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Aim: The aim of this study is to explore effective marketing communication 

strategies for the nursing program of University of Gävle to develop in China. 

Method: Qualitative method is used in this research. The data is collected from 24 

semi-structured interviews with managers in University of Gävle, managers and 

students in Zhuhai College of Jilin University and Kede College of Capital Normal 

University.  

Result and Conclusions: The study finds out that traditional media advertising, 

online advertising, and public relations and publicity are effective for both students 

and managers. However, direct communication is particularly effective for 

managers, while place advertising is especially useful for students.  Content about 

education and country-of -origin are useful for both students and managers.  

Suggestions for future research: Future research could expand the diversity and 

scale of the interviewees and combine with questionnaires to get a broader 

understanding of different marketing communication channels and contents 

towards higher education institution marketing communication. 

Contribution of the thesis: The study provides suggestions about each marketing 

communication channel and content, and the integrated marketing communication 

strategy for higher education institution to do marketing communication in China. 

Therefore, it can serve as a useful reference when making marketing 

communication strategy for the future higher education institutions cooperation 

between Sweden or other countries and China. 

Key words: Higher education, nursing program, marketing communication 

channel, marketing communication content, China. 
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1. Introduction 

This chapter, firstly introduces the background of the study, and then states the aim 

and research questions of the work and also the limitation of the study. 

1.1 Background 

Nowadays, following the economic globalization and growth, the healthcare in China 

needs to be paid much more attention and be upgraded to catch up with the world. It is 

clear that nurses are critical members in the healthcare group. The Ministry of Health 

of China has desired that the professional competence of nurses need to be enhanced, 

the nursing education needs to be regulated and upgraded, and the international 

communication and cooperation in the nursing field should be encouraged and 

promoted, so that the advanced nursing education and concept can be developed (The 

Ministry of Health, 2007). Therefore, it is essential to upgrade the pre-registration 

education, especially the secondary level. Moreover, improving graduate nursing 

education to master and doctoral level is also important and necessary.  

In China, the relationship between the doctors and the patients is becoming tenser 

nowadays, where one of the reasons of this is the lack of ethics. For example, 

according to BUSINESS INSIDER (2014), a nurse, Zhang Shuxia, was arrested and 

handed down a suspended death sentence for selling seven babies to human traffickers 

on Jan. 14
th

, 2014. Zhang tricked the parents to give up their newborns by convincing 

them that the infants had incurable diseases or deformities. She sold the babies for as 

much as 21600 Yuan each. What she did violates both professional and social ethics, 

which reflects that the nursing training in China emphasizes the skills and physical 

service, rather than ethics and mental service.  

In addition, in taking the responsibility and accountability for the practice, nursing 

students in China are not doing well, either (Kao, et al., 2014). Therefore, in the future, 

it is necessary for China to upgrade all nurse education programs to a bachelor degree 

level and forge new cooperative programs throughout the world (Smith & Tang, 

2004). So it is obvious that there is a potential market in China for Swedish nursing 

program. 
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The nursing program of University of Gävle ranks high in Sweden, it pays much 

attention on the ethics and mental service. As it says in University of Gävle’s website 

(University of Gävle, 2015), a nurse not only needs vocational knowledge of 

professional care, but also needs a solid empathetic ability and understanding of 

people’s resources and needs. 

According to Chan (2004), nowadays, universities cooperate with each other to strike 

alliances in order to be able to compete in the global environment and mass higher 

education market. As for newer universities, they’ll gain visibility and market share 

by branding together; as for older universities, they can work together to maximum 

their advantageous positions. Therefore, universities have the advantages and 

preferences to cooperate. Chan (2004) also offered the process and strategies for 

international cooperation in higher education, which can serve as a guidance and 

reference. To be specific, the process should be: 1) gathering motivations, 2) selection 

of partners, 3) developing governance and organizational structures, 4) 

Implementation and review, 5) Refinement and improvement. And according to Chan 

(2004), there are several success factors, 1) mission and objectives, 2) partners, 3) 

people, 4) projects, 5) time and resources, 6) communication. 

1.2 Aim of the study and research questions 

1.2.1 Aim of the study 

As stated above, there are problems with nursing service and nursing education in 

China. Firstly, the ratio of doctors and nurses is not suitable, and what’s more serious, 

there is a shortage of nurses. Therefore, there is a demand for nurses in the Chinese 

market, which indicates that there will be many opportunities for nursing students to 

get a job after graduation. As a result, students have the motivations to be willing to 

learn nursing.  

Secondly, nursing education needs to be upgraded and improved urgently. 

Considering that most of the Chinese nurses graduate from the secondary nursing 

health school, they are not competent with caring for the aging population and 

patients with chronic diseases.  And the lack of the education in ethics also causes 

problems in the relationship between them and patients. Nursing education in Sweden 

is advanced and deals better with patients, so that there is market in China for 
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University of Gävle’s nursing program. Therefore, there’s an urgent need for 

universities in China to cooperate with University of Gävle to promote the nursing 

education in China. 

As for University of Gävle, there is a potential market in China for Swedish nursing 

program to establish. However, University of Gävle needs to introduce and promote 

the Swedish nursing program first to make it known to the universities and students in 

China.  

Therefore, the aim of this study is to explore effective marketing communication 

strategies for the nursing program of University of Gävle to promote in China.  

1.2.2 Research questions 

To make effective marketing communication strategies, it is necessary to learn what 

types of marketing communication approaches and what content of marketing 

communication are effective and attractive for universities and students respectively. 

Consequently, the research questions are formed. 

1) What type of marketing communication strategy is effective to influence 

universities in China to cooperate with University of Gävle for its nursing program? 

2) How can University of Gävle develop a marketing communication strategy to 

attract students in China for its nursing program? 

1.3 Limitation 

China is a country with huge area and enormous population, it is impossible to 

conduct the market research in the scale of the whole China in the limited time and in 

one person’s effort. Therefore, the market research in this work is conducted only in 

two chosen cities (Zhuhai and Beijing) with two universities (Zhuhai College of Jilin 

University and Kede College of Capital Normal University) that do not have nursing 

programme for now. The two chosen universities are the representatives for the 

general situation in China. What’s more, only qualitative method, which is semi-

structured interview, was used in this study.  

1.4 Disposition 

This study is presented as follows: 
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Chapter 1: The introduction part first presents the background of the research topic, 

then comes to the aim of the study with an explanation and the two research questions, 

which are the main thread of the study, following with the limitation and disposition. 

Chapter 2: This chapter is literature review related with the research topic, which are 

previous literature. The literature review introduces and explains theories related with 

marketing communication channel and content. 

Chapter 3: Methodology part explains the research design, research method, and the 

data collection process including choosing collection method, selecting respondents 

and interview questions and data reliability and validity. And how the empirical 

findings are presented is also explained.  

Chapter 4: This chapter shows the empirical findings. The results of the interviews are 

summarized.  

Chapter 5: The analysis is presented here. In this chapter, the empirical findings in 

chapter 4 are compared with the literature review in chapter 2. 

Chapter 6: This chapter claims the conclusions, in which answers of the research 

questions are explained. What’s more, contribution of the study, managerial findings 

and suggestions for future research are also presented.  

 

‘ 

 

 

 

 

 



5 
 

2. Literature review 

This chapter contains theories from previous literature, which are related with the 

research topic. Firstly, the literatures about marketing communication are presented, 

then services marketing communication, and lastly, higher education marketing 

communication.  

2.1 Marketing communication 

The American Association of Advertising Agencies defines Integrated Marketing 

Communication(IMC) to be a notion of marketing communication planning that 

identifies the additional value of a comprehensive plan that evaluates the strategic 

functions of varied communication regulations and combines them to generate steady 

and maximum communication effect, which is most widely adopted (Barker, 2013). 

Shimp (2010, p. 10) defines IMC as a communication process that contains the 

planning, creation, integration and implementation of varieties of types of 

communication channels. Marketing communication is a key part of an organization’s 

overall marketing missions and a main determinant of its success or failure (Shimp, 

2010, p. 7). The integrated marketing communication can help organizations to 

communicate with their targeted markets more efficiently and effectively, which, in 

turn, will potentially provide the organization with higher financial performance 

through better brand equity (Madhavaram, et al., 2005). 

2.2 Marketing communication channels 

There are several main marketing communication approaches: media advertising, 

online advertising, direct communication, sponsorships of events, mobile marketing, 

public relations and publicity, word-of-mouth (Keller, 2013, p. 221) (Shimp, 2010, p. 

7). 

2.2.1 Media advertising 

Media advertising is adopted to reach a good deal of customers in a variety of 

geographical areas, and the message of the advertising can be repeated frequently 

(Saravudh, 2005). However, the effectiveness of and faith in traditional media 

advertising is decreasing (Kim, I.; Han, D.; Schultz, D.E., 2004) (Winter & Sundqvist, 

2009). Media advertising approaches include advertising through television, radio, 

print, and place advertising (Maddox & Gong, 2005) (Vel & Sharma, 2010). Place 
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advertising can be carried out with billboards and posters at almost everywhere, 

movie theaters, airlines and lounges are some of the popular place to conduct 

advertising campaigns (Keller, 2013, pp. 228-231). 

