at 

www.edustyle.net 
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