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*

The Impact of Branding and Evaluation Methods Preferred by Students in Higher 

Education Institutions 

 

Eman Wadea' Abdulhalim* 

Abstract: 

        This research had concerned with determining the importance of the educational 

institution's name, brand, and its satisfaction with the followed teaching and learning methods 

which consequently affected his evaluation, final grades, and his recommendation to others to 

get enrolled.  

The research concluded that there is no correlation between the students' preference for 

memorization style and their grades. As for students who prefer linking, understanding and 

analysis in education, their results confirmed a strong connection between these educational 

styles and their grades in essay questions which rely on memorization. Generally, the Egyptian 

student still recommends others to join the educational institutions that follow memorization 

and direct essay questions' in their assessment.  

Keywords: Teaching and learning methods; Graduate satisfaction; Recommendation to join 

the educational institutions; High Educational Institutions brands; students’ preferences and 

students' grades. 

                                                           

*  

* Alshurooq Academy – Egypt. 



 

                                                           

1- 

8102 

2- 

81028102

-http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-
education-in-numbers.aspx

 

http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-education-in-numbers.aspx
http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-education-in-numbers.aspx


 

0) 

8) 

3) 

2) 

5) 

ھ



 

- 

- 

- 

- 



 



 



 

0995

                                                           
 مرفق بالملاحق. - 3

0) 

8) 

3) 

2) 



 

α

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 



 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 



 

- 

- 

- 

- 



 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 



 

1 

ρ

- 

- 

2 

ρ



 

- 

- 

- 

- 

3 

- 

- 

- 

- 

- 



 

4 

- 

- 

- 

- 

5 



 

- 

- 

- 

- 

- 

6 



 

- 

- 

- 

1 

- 

- 

2 

- 

- 



 

3 

4 

5 - 

- 

- 

- 

- 

- 



 

- 

- 

- 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

- 

- 

- 

 

- 

- 

- 

- 

- 

- 

 

- 

- 

- 

- 

 

- 

- 

- 

- 



 

 

- 

- 

 

- 

- 

- 

- 

 

- 

- 

- 

- 

- 

 

- 

- 

- 

- 

 

- 

- 

- 

- 

- 

 

- 

- 



 

- 

- 

- 



 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 



 

http://portal.mohesr.gov.eg/ar-

eg/Pages/Higher-education-in-

numbers.aspx  

 

Aaker, D. (2011). Building strong brands. New 

York: The Free Press. 

Bacon, D.R. (2016). Comparing direct versus 

indirect measures of the pedagogical 

effectiveness of team testing. Journal of 

Marketing Education 33 (3): 348–358. 

Bloom, B. S. (1956). Taxonomy of educational 

objectives, handbook I: The cognitive 

domain. New York, NY: David McKay. 

Bressler, M.S., and Bressler, L.A. (2017). 

Teaching methodologies in the classroom: 

A study of student preferences. Academy of 

Educational Leadership Journal 11 (1): 

69–80. 

Brunzel, D. L. (2017). Universities sell their 

brands. Journal of Product & Brand 

Management 16 (2): 152–3. 

Chine, L.-H. (2008). Internationalization or 

international marketing? Two frameworks 

for understanding international students’ 

choice of Canadian universities. Journal of 

Marketing for Higher Education18 (1): 1–

33. 

Chung, C. & Ackerman, D. (2011). Student 

reactions to classroom management 

technology: learning styles and attitudes 

toward moodle. Journal of Education for 

Business. 90:4, 217-223, DOI: 

10.1080/08832323.2015.1019818 

De Chernatony, L., and McDonald, M. (2014). 

Creating powerful brands in consumer, 

services and industrial Markets. 2nd 

ed.Oxford: Butterworth Heineman. 

Dermol, V., Širca, N.T., Babnik, K., and 

Breznik, K. (2013). Connecting research, 

higher education and business: implication 

for innovation. International Journal of 

Euro-Mediterranean Studies 6(1): 65–80. 

Entwistle, N. (1991). Contrasting forms of 

understanding for degree examinations: 

The student experience and its 

implications. Higher Education 22: 205–

227. 

Entwistle, N., and Tait, H. (1990). Approaches 

to learning, evaluations of teaching, and 

preferences for contrasting academic 

environments. Higher Education 19: 169–

194. 

Erdem, T., and J. Swait. (2016). Brand equity as 

a signaling phenomenon. Journal of 

Consumer Psychology 7 (2): 131–57. 

Farquhar, P. H. (2014). Managing brand equity. 

Marketing Research 1 (9): 24–33. 

http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-education-in-numbers.aspx
http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-education-in-numbers.aspx
http://portal.mohesr.gov.eg/ar-eg/Pages/Higher-education-in-numbers.aspx


 

Fleischman, D., Raciti, M., and Lawley, M. 