2.2.2 Online advertising 

With the technology development, people are spending increasing amount of time in 

surfing the Internet. The Internet has become an everyday part in the work or home 

life around the world (Danaher & Rossiter, 2011). Online advertising has become an 

attractive method due to its rich content provision, excellent interactivity, large 

audience coverage, accurate targeting and low operating cost (Peng, et al., 2014). In 

China, Internet has become a mainstream information source, especially among young 

generation (Maddox & Gong, 2005). In 2009, China became the country with the 

largest number of Internet users worldwide (Peng, et al., 2014).  Online marketing 

communications include online ads and videos, web sites, social media and the 

combination of the three (Keller, 2013, p. 236).  

Online ads and videos 

Online advertising includes search engine, display banner, classified, rich-media ads, 

digital video and other types. Display banner, classified, rich media, and digital video 

belong to non-search formats advertising, while search format advertising refers to the 

advertisements listed with keywords search results (Peng, et al., 2014).  As for non-

search formats advertising, the animated color, text, graphics (Tsang & Tse, 2005), 

size (Robinson, et al., 2007) and emotional appeal (Lohtia, et al., 2003) have 

influence on the click-through rate. Regarding to search formats advertising, 

according to Yang et al. (2011), advertisers should better focus on the top-ranked 

popular keywords. 

Web sites 

Corporate Web site has been regarded as the critical format of online advertising and 

also the main channel for the organization to introduce its products and services to 

customers and develop its brand images (Patsioura, et al., 2009). Customers’ attitudes 

toward Web site is an extension of their attitudes toward the advertisement (Newman, 

et al., 2004), and the attitudes toward Web site include three aspects, entertainment, 

informativeness and organization (Chen & Wells, 1999). According to Keller (2013, p. 
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236), an effective and successful web site needs to follow several criteria: 1) Deliver 

expertise according to customers’ problems and doubts. 2) Include company and 

product information, press releases, advertising and promotional information, links to 

partners and suppliers. 3) Being updated timely and frequently. 4) The pages of web 

sites should be attractive and creative using the latest technology. 

Social media 

Social media is an easily used but very addictive media, where people can join 

together and share interests through the Internet. The advertisements on the social 

media are accepted by users as a part of the contents they need to receive in order to 

keep the free service (Hadija, et al., 2012). There are several critical choices for social 

media: message boards and forums, blogs, MySpace, Facebook, Twitter, and 

YouTube (Vel & Sharma, 2010), through which users could share text, images, audios 

and videos with each other. 

In general, simple one format is not enough, utilizing and combining different formats 

is essential for the success of online advertising (Peng, et al., 2014). Attractive online 

ads and videos and company-managed boards, blogs, Facebook and the information 

on YouTube could get potential consumers to learn more about the products or 

services and drive them to the company-created web sites, where they can have an 

overall or detailed understanding. 

Key points of effective advertisements 

According to Keller (2013, p. 221), an effective advertisement campaign needs to 

make sure that right customers are exposed to suitable messages at suitable time and 

suitable place. As for the advertising strategy, it should be creative and focused 

enough to attract customers and make them focus on the intended information. And it 

needs properly state the desirable points-of-difference and points-of-parity of the 

products or services. As the result, the advertisements should effectively improve 

customers’ perceptions of the products or services, moreover, stimulate and encourage 

customers to get the product or service into the purchasing consideration.  

2.2.3 Sponsorships of events  

Event marketing is the marketing and promotion of a specific event, which contains 

the conferences, seminars, exhibitions, artistic performances, and company 
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anniversaries (Kotler & Keller, 2009, p. 46). It is an instrument towards experiential 

marketing that concentrates on customers’ experiences (Vel & Sharma, 2010). Events 

generate a social background for audiences and improve their involvement extent, 

consequently, audiences could be more receptive to the messages and images 

expressed related with the event (Pope & Voges, 2000). To develop successful event 

sponsorship, the marketer must firstly choose the right sponsorship opportunities: the 

customers that the event delivered to and influenced are the targeted customers; the 

event needs to be known in a large scale and have the desired images and influence. 

Then the marketer need design sponsorship program and lastly measure sponsorship 

activities: supply-side method and demand-side method (Keller, 2013, pp. 241-243). 

2.2.4 Public relations and publicity 

Publicity is non-personal communications, including press releases, media interviews, 

press conferences, feature articles and films, etc. Public relations also consist of 

annual reports, public affairs, special event management, etc (Keller, 2013, p. 245). 

Public relations allow a product or an organization to make use of source credibility 

by media to convince customers and the public. It could be helpful in developing an 

organization’s image and building relationships with consumers (Saravudh, 2005). 

Accordingly, public relations and publicity needs to be considered as a regular part of 

marketing communication campaigns. 

2.2.5 Direct communication 

Direct communication advertising is that organizations directly communicate with 

targeted customers to create a response or a transaction through direct mail, phone call, 

text message (SMS), email (Lara & Ponzoa, 2008). When the organization wants to 

target at specific individuals or groups of customers, this way will be especially 

effective for that the targeted audiences will receive messages that are customized for 

them (Saravudh, 2005). It is helpful for bringing customer relationship strategies into 

practice (Lara & Ponzoa, 2008). 

2.2.6 Word-of-Mouth (WOM) Communication 

WOM communication is considered as one of the most impressive and effective tools 

in the communication in general (Garnefeld, et al., 2011) (Han & Ryu, 2012). It is the 

expressions of the thoughts and evaluations of products or services within groups of 

people, such as family members, friends, colleges, neighborhood or strangers (Sandes 
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& Urdan, 2013). According to Ng, et al. (2011), in the service field, in order to 

generate positive WOM and prevent negative WOM, managers need to 1) ensure the 

functional service quality and the way to deliver the service; 2) more importantly, 

ensure the relationship quality, as the more committed a provider contribute to the 

relationship, the more trustworthy will the relationship be. 

2.2.7 Developing an integrated communication mix 

When developing the integrated communication mix, several factors need to be 

considered. 1) The information requirements of potential consumers: providing the 

suitable and required information timely with the correct and effective 

communication-mix approaches. 2) The nature of the offering. 3) The nature of the 

target markets. 4) The capacity of the organization (Kerin & Peterson, 2010, p. 292). 

2.2.8 Perceptions of marketing communication approaches 

It is commonly known that nowadays marketing managers need to choose from 

widely diverse choices of marketing communication channels to deliver 

communication messages to customers. With the significant increase in the use of 

Internet and mobile phone, new electronic media channels, like the Internet channel’s 

banner advertisements, e-mail and blog communications and mobile phone 

communications have become extremely popular (Barwise & Strong, 2002). For 

young and well-educated people around the world, the Internet has become a natural 

method to gather information (Lagrosen, 2005). Facing the rapid development of new 

electronic media channels, traditional media communication channels, like TV, radio, 

mail, telephone channels and door-to-door communications have been expected to 

decrease (Danaher & Rossiter, 2011). Therefore, it is significant to figure out how to 

choose from all these new and traditional marketing communication channels by 

learning the perceptions and preferences of customers.  

Danaher and Rossiter (2011) did research about customers’ ratings from sereral 

perspectives toward different communication channels in both consumer market and 

business market. Firstly, in consumer market, from enjoyable perspective, magazine, 

newspaper, TV and brochure channels ranked higher. From trustworthy perspective, 

newspaper, magazine, letter, radio, TV channels ranked higher. As for informative 

aspect, letter, newspaper, magazine, TV and brochure channels graded higher. From 

acceptable aspect, newspaper, magzine, radio and TV approaches graded more. And 
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as for reliable perspective, newspaper, magazine, letter, TV graded higher. Then in 

business market, among trustworthy, informative, acceptable and reliable perspective,  

letter, email and brochure channels all scored higher. It is easy to find that traditional 

media channels are still effective nowadays, especially in consumer market.  

2.3 Planning and implementation of integrated marketing 

communications 

The planning and implementation of integrated marketing communications need to 

follow suitable procedure, finishing different tasks in the different stages (Caemmerer, 

2009). First stage is situational analysis, which includes internal analysis 

(organization; product) and external analysis (competitor; consumer; market). Second 

stage is identifying the marketing communication opportunity, it contains marketing 

communication objectives, unique selling point and key target audience. Third stage 

is agency selection, which is to select most suitable agency from the expertise and 

creative prospects. Fourth step is campaign development and implementation; this 

consists of choice of marketing communication mix, creative execution and media 

selection. Fifth step is campaign evaluation, tracking before, during and after 

campaign and evaluating the effectiveness and efficiency. Last step is future planning. 

2.4 Services marketing 

2.4.1 Characteristics of services 

“Services are deeds, processes and performances, the characteristics of services are 

intangible, heterogeneous, inseparable and perishable” (Wilson, et al., 2012, p16). As 

services are performances, not objects, it is difficult for marketers to deliver their 

fundamental nature and benefits to consumers. 

In detail, intangibility: considering that services cannot be seen, touched or felt as 

products, the quality of services is hard to evaluate by customers and the content for 

advertising and other promotion activities is also not easy to decide. Heterogeneity: as 

the services provided by humans are frequently not same with each other and each 

customer usually has their own unique needs and demands, it is difficult to guarantee 

the consistent quality of services. Inseparability: customers need to pay for the service 

first, then the service being produced and consumed at the same time. Moreover, 

customers and services provider are involved in the process. Perishability: services 
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cannot be saved, stored, resold or returned, which makes the demand forecasting and 

imaginative planning for capacity utilization and useful recovery strategy especially 

necessary and meaningful (Wilson, et al., 2012, p. 16). 

2.4.2 Services marketing communications 

Over the past years, people’s interests in services marketing have increased greatly. 

Considering integrated marketing communication is very likely to generate intensive 

focus for the offerings, it would be especially suitable method to show the 

intangibility content of the service (Grove, et al., 2002). However, most service 

offerings are much more intangible than products; it is challenging to deliver the 

intangible advantages to the targeted audiences (Mattila, 2000). Thus, there should be 

some variation when applying integrated marketing communication to services 

(Grove, et al., 2002) and the service advertising needs to try to increase tangibility in 

the service offerings (Mattila, 2000). According to Mittal (2002), there are several 

creative methods to do service communication, namely, physical representation, 

performance documentation, performance episode, service consumption 

documentation and service consumption episode. What’s more, direct benefit 

statement and use of logos and icons as service symbols are also effective methods 

(Mittal, 1999). These methods could be useful in solving the intangibility 

disadvantages.  

2.4.3 Professional service 

Professional service is the service provided by professions or highly qualified 

personnel, it is complicated, intangible, and customized. As time goes on, the 

marketing environment of professional service is increasingly complex and 

competitive, while the customers of professional service demand more and are more 

knowledgeable when judging the offering (Reid, 2008). Nowadays, in managing 

professional service, technical advantage is not enough, increasing market orientation 

and building and keeping customer relationships are two aspects need to be paid 

attention to (Hausman, 2003). Therefore, it is significant for professional service 

managers to figure out the marketing environment they are facing with, the demands 

and needs of their targeted customers, in other words, market conditions and customer 

expectations are critical factors to consider. 
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2.5 Higher education marketing 

Higher education has all the services’ characteristics. “Educational services are 

intangible, heterogeneous, inseparable, variable, perishable and customer (student) 

participation.” (Shanks, et al., p101) Although higher education belongs to services 

area and it has many similarities with other services, we cannot say that services 

marketing methods can be directly transferred to all markets in higher education. 

Some markets and some characteristics of higher education are not same with services 

(Shanks, M.; Walker, M.; Hayes, T.J., 1993, p101).  

Universities are institutions that have the task to play the combination of cultural and 

ideological, social and economic, educational and scientific roles (Enders, 2004, p. 

362). With the development of the marketing economy, universities have been asked 

to involve in the economic development and to stay with the market since 1995 (Clark, 

1995). 

2.5.1 Introduction of higher education 

Canterbury (2000) defines the product of higher education as opportunities, which are 

unforeseeable, interacting and dynamic. Customers (students) going to the college go 

through process of choosing and purchasing opportunities, in this process, what they 

have learned will affect and change their lives. Therefore, the key point for a customer 

(student) to get benefits from the higher education is to take advantage of the 

opportunities. Higher education marketing should show what the opportunities are, 

how customer (student) can take advantage of the opportunities and how these 

opportunities can benefit them.  

Canterbury listed seven differences between higher education and other goods or 

services (Canterbury, 2000): 

· College choice is a ‘‘unique decision.’’ It means the decision makers not only lack 

of information about the choice and how important it is for specific attributes, but also 

don’t know what should be the good decision’s important attributes. 

· Colleges is a part of ‘‘total institutions’’(sociologists call some colleges and 

universities, monasteries, prisons, summer camps, families and secondary school, 

retirement communities, hospitals as total institutions), which may influence the 

constituents’ life extremely. 
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· Issues of human development constrain this process. 

· The importance of college choice discourages open mindedness. 

· Colleges seem to question their ‘‘customers’’ competence to choose wisely. 

· Family life is irretrievably altered by this choice process. 

· What ‘‘buyers’’ are choosing is not clear. 

We can find that some adjustments need to be done on services marketing, when 

applying it to higher education marketing. 

2.5.2 Higher education advertising 

Advertising is a main component of institutions’ integrated marketing plan 

(Parameswaran & Glowacka, 1995). Considering that the budgets for advertising are 

decreasing but the overhead costs are increasing (Kittle, 2000), it is necessary for 

marketers to make the most effective advertising decision. 

The approaches of higher education advertising 

According to Kittle (2000), college or university’s advertising can be divided into 

institutional media advertising and commercial media advertising. He means that as 

for institutional media advertising, in-house print media are used most frequently by 

colleges and universities to deliver institutional messages, including athletic event 

programs, alumni organization magazines and mailings to college or university 

donors and televisions. As for commercial advertising, advertising by televisions, 

newspapers and radios are frequently adopted, following with tourism brochures, 

theaters, airport displays. Moreover, as for most of the colleges and universities, they 

usually adopt more than one medium to deliver message (Kittle, 2000).  

With the fast development, advertising in higher education has become multimodal 

nowadays, printed advertisements and electronic advertisements are combined, textual 

and visual forms of the content are adopted to deliver the messages (Ng, 2014). 

The content of higher education advertising 

According to European Commission, there are three main points that they emphasize 

for the advertising in higher education, namely, education, research and innovation 

(European-Commission, 2005, p. 152). 
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Later, Papadimitriou and Ramírez (2015) conducted research and proved that in 

higher education advertising, education is the most commonly included content. 

There are portrayals of students in the most of the higher education advertisements, 

their remarkable and outstanding points are stressed. The advertisements also always 

tie the education with the career preparation. Academic offer and academic staff are 

also always being included. Among these elements, the content about students is the 

most frequently mentioned one. 

As for the research content, few higher education advertisements have the text 

introducing research part (Papadimitriou & Ramírez, 2015). It is easy to find that 

higher education institutions have shifted their emphasis from research to their 

educational duty. Innovation has been mentioned in many advertisements for higher 

education, but adopted much less frequently than education part. Mostly, innovation 

comes up together with education, or as the consequence of it (Papadimitriou & 

Ramírez, 2015). 

2.5.3 The target audience 

Target audience refers specifically to the group of consumers targeted by 

advertisements. It is important to identify the target audience, for that making a 

content strategy without an apparent understanding of the audience is like setting a 

boat adrift without navigational tools (Demers, 2013). Every detail of a well-crafted 

advertisement is specifically chosen to attract target audience (Ingram, 2015). The 

target audiences for the delivering of the institutional message are, commonly, the 

potential students in high school and their parents and also politicians (Kittle, 2000). 

According to (Papadimitriou & Ramírez, 2015), higher institutions regard potential 

students as the viewers of their advertisements. 

There are two kinds of marketing modes, one is business to business (B2B), and the 

other is business to customer (B2C). B2B refers to the businesses that mainly conduct 

business with other organizations; it is about the transformation of raw materials, in 

order to generate added profit by manufacturing or selling to customers (Arline, 2015); 

while B2C refers to the businesses or transactions conducted by the company toward 

its end-user customers for the products or services (INVESTOPEDIA, 2015). In B2C 

markets, the nature of the relationship between seller and customer is complicated, for 

that the seller needs to build relationships with the customers and make profits from 
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them at the same time (Dowling, 2002). Therefore, as for higher education institutions, 

the target audiences in B2B mode are universities, schools and educational institutions, 

while the target audiences in B2C mode are students and adults who want to study. 

The two types of modes are different in the nature and complexity of product and 

service, the nature and diversity of customer demand, the amount of customers, 

quantity demanded by each customer, and lastly the relationship between supplier and 

customer (Kotler & Pfoertsch, 2006). What’s more, the choice of communication 

channels is often different between consumer and business market, for example, 

broadcast advertisements are more popular among consumers, while print 

advertisements are more common among business people (Danaher & Rossiter, 2011). 

B2B demand is generated from consumer markets and nearly all organizations serve 

both organizational customers and consumers (Gummesson & Polese, 2009). 

Business acquires products and services to be sold, rented or supplied to other 

business. Thus, in one way or another, roughly all organizations are involved in 

business market (Kotler & Pfoertsch, 2006). Therefore, B2B mode exceeds B2C 

mode. 

2.6 Country-of-origin effect 

The country-of-origin that delivered to the consumers through marketing 

communication will be an inevitable factor when consumers making the purchasing 

decision (Verlegh, et al., 2005). Therefore, marketers need to be clear about how the 

country-of-origin is perceived in their targeted market. The impression and perception 

of consumers towards a country will influence their buying choices, for that it will 

have the impact on how they evaluate the products and services created from that 

country  (Caemmerer, 2009). There may be positive or negative image that consumers 

have towards a certain country, the marketers should take advantage of the positive 

connection and stress it in the marketing communication campaigns. 