(2015). Degrees of co-creation: An 

exploratory study of perceptions of 

international students’ role in community 

engagement experiences, Journal of 

Marketing for Higher Education, 25(1) 

Heidt, T.V.D. (2014). Southern Cross Business 

School, Southern Cross University, 

Lismore, Australia Published online: 12 

May 2014. 

Heidt, T.V.D. (2015). Concept maps for 

assessing change in learning: A study of 

undergraduate business students in first-

year marketing in China. Assessment & 

Evaluation in Higher Education, 40(2) 

Julie Urda, J. and Ramocki, S.P. (2014) 

Assessing students’ performance by 

measured patterns of perceived strengths: 

does preference make a difference?, 

Assessment & Evaluation in Higher 

Education, 40:1, 33-44, DOI: 

http://dx.doi.org/10.1080/02602938.2014.

884536 

Keller, K. L. (2018). Conceptualizing, 

measuring, and managing customer based 

brand equity.’ Journal of Marketing 57:1–

22. 

Lassar, W., Mittal, B., and Sharma A. (8105). 

Measuring customer-based brand equity. 

Journal of Consumer Marketing 12 (4): 

11–9. 

Lockwood, R. C., and Hadd, J. (2007). Building 

a brand in higher education: Why business 

practice – particularly brand strategies – 

are becoming essential in today’s 

universities. Business Journal, 12 July. 

Lubin, J. (2013). Deep, surface and strategic 

approaches to learning. Good Practice in 

Teaching and Learning, University 

College Dublin, Dublin. 

Mandina, S.P., Ngwenya, T. and Muzadzi, M. 

(2014). Effectiveness of emotional 

marketing on brand loyalty in state run 

universities. European Journal of Business 

and Management, ISSN 2222-1905 

(Paper), ISSN 2222-2839 (Online), 6(13) 

Maringe, F. (2006). University and course 

choice: implications for positioning, 

recruitment and marketing. International 

Journal of Educational Management 20 

(6): 466–79. 

Marton, F., and Säljö R. (1976). On qualitative 

differences in learning, II – outcome as a 

function of the learner’s conception of the 

task. British Journal of Educational 

Psychology 46: 115–127. 

Morris, P.T., LeBaron, D., and Arvi, L. (2016). 

Give them a tool kit: Demystifying the job 

search process for marketing students. 

Marketing Education Review, 25(1) 

Nguyen, N., and LeBlanc G. (2011). Image and 

reputation of higher education institutions 

in students’ retention decisions. The 

International Journal of Educational 

Management 15:6–7. 

Oliver, R., and Herrington J. (2012). Teaching 

and learning online: A beginner’s guide to 

e-learning and e-teaching in higher 

education. Mt Lawley, WA: Centre for 

Research in Information Technology and 

Communication, Edith Cowan University. 

Paden, N., and Stell, R. (2016). Branding 

options for distance learning programs: 

managing the effect on university image. 

International Journal of Instructional 

Technology and Distance Learning 3(8): 

45–54. 

Saunders, D.B. (2014). Educational leadership 

and policy studies, University of Texas at 

Arlington, Arlington, USA Published 

online: 05 Nov 2014. 

Saunders, D.B. (2018). They do not buy it: 

Exploring the extent to which entering 

first-year students view themselves as 

customers. Journal of Marketing for 

Higher Education, 25(1) 

Saxton, M.K. (2015). Adding badging to a 

marketing simulation to increase 

motivation to learn, Marketing Education 

Review, 25(1) 

Higher Education 35 (4): 453–472. 

Tina, V. (2015). Managing consumer-based 

brand equity in higher education, 

Managing Global Transitions, 13(1), 75-

90 

Vorhies, D. W. (1997). Building strong brands. 

Journal of the Academy of Marketing 

Science 25 (3): 260–1

http://www.tandfonline.com/toc/wmhe20/current
http://www.tandfonline.com/toc/wmhe20/current
http://www.tandfonline.com/toc/caeh20/current
http://www.tandfonline.com/toc/caeh20/current
http://www.tandfonline.com/toc/mmer20/current
http://www.tandfonline.com/toc/wmhe20/current
http://www.tandfonline.com/toc/wmhe20/current
http://www.tandfonline.com/toc/mmer20/current
http://www.tandfonline.com/toc/mmer20/current
http://ceoncees.org/related.aspx?artaun=4140

	The Impact of Branding and Evaluation Methods Preferred by Students in Higher Education Institutions
	Recommended Citation

	The Impact of Branding and Evaluation Methods Preferred by Students in Higher Education Institutions
	Cover Page Footnote

	The Impact of Branding and Evaluation Methods Preferred by Students in Higher Education Institutions