2.7 Theoretical framework 

Marketing communication channel includes traditional media advertising, online 

advertising, place advertising, direct communication, public relations and publicity, 

word-of-mouth communication and sponsorships of events (Shimp, 2010, p. 7). 

Marketing communication content includes education, research and innovation and 

country-of-origin aspects (European-Commission, 2005, p. 152). These marketing 



16 
 

communication channels and contents could be effective for either students or 

managers of universities or both of them (Ng, 2014) (Papadimitriou & Ramírez, 2015). 

According to Papadimitriou and Ramírez (2015), most higher education institutions 

make their marekting communicatin strategy targeting at their potential students. 

Therefore, students’ perspective and opinion towards different type of marketing 

communication channel and content is the most important issue that need to be 

figured out when making the marketing communication strategy for University of 

Gävle. Considering that the nursing program in University of Gävle will be 

established in China in the form of cooperation with universities and colleges of 

China, it is also important to learn about the attitude and opinion of managers of the 

university or college in China. 

Figure 1 : Theoretical framework 
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Traditional media advertising mainly contains television, radio, print material (Vel & 

Sharma, 2010). Online advertising includes web sites, online ads and videos, social 

media (Keller, 2013, p. 236). Place advertising is generally billboards and posters at 

almost everywhere (Keller, 2013, pp. 228-231). Direct communication includes direct 

contacts through direct mail, phone call, text message (SMS), email (Lara & Ponzoa, 

2008). Public relations and publicity consists of press releases, media interviews, 

press conferences, feature articles and films, annual reports, public affairs, and special 

event management (Keller, 2013, p. 245). Education aspect of communication content 

contains portrayals of students about their outstanding points, messages about the help 

in career preparation, content about academic offer and academic staff. Plus, content 

about research is nowadays not so important for students (Papadimitriou & Ramírez, 

2015). 

From students’ perspective, all of the marketing communication methods, including 

traditional media advertising, online advertising, place advertising, direct response, 

public relations and publicity, word-of-mouth communication and sponsorships of 

events, could have influence on their interests in the nursing program of University of 

Gävle (Kittle, 2000) (Ng, 2014). And except the content about research, the rest of the 

marketing communication content could all be attractive for students, namely, content 

about education, innovation and country-of-origin (Papadimitriou & Ramírez, 2015).   

From the managers’ perspective, there are some differences in the choice of 

communication channels (Danaher & Rossiter, 2011). The place advertising and 

word-of-mouth communication are not suitable for managers, for that as the 

representative of the university, what they need is official and convincing information, 

thus place advertising and word-of-mouth communication are not trustworthy for 

them. As for the marketing communication content, what is important for students is 

what they will always pay attention to, thus contents about education, innovation and 

country-of-origin are important to them (Papadimitriou & Ramírez, 2015). 
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3. Methodology 

This chapter explains the method approach that used in the research. It also contains 

the research design, research method, data collection, selection of respondents, 

interview question selection, presentation and analysis of empirical finding, and 

validity& reliability. 

3.1 Research design 

According to Malhotra (2007), depending on what the researcher needs to examine, 

what type of information is needed to achieve the aim, what size of sample is required, 

how it is supposed to be analyzed and what type of results are expected to get, 

research design can be identified as conclusive or exploratory one. According to the 

purpose of this study, one of the two research designs will be chosen. Conclusive 

research aims to examine a certain hypothesis or test the relationships between 

specific variables. Therefore, the data analysis is quantitative and the results gained 

through this type of research are conclusive in nature and can be used for managerial 

implications among practitioners (Malhotra, 2007).  

While exploratory research relates to the type of study that aims to provide 

understanding and shed the light over a problem, or to identify a course for further 

actions and develop necessary approach to solve the problem in further research. 

Moreover, the analysis of data is qualitative (Malhotra, 2007), so that in-depth data 

regarding the research purpose can be acquired (Hair, J.F.; Bush, R.P.; Oritinau, D.J., 

2006, p174-175).  

The research design for this study is exploratory. Considering the aim of this study is 

to explore effective marketing communication strategies for the nursing program of 

University of Gävle to develop in China, the understanding of different 

communication channels and content needs to be collected and the communication 

strategies need to be achieved. And as a result, the data collection and analysis need to 

be qualitative. Therefore, exploratory research matches with the aim of the study and 

is adopted. 

Case study research refers to constructing and building the theory to learn realism 

phenomenon and situation (Riege, 2003). Case study research systematically 

investigates and deeply examines one existing, contemporary situation (Hair, et al., 
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2006, p. 201). Compared to other qualitative research approaches, case study research 

is more subjective. It requires researchers to develop close and direct contact with 

respondents (Riege, 2003), thus it is important for researchers to avoid judging the 

answers of the interviewees with subjective will. The study wants to directly 

investigate student and managers’ attitudes towards different marketing 

communication channels and content, to get deep understanding of realistic situation 

and develop strategies according to the realism. Thus case study is chosen for the 

market research. 

3.2 Types of research method 

There are two types of research method, quantitative research and qualitative research. 

The quantitative research is suitable for gathering the general view and opinions from 

a large crowd of informants, which is usually conducted with questionnaires (Wilson, 

2006), it tests theories by numbers and large samples (Sobh & Perry, 2006).  

The qualitative research is to collect data from a smaller group of informants’ words, 

pictures and narratives and can be helpful in getting deeper and more specific answer 

and information from the informant, researchers usually use one-to-one interview or 

group discussion to do qualitative research (Wengraf, 2001). 

3.3 Choice of method  

The focus of the study is on informants’ opinions and ideas, so the qualitative 

research is chosen, for that it can offer detailed insights and understandings of the 

research purpose (Hair, et al., 2006, p. 173). To do the qualitative research, research 

interview is chosen. Research interview is one of the most useful methods to collect 

qualitative data, it needs the adoption of a variety of skills, for example, intensive 

listening and note taking, and adequate preparation (Qu & Dumay, 2011). When 

designing the interview process, how many interviewees are needed, what kind of 

interview is suitable and how the interview data should be analyzed must be taken 

into account carefully (Doyle, 2004). Moreover, the researcher should gain as much 

expertise relevant to the research objective as possible to ensure the interview (Qu & 

Dumay, 2011).  

The study adopts the semi-structured interview to conduct the research. Semi-

structured interview is the most common form of the interview, there are prepared 

questions before the interview based on the identified topic in a consistent manner, 
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which could be helpful in directing the conversation to focus on topic and the main 

issues in the interview (Alvesson & Deetz, 2000, p. 194).The semi-structured 

interview is effective and convenient for its flexibility, accessibility and capability of  

revealing concealed but important information (Kvale & Brinkmann, 2009). In semi-

structured interview, the interviewer is able to change the talking style, speed and the 

question order (Qu & Dumay, 2011), so that the interviewees can fully and freely 

express their answers and opinions.  

Semi-structured interview suits the study well. The study has fixed aim, deriving from 

the research questions, there are prepared questions for asking during the interview. 

As the result, the interviews would be focused on the main issue, so that the answers 

needed could be attained effectively. And because of the semi-structure, the 

interviews also have the flexibility for interviewees to talk freely. 

3.4 Data collection 

The market research contains a collection and analysis of secondary and primary data. 

Secondary data refers to the already existed information and materials that has been 

collected by others (Caemmerer, 2009). It is especially helpful for understanding the 

research object and developing the research question (Cooper & Schindler, 2003, pp. 

152-153). 

The primary research is conducted with a specific objective and the primary data can 

be collected by qualitative research or quantitative research or the combination of the 

two (Caemmerer, 2009).  

3.5 Choice of data collection method 

The study first reviews the already existed secondary data to develop a primary 

understanding for situation analysis, so that the marketing communication opportunity 

could be identified and the conceptual framework for market research could be 

developed. Secondary data is collected from several books and journal articles that 

offer concepts and theories.  

The study then adopts the primary research to collect the informants’ choices and 

opinions about developing and implementing marketing campaigns. The responses 

have been collected through semi-structured in-depth interviews respectively. All 

interview questions were prepared before the interview, but the questions are open, 
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the respondents have the opportunities to express their personal opinions and ideas 

and are encouraged to explain their answers. In this way, the accurate answers to the 

questions and specific reasons can be obtained effectively.  

During the interview with students and managers of Zhuhai College of Jilin 

University and Kede College of Capital Normal University, considering all the 

interviewees are Chinese, all the interviews were conducted in Chinese. Because the 

author of this work is studying in Sweden, all the interviews were carried out though 

phone calls or online video calls or audio calls. Each interview lasted about 20-40 

minutes. And interviews were conducted during April 15th, 2015-May 9
th

, 2015. The 

interview with managers of University of Gävle was conducted in English. Three 

interviews were face-to-face meeting, I came to the office of the managers. One 

interview was carried out through Skype, for that the person was at Uppsala, not 

Gävle. Each interview lasted about 25-50 minutes. The interviews were conducted 

during June 2
nd

, 2015-June 10
th

, 2015. 

Before the start of the formal interview, background of the interview and questions 

that was going to ask during the interview have been sent to the interviewees to have a 

consideration first. Notes were taken and checked with the interviewees in the end of 

the interview.  

3.6 Selection of respondents  

3.6.1 Selection of universities 

Because the aim of the study is to make marketing communication strategy for 

University of Gävle to promote Nursing Program in China, managers at Faculty of 

Health and Occupational Studies of University of Gävle need to be interviewed. Their 

opinions and plans are very important. Considering there is already a joint program 

towards nursing education between University of Gävle and Lishui Medical 

University operated in Lishui Medical University in China, the knowledge from these 

managers about this joint program could serve as model for future cooperation. 

To gather primary information from the respondents, two universities that are in 

different cities in China have been chosen for the market research. One is Zhuhai 

College of Jilin University in Zhuhai City, a southern city in China; the other is Kede 

College of Capital Normal University in Beijing City, the capital city and a northern 
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city in China. Since one is the university that I have been studying in, and the other is 

a university near my home, I’m familiar with these two universities and thus, it’s 

convenient for me to gather information. Moreover, considering the large area in 

China, one university in Southern China and one university in Northern China could 

be helpful for getting more accurate information. More importantly, there are no 

nursing program offered in these two universities, thus there are possibilities for the 

two universities to cooperate with University of Gävle. Therefore, the managers and 

students in these two universities are considered as the representatives of the whole 

China as case studies in this work.  

3.6.2 Selection of respondents 

There are 24 respondents. 4 of them are managers of University of Gävle, 5 of them 

are managers from Jilin University of Zhuhai College, 5 are freshmen from Zhuhai 

College of Jilin University, 5 are managers from Kede College of Capital Normal 

University, and 5 are freshmen from Kede College of Capital Normal University.  

In Zhuhai College of Jilin University, the five freshmen that have been interviewed 

are from Department of Chemistry and Pharmacy, Department of Business 

Administration, Department of International Economics and Trade. Five managers 

that have been interviewed are from Office of International Cooperation and 

Exchange, and Office of International Trade and Finance. Office of International 

Cooperation and Exchange is an administrative office in the university that is in 

charge of the issues about international cooperation and exchange. They examine and 

verify the foreign universities to cooperate and organize the cooperating and 

exchanging issues. Therefore, managers in this office are familiar with the research 

questions and their answers are convincing. One manager in the Office of 

International Trade and Finance is also in charge of the exchanging and cooperating 

issues with foreign universities. Interviewed managers also include teachers in Office 

of International Trade and Finance, because they know about the marketing 

communication situation and preference in China. 

In Kede College of Capital Normal University, five freshmen interviewed are from 

Institute of International Business and Institute of Media and Communication. The 

managers are from Admissions Office and Student Office and Office of International 

Exchange. Office of International Exchange serves the same tasks as the Office of 
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International Cooperation and Exchange in University of Zhuhai College. Admissions 

Office is mainly in charge of attracting students and contacting with potential students 

and enrolling new students, thus they have learned about the marketing 

communication strategy and students’ preferences.  

In University of Gävle, four managers are at Faculty of Health and Occupational 

Studies; they are responsible for the joint program between University of Gävle and 

Lishui Medical University. There are five managers in this joint program, the rest one 

that I did not interview is Maria Engström. However, when I emailed her, she told me 

that she is responsible for research, but there’s no research thing in the program, and 

she also does not know anything about marketing communication, and she was very 

busy that time. Therefore, I did not interview her. 

Figure 2 : Table of respondents 
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Trade and Finance 
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3.7 Interview question selection 

3.7.1 Interview question towards Zhuhai College of Jilin University and Kede 

College of Capital Normal University 

Interview questions were formed according to the theoretical framework based on the 

literature review. According to the theoretical framework, all the communication 

channels could be effective for the communication with students and communication 

contents regarding to education, innovation and country-of-origin could be attractive 

for students. Consequently, questions regarding to whether each communication 

channel is effective with students and whether each communication message is 

attractive for students were developed. 

According to the theoretical framework, traditional media advertising, online 

advertising, direct communication, public relations and publicity and sponsorships of 

events could be effective communication channels for managers in universities. 

Moreover, same with students, communication contents regarding to education, 

innovation and country-of-origin could be attractive for them. Therefore, questions 

about whether these communication channels and contents are effective and attractive 

or not were developed. (See Appendix 1-2) 

3.7.2 Interview question towards University of Gävle 

Considering that there is already a joint program towards nursing education between 

University of Gävle and Lishui Medical University, so the interview questions are 

different. There are two different questions, one is about reason they choose Lishui 

Medical University to cooperate, the other is about the future plan. The author need to 

know their future plan, then the communication strategies made could be useful for 

them. Moreover, most managers at Faculty of Health and Occupational Studies are 

not familiar with marketing communication, so the questions about communication 

channels and content are not so specific. Only when the interviewee has this kind of 

knowledge, the author asked the interviewee specifically with each channel and 

content. (See Appendix 3) 

3.8 Presentation and analysis of Empirical Findings 

The empirical findings from the twenty interviews are presented in the next chapter. 

This part is structured with three headlines, which are Management perspective from 

University of Gävle and Management perspective from Zhuhai College of Jilin 
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University and Kede College of Capital Normal University and Student perspective 

from Zhuhai College of Jilin University and Kede College of Capital Normal 

University. I combined the findings from Zhuhai College of Jilin University and Kede 

College of Capital Normal University together, for that the response of students and 

managers of these two universities are almost the same. So if written separately, the 

same content will be repeated. Ten interviewed students’ words have been included 

and emerged, so have the words from managers. After each headline, a table is 

presented, which summarizes the findings from each perspective.  

The analysis part contains four headlines, which are Management perspective from 

University of Gävle and Management perspective from Zhuhai College of Jilin 

University and Kede College of Capital Normal University and Student perspective 

from Zhuhai College of Jilin University and Kede College of Capital Normal 

University, and Summarization. The first three headlines are divided by subtitles 

regarding to different communication channels and contents. These three parts 

compare the similarities and differences between empirical findings and theories in 

chapter 2. And after each of these three headlines, there is a table summarizing the 

findings from each perspective. In the last headline, it contains three subtitles, which 

are Summarization of student perspective, Summarization of manager perspective, 

and Combination of Swedish and Chinese management and Chinese student 

perspective. The first two subtitles are the summarizations of effective 

communication channels and content from management and student’s perspective 

respectively. And the last subtitle is a table with the view for different channels and 

content from each perspective, and similarities and differences from Swedish and 

Chinese management’s perspective and from management and student’s perspective. 

3.9 Data reliability& validity 

3.9.1 Data reliability 

Bell (2010) states that data reliability is the magnitude in which a research have 

similar results in fixed cases in all circumstances. In other word, the results of a study 

are credible and trustworthy avoiding the same time all possible problems that may 

occur. In order to enhance the reliability of the result, ensure the empirical reliability 

of the study, three cases study have been conducted, which make sure the conclusion 

is not affected by accidently phenomenon. The literature selected recent published and 
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newest books and articles. The interview questions are formed according to literature 

review and the research questions. The interview is taken directly with interviewees. 

Interviews with University of Gävle were conducted with interviewees face to face, 

while interviews with Chinese universities were through Internet, since the author was 

in Sweden during the interview time.  

3.9.2 Data validity 

Yin (2009) describes four types of validity: construct validity, internal validity, 

external validity and ecological validity. Construct validity describes weather research 

methods are in the right track to observe what intend to be measure, which is hard to 

test when it comes to case study. Internal and external validity are used in inference 

experimental studies. Ecological validity is whether the results can be used in the real 

world. Since my study is qualitative case study, construct validity, internal and 

external validity cannot be met. However, this study could reach a high score in 

ecological validity, since the aim of the study is to use the result in the real world. 

According to Bryman& Bell (2010), there are four types of criteria for trustworthy, 

which is more suitable for qualitative study. They are credibility (credibility of the 

social reality), transferability (give comprehensive description of details that are part 

of a culture), dependability (inform a complete description of the research process) 

and conformability (conduct the study objectively). 

To ensure credibility of the result, interviews with Swedish interviewees were taken 

note carefully, while interviews with Chinese interviewees have been recorded and 

taken note carefully, since they were conducted in Chinese and needed to be 

translated in to English after the interview.  After the interview with Swedish 

interviewee, the author checked the entire note with the interviewee. And when 

translating Chinese interviews, electronic dictionary and Internet translation website 

were used. By doing this, the author tried to eliminate the chance of 

misunderstandings and mistakes. To meet the criteria of transferability, the situation 

in China was described to the Swedish interviewees and, Sweden and the nursing 

program in Sweden were introduced to Chinese interviewees. As for dependability, 

the background, aim and process of this study were described to interviewees. 

Conformability was met by conducting this study in the most objective way possible. 
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The author put own knowledge and opinions aside during the research, and made the 

conclusion based on the interviews. 
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4. Empirical Findings 

This chapter presents the collected data from ten interviewed students and fourteen 

interviewed managers in universities. It is presented from students’ perspective and 

managers’ perspective separately. The findings include two aspects, one is marketing 

communication approach, the other is marketing communication content.  

4.1 General study situation introduction 

According to the National Bureau of Statistics of People’s Republic of China, in the 

end of 2013, the total population of China is 1360,720,000 and there are 2,783,100 

registered nurses in China (National Bureau of Statistics of China, 2013). The 

shortage of nurses in China is more serious than that in many other developed 

countries (Zhu, et al., 2014).  Moreover, compared to the number of the doctors, the 

number of nurses is fewer. The Ministry of Health of China has decided to increase 

the number of nurses and by 2015, the ratio of the number of nurses to the number of 

doctors will be 1:1- 1:1.2 (chinadaily, 2012). By then, the number of nurses and 

number of doctors would be almost equal.  

The nursing education in China is offered at multi-level, the pre-registration education 

programs include secondary, associate degree and baccalaureate level  (Gao, et al., 

2012). The secondary level nursing education is skill-based nursing training educated 

in a Health School (Huang & Li, 2006). There are secondary nursing programs for 

high school graduates, which last for 2-3 years, and programs for middle school 

graduates, which last for 3-4 years. The majority of the nurses in China are educated 

in the secondary nursing education after graduating from middle school (Gao, et al., 

2012). Therefore, the professional competence and academic background of the 

nurses in China need to be improved significantly. With the increased attention paid 

to the nursing education, the number of diploma programs and baccalaureate 

programs has increased, so has the enrolment in those two levels (Gao, et al., 2012).  

Like many developed countries, China also has an increasing amount of ageing 

population and patients with chronic diseases (Flaherty, et al., 2007). However, the 

majority of the pre-registration nursing education still focuses on disease-oriented and 

acute care (Gao, et al., 2012). 
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4.2 Management perspective from University of Gävle  

4.2.1 Introduction to the joint program 

According to the Lishui nurse program coordinator, this joint program is offered in 

China, and Swedish teachers go to China to teach. Particularly, it is for Bachelor 

students. There are Swedish teachers and Chinese teachers teaching different nursing 

courses and relevant courses. After 4 years’ study, students will get a joint degree, 

from both University of Gävle and Lishui Medical University. As the coordinator 

pointed out, “as the program coordinator, I stay in Lishui Medical University two 

month each semester and is responsible for keeping good relationships with teachers 

in Lishui Medical University and also helping and assisting Swedish teachers who are 

in China”. What’s more, the coordinator also needs to evaluate the program, and find 

and solve problems.  

As the facilitator of the program state, in the very beginning, Lishui Medical 

University made an official contact with University of Gävle. And Lishui Medical 

University got to know University of Gävle through a Chinese teacher at University 

of Gävle. Before the joint program get to start, it took three and half years for the 

preparation. As the facilitator pointed out, “in China this program needs to be firstly 

approved by local government, then by regional government and lastly by national 

government, which took a long time”.  

4.2.2 Effective communication channels 

Direct communication was recommended by three respondents and University of 

Gävle has already adopted it. Interviewees all thought it is a very effective way to 

communicate. But it is important to find the right person to contact, as the facilitator 

said. According to the dean of the Faculty of Health and Occupational Studies, 

University of Gävle already has contact and cooperation with some Chinese 

universities and dean himself also has relationship with deans or presidents of many 

Chinese universities. There are also some Chinese employees in University of Gävle, 

which are helpful in introducing Chinese universities. Therefore, direct 

communication is an ideal channel. 

Regarding to other channels, the information is only from the dean, considering the 

dean is the only person that has knowledge about marketing communication. 

Traditional media advertising is helpful. University of Gävle has already adopted 
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newspaper, for example, in Russia. However, TV advertising is old-fashioned and 

very expensive. Especially, University of Gävle is owned and funded by government, 

so it has limited money to do marketing communication. When it comes to online 

advertising, it is useful, including social media, official website and webpage 

advertisements. University of Gävle has official website and has adopted social media, 

such as Facebook, to introduce the university. And the university is now planning to 

put advertisements, such as film and video, on webpage or website, such as Youtube.  

As for place advertising, it is also useful. The university has the plan to put up posters, 

photos and films in universities and cities, and subway stations. However, sponsorship 

of events is not recommended, for that “sponsoring is difficult and it is hard for 

government to agree to offer the fund because of the strict limitation”. Regarding to 

public relations and publicity, this is also useful, since it could influence a large scale 

of people. University of Gävle has adopted information sessions in high schools and 

universities to attract people. 

4.2.3 Effective communication content 

Three of the respondents thought that content about education is very important. As 

for content about academic staff and academic offer, according to the facilitator, 

before the start of cooperation program with Lishui Medical University, University of 

Gävle educated Chinese teachers in Lishui Medical University to improve their 

teaching quality. Moreover, the director of the Faculty of Health and Occupational 

Studies mentioned that, “All the professors at Faculty of Health and Occupational 

Studies of University of Gävle have PhD degrees”. These messages would better be 

explained during the communication. Moreover, contents and standard of courses are 

necessary to be mentioned. 

Regarding to content about career preparation, students get advantages in future 

career through the joint program. After the study, with the advantage in English and 

having the diploma and learning experience of a European university, they could start 

an international career and work for foreign hospitals. Considering there is a demand 

for nurses, finding a job will not be a problem. Students could also choose to continue 

research and be a specialist after study. Lastly, content about innovation could also be 

adopted, but not so important, and it was only talked about by the dean.  
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4.2.4 Future communication plan for collaboration 

According to the facilitator and the dean, University of Gävle wants to conduct 

cooperation with many other universities in the future. There could be different 

programs to cooperate, such as joint program and exchange program and University 

of Gävle also wants more Chinese students to come to study. While this joint program 

should be evaluated first, in other words, University of Gävle and Lishui Medical 

University need to estimate the revenue. Particularly, according to the facilitator’s 

opinion, it’s better for University of Gävle to do this joint program with universities 

that they already have contact with, so that they can find the right persons for the 

direct communication. What’s more, the dean told that considering that the rank and 

status of University of Gävle is not so high, they will not find very high ranked 

Chinese universities to discuss the cooperation. 

4.2.5 Summarization of Swedish management perspective regarding to impact of 

marketing 

 

 

The joint program 

This joint program is offered in China, Swedish teachers go to 

China to teach.  

It is for Bachelor students.  

There are Swedish teachers and Chinese teachers. 

After 4 years’ study, students will get a joint degree, from both 

University of Gävle and Lishui Medical University. 

 

 

Effective 

communication 

channels 

Direct communication. 

Traditional media advertising: newspapers. 

Online advertising: social media, official website, webpage 

advertisements. 

Place advertising. 

Public relations and publicity: information session. 

 

 

Effective 

communication 

contents 

Three interviewees thought content about academic offer and 

academic staff important.  

Three interviewees mentioned that content about career 

preparation is effective. 

One interviewee considered content about successful graduated 

students example and innovation is useful. 

 University of Gävle wants to find more Chinese universities to 
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Future plan cooperate, and universities that already have contact with are 

better choice. Different kinds of programs can be carried out. 

 

4.3 Management perspective from Zhuhai College of Jilin University and 

Kede College of Capital Normal University  

4.3.1 Traditional media advertising 

All the managers in both Chinese universities interviewed admitted that the traditional 

media advertising has its effectiveness, but its effect it’s limited. The advertisements 

appeared in the mainstream traditional media make people feel more official and 

authoritative except the low-level traditional media, while its influence is not as 

strong as online advertising. They gave the same reasons as the students, namely, 

nowadays, the main channel for people to gather information is the Internet, 

especially for the targeted audiences (young people and prominent intellectuals). In 

other words, the targeted audiences group for traditional media is comparatively small. 

Audiences who often pay attention to traditional media are mostly elderly people, 

house wives. However, one manager mentioned that traditional media may have 

influence on the leadership, traditional media is a channel for them to get information 

and they usually emphasize the authority of the message very much. 

20% of the managers also mentioned that the cost to do the traditional media is 

usually comparatively high and its timeliness is not so good. The repeating utilization 

factor is low, for that people generally will not pay attention to the back news. They 

admitted that this method could be effective when coordinate with other kinds of 

communication methods with its authority. And as mentioned by one manager, the 

status of the nurses in China is relatively low and nursing work has not been paid 

attention to for a long time. Consequently, the recruited students usually are those 

with low educational background and most of the nursing educations are at a low 

level. If we want this concept and situation to change, mainstream traditional media 

could be one of the best channels. However, the costs will be very high and it is very 

difficult for a single university to afford.  

Particularly, 20% of the managers claimed that traditional media is more a 

commercialization advertising method, which is not very suitable for higher education 
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institutions advertising, especially a foreign university. Managers thought that it is not 

very good for its image building and promoting. However, they claimed that some 

advertorials in newspaper and magazines are acceptable. 

4.3.2 Online advertising 

All the interviewed managers considered online advertising an effective method in 

this network era. Reasons are: 1) Network media is fast and efficient in spreading. 2) 

The scale of the targeted audiences is wide and large. 3) The cost is comparatively 

low. 4) The advertisements can easily be used many times, for example, the messages 

in Weibo (a Chinese microblogging website, a hybrid of Twitter and Facebook, one of 

the most popular sites in China) can be forwarded heaps of times. And its 

disadvantage is that its credibility is not so strong that people can be easily convinced.  

They mentioned that the university website is an unexceptionable platform for 

universities to show and spread their philosophy of running a school, the achievement 

they have obtained and the building of software and hardware facilities and so on. 

Owning an official website is the prerequisite to expand influence, while optimizing 

the official website is the requirement for university to be known by people. The 

official website needs to contain all necessary information about the university and be 

optimized enough to make sure that potential customers can find it easily. 

Additionally, posting messages through Weibo, blogs and classified websites, 

especially related professional and popular websites, and forums for recruiting 

students could attract people. One manager mentioned that university is education 

institution, not profit institution, so that its advertising and promoting should be 

different from commercial advertising. For example, compared with mandatory 

advertising, advertorial, which is the advertisement in the form of editorial content, is 

a better choice, in which news report, depth articles, paid advertising essay and case 

study all could be useful form to develop though Internet. 

4.3.3 Direct communication 

90% of the managers recommended direct communication as an effective method. 

Communicating with the leaders or the International Communication Department of 

chosen universities directly could learn their specific cooperating requirements clearly, 

and the introduction of the program and cooperating necessity could be delivered to 

the related persons directly. This way could be very efficient, it just targets at 

https://en.wikipedia.org/wiki/Chinese_language
https://en.wikipedia.org/wiki/Microblogging
https://en.wikipedia.org/wiki/Twitter
https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/China
https://en.wikipedia.org/wiki/Advertisement
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potential universities and communicate in a direct way, thus it is both time saving and 

money saving. Consequently, the probability of success of cooperating could be high.  

However, managers gave some points that need to be paid attention to. Firstly, when 

choosing universities to contact and confirming the person to contact, information 

from all aspects about the university should be carefully considered and analyzed. 

Secondly, it is necessary to make preparation before the real contact. Thirdly, 

considering that this method has been adopted many times by a large amount of profit 

institutions to advertise, customers are easily to have feelings of antipathy, which is 

the reason that one manager did not recommend this way. Thus, the right strategy 

should be chosen carefully and be different from profit advertisements to avoid 

antipathy emotion.  

4.3.4 Public relations and publicity 

All the interviewed managers considered this way an effective method, holding 

information sessions in universities, conducting media interviews, issuing feature 

articles and annual reports all could be useful means. Through this way, the 

advantages of the university and its program can be introduced in a comprehensive 

and systematic way. Thus, it will be much easier to gain the trust from the potential 

cooperating university and attract the public attention. Among all the means of public 

relations and publicity, information sessions in the university have been 

recommended most.  

4.3.5 Sponsorship 

90% of the managers support this means. They commonly reasoned that nursing 

education is related with public benefit activities, the combination of them could be a 

good entry point for its marketing communication. Moreover, it also shows the 

distinctive aspect of the Swedish nursing program. This way could increase the 

popularity and reputation. However, the activities should better be those which are 

closely related with the nursing education, or the effect may be less than the 

investment. With sponsoring the closely related activities, University of Gävle can 

help people who are in need, and introduce Swedish nursing education to public at the 

same time. What’s more, as mentioned by one manager, although suitable sponsorship 

could help increase popularity, it can only act as a supporting role conducting together 

with other main communication channels. 
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4.3.6 Contents about Education aspect 

All the interviewed managers thought content about education is important and should 

be presented. They considered that the education aspect is what students must 

consider and often give prior to, thus, this aspect should be what they always need to 

pay much attention to. 80% of the managers emphasized the importance of stating the 

advantages for future career. They reasoned that students usually study with a strong 

and explicit purpose, which is to get a well-paid job or a promising career. As for the 

nursing education, nowadays the cooperation between foreign and Chinese 

universities in nursing education are few and the nursing concept is different, 

apparently, this will influence the future career. Chinese students who have studied 

the nursing program in University of Gävle are very likely to have advantages when 

finding a job in foreign-owned hospitals or elderly homes that use western nursing 

concept in China. To show the help in students’ career preparation, representatives 

who have succeeded or done well in their career can be listed and described. And the 

high quality of academic offer and high level of academic staff usually serve as the 

guarantee of its help in career preparation. 

However, 10% of the managers said that advertising academic offer and academic 

staff is not better than emphasizing University of Gävle and Swedish nursing 

education’s position in industry and future prospect. Because the key point is to break 

the traditional perception that nurses do not need high academic qualifications. People 

in China need to develop a new perspective about the nurse and nursing work. The 

nurses should be offered higher statue and better treatment, their impact need to be 

recognized. 

4.3.7 Contents about Innovation aspect 

70% of the managers thought information about innovation is attractive. They gave 

several reasons: 1) Innovation is the motive power of continuous improvement. 2) 

Innovation is the motivation power of study. 3) Through innovation in education and 

training, students are able to adapt to the development in society and technology, thus 

adapt to different types of employment environment. 4) Innovation ability will be 

helpful in their ability of sustaining development. If innovation is decided to be 

included in the communication, the specific information about innovation should be 

described.  
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While 30% of the managers didn’t support information about innovation, since it 

takes time for public to accept a new concept or new method. Besides, innovation is 

comparatively abstract, it is not easy to describe, let alone being accepted. 

4.3.8 Contents about Country-of-origin effect 

80% of the managers thought that the Swedish country-of-origin effect could 

influence a part of audience who have the preference for country or have special 

intention. Besides, if the original country has positive impact on future career, it will 

be very attractive. 20% of the managers believed country-of-effect should be taken 

advantage of.  As for Sweden, this country does well in innovation; its global 

innovation index is top ranked. It also does excellent in per capita wealth and 

openness and inclusiveness. Besides, Sweden is the country where the Nobel Price is 

awarded, which is a representative of its emphasis on knowledge and innovation. 

From this perspective, the academic offer in Sweden could be respected.  

4.3.9 Summarization of Chinese management perspective regarding to impact of 

marketing 

 

 

Traditional 

Media 

advertising 

All the managers interviewed admitted the effectiveness of media 

advertising, but considered its effect limited.  

20% of them mentioned that this channel is not suitable for higher 

education institutions advertising.  

This channel could be effective for leaders in universities. 

 

 

 

Online 

advertising 

All the managers considered this channel an effective one. 

50% of them mentioned official website as an exceptional 

platform, which needs to contain all the necessary information 

and be easy to find.  

50% recommended social media and classified websites.  

The advertising for education institutions should be different from 

commercial marketing, advertorial approach is a better option. 

 90% of the managers recommended this way.  
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Direct 

communication 

The university and the personnel to contact must be chosen 

carefully and the way to contact must avoid antipathy emotion 

from the personnel being contacted. Be well prepared before the 

real contact. 

Public relations 

and publicity 

All the managers considered this method effective.  

Information sessions have been recommended most. 

 

 

Sponsorships of 

events 

80% of the managers support this channel.  

The combination of the nursing education and public benefit 

activities could be very attractive.  

But the activities would be those closely relevant with nursing 

education 

 

 

 

Content about 

education 

All the managers thought that this content is important.  

80% of them emphasized the importance of stating the advantage 

for future career.  

Representatives of students who have done well in career after 

graduation could help prove the help in future career.  

And the high quality of academic offer and staff could help 

guarantee the help in career. 

Content about 

innovation 

70% of the managers thought that this information is attractive. 

30% considered this information is kind of abstract and time-

consuming. 

Content about 

country-of-origin 

80% of the managers viewed this information could be attractive 

for a part of the audience who have country preference.  

20% thought this effect could be taken advantage of. 
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4.4 Student perspective from Zhuhai College of Jilin University and Kede 

College of Capital Normal University  

4.4.1 Traditional media advertising 

From students’ perspective, 50% of them consider media advertising as a not very 

effective tool. One important reason they talked is that in this network era, most 

people, especially the targeted audiences have shifted their interests in traditional 

media to the Internet. The targeted audiences usually spend very less time on 

traditional media and are used to gathering information through Internet. Additionally, 

the advertisements in these carriers have been overflowed; as a result, there are 

advertisements of products and services in different level, which makes it not very 

convinced for the audience. Therefore, traditional media advertising may not be a 

very effective approach.  

As for the other 50% of interviewees, 20% of them thought that TV advertising has 

the opportunity to be exposed quickly and directly to a wide range of audience and be 

very vivid, the rest of them claimed that it needs lots of input. It is very likely that the 

effect is much smaller than the costs. As for higher education institutions, it is 

impossible for them to afford the large expense. And one of them considered that 

education service is not product, the advertisements for education does not need to be 

exposed to a wide range of audiences. What’s more, one of them thought that the 

nursing education is something professional, advertising through TV sounds not 

professional. 30% of them mentioned that newspapers and magazines could be useful 

tool if the right and suitable ones have been chosen, such as teaching material, 

university rosters used for choosing university, English Weekly and Business Review, 

which are popular within students. However, most of them still thought that most 

people would not notice the advertisements in the newspapers and magazines. In 

conclusion, traditional media is not a suitable and effective way for higher education 

institutions to advertise themselves from students’ perspective. 

4.4.2 Online advertising 

From students’ perspective, as for online advertising, all the interviewees consider it 

as an effective approach. 40% of them thought online advertising is the most effective 

means among all the approaches. The most frequent answer is the one mentioned in 

traditional media advertising, most of the targeted audiences have shifted their 
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interests and focus from traditional media to the websites. People spend much time on 

Internet and it is their major channel to gather news and information. Compared to 

traditional media advertising, online advertising is much more effective and efficient. 

It does not need much input as TV advertising, while it can be spread widely and 

effectively. It is considered as a money-saving but effective approach. 

Specifically, 60% of them considered the social media useful, especially the Weibo 

and Blog. These kinds of social media do well in diffusing among a wide range of 

audience quickly and the information included in the advertisements in the social 

media can be changed easily. More importantly, the costs are low. However, 20% of 

them mentioned that when using the social media, people concern more about the 

information about social interaction, maybe the advertisements are not attractive for 

them. And even if they have noticed, it is very likely that they will not learn and 

search it deeply. Additionally, the advertisements for education through social media 

sound not so official and professional, but, it is true that this way is money-saving and 

comparatively effective. 

Moreover, 50% of the interviewees mentioned that university’s official website is 

useful and important, for that most of the students and their parents find information 

about a university from its official website and the information in it is convincing and 

official. It should contain all the necessary information, including the courses and 

curriculum, professors and the introduction of the university. What’s more, one of 

them said that the advertisements on the webpage are not effective, for that the 

advertisements may bother the reader when they are notified to find or read the 

information and they will not want to learn the content. However, the advertisements 

showed before or in the middle of an online video or network program are likely to 

attract people and make them willing to watch. In conclusion, online advertising is a 

very effective and useful tool to advertise higher education institutions from students’ 

perspective. University’s official website is the most important approach, while social 

media is also effective and money-saving at the same time. And as mentioned by one 

interviewee, the combination of the official website and social media will serve an 

obviously visible effect. 
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4.4.3 Place advertising 

As for place advertising, 50% of the student interviewees considered it useful, while 

50% of them thought that it is not very effective. The interviewees who believed it not 

a good advertising method reasoned that the place advertising has a limited influence 

on people, considering it is fixed in several spots shown to a certain group of people. 

More importantly, the suitable and effective spots for place advertising are few and 

difficult to choose. Moreover, people usually will not pay attention to the 

advertisements at most of the spots, except some special spots, let alone learn about 

them. Lastly, the costs for place advertising is not cheap, the cost is very likely to be 

larger than the effect. 

While the other 50% of the interviewees that claimed that place advertising is 

effective also gave their opinions. They thought that if the spots are chosen correctly 

and suitably, there will be a huge potential for the influence of place advertising. They 

mentioned several effective spots, for example, billboards and posters in the schools, 

universities, places that students and managers for the universities always gather. As 

for the public spots, posters pasted in the bus, subway and elevator, billboards set at 

the bus station and subway station will be paid attention to by people. Therefore, with 

the wise choice of the spots, place advertising could be a useful tool from the students’ 

perspective. 

4.4.4 Direct communication 

40% of the interviewees did not approve direct response communication, for that 

people have been bothered by advertising or junk messages and emails almost every 

day. As a result, the advertising about the nursing program could possibly be treated 

as junk message or email. And people often dislike this kind of advertisements, let 

alone believe the advertisements or learn about them. This could be harmful for the 

reputation of the university. Except for people who are originally interested in nursing, 

most people won’t care this kind of information. And it’s difficult to find these people 

are interested in nursing. Besides, nowadays, the skill of interception towards 

advertising or junk message has been increasingly accurate, which makes the direct 

response more useless to attract students. 

Comparatively, 60% of the interviewees consider the direct communication useful. 

However, they made this comment based on the correct and suitable potential 
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audience being chosen, otherwise this way cannot be effective. They believe that 

delivering specific and necessary information to the potential audiences could cause 

their interests and meet their needs directly. Direct response should be carried out 

after the research about the intentions of students, which will be very time-consuming 

considering the huge amount of student groups. Therefore, if the potential students 

have been confirmed, direct response could be an excellent way to advertise the 

nursing program. 

4.4.5 Public relations and publicity 

All of the student interviewees considered this way effective, 40% of them thought 

this is the most effective approach. Through these kinds of activities, the university 

can significantly increase its popularity and easily win audiences’ trust. The reason is 

that these kinds of activities are official and have the authority, thus these activities 

will always attract people’s attention and be convinced to them. They commonly 

considered the information in the activities for public relations and publicity is 

reliable and undoubted.  

Among these kinds of activities, information session has been mentioned and 

recommended by 50% of the interviewees. They generally viewed the information 

sessions in schools and universities are more targeted, professional and official. And 

the acceptance and approval by the schools and universities makes them develop 

strong sense of trust, so that they will usually pay much attention to the information. 

Additionally, face-to-face information sessions are truly visualized and impressive. 

People that come to the information sessions are exactly those who are interested in 

the information, in other words, the targeted or the potential audiences, the face-to-

face meeting will provide good opportunities for the university to be introduced 

comprehensively to their potential audiences and the students to learn about the 

university and the program. Moreover, feature advertising video and news release 

have also been commended by two interviewees. Therefore, from students’ 

perspective, public relations and publicity is an effective and commended approach, 

especially the information sessions in schools and universities. 

4.4.6 Word-of-mouth communication 

The majority of the interviewees thought that this method is useful.  They generally 

considered the introduction and the information coming from friends and relatives 
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trustworthy and reliable, by which they can get useful information about the program 

and the university. They thought that the praise from friends or acquaintances is much 

more useful than any advertisements. By this way, the university can certainly gain a 

respectful public praise. However, getting this effect usually needs to take a long time 

to accumulate. The premise for word-of-mouth to generate expected effect is that the 

scale of the communication group just includes those people who are interested in 

studying abroad or nursing program. This way is not efficient, for that the words 

cannot be spread widely. What is worse, one interviewee mentioned that not every 

communicator can express the relative information about the university and the 

program clearly, and with the increase in the number of times of communication, the 

content may change and become inaccurate. In conclusion, this way may be an 

effective approach, but not efficient. 

4.4.7 Sponsorship 

Interviewees had different opinions towards this method. 50% of them thought it 

effective, while 50% of them do not favor this approach. The reason that the students 

who didn’t favor this method gave is that this kind of activity has a limited scale, thus 

a limited effect. This way usually needs a large amount of investments, and the input 

is very likely to be much more than the effect. Nowadays, the sponsorship activities 

appear everywhere. Through sponsorship activities, people easily connect them with 

commercial projects; consequently, the professional and academic advantages of the 

nursing program in Sweden lose.  

As for the students who favor this method, they thought that through the sponsorship 

activities, the name of the sponsor can be known to people, thus increasing the 

popularity. Sponsorship for the public good is a show of social responsibility and 

people appreciate it, which suits the nursing education well. However, when choosing 

the spots to hold the sponsorship activities, schools, universities and places where 

students always gather should be considered first. More importantly, the activities 

must be relevant with the potential customer, for example, sponsor student 

organizations with tents used for holding the activities, which are printed with words 

like nursing program of University of Gävle, or sponsor large-scale activities in the 

schools or universities in the name of University of Gävle, especially activities that 

are relevant with the nursing education. These activities could be English competition 

or English speech contest about nursing for example. 



44 
 

4.4.8 Contents about Education aspect 

All the interviewees thought education aspect is the most important and necessary part 

in the marketing communication content. 60% of them emphasized the importance of 

the academic offer and academic staff, while 50% of them stressed the importance of 

career preparation, and 30% of them mentioned both. They considered information 

towards academic offer and academic staff important for that the nursing education in 

China is not doing well and it is not as advanced and comprehensive as the education 

in Sweden, thus the advanced academic offer and professional academic staff could 

be an attractive selling point. Students go to university for learning knowledge and 

skill, so the education offered is their first consideration. The education they receive is 

the foundation for their future career.  

Students who emphasized the information about career preparation reasoned that as 

for the majority of the students in China, the aim of their study is to get a good job in 

the future, in other words, obtaining a well-paid job is the final goal for their study in 

the university. Considering the increasingly serious employment environment, 

information about the future career has become much more significant. And one of 

them mentioned that it would be helpful if the examples of students who have been 

succeeded in their career after the study in University of Gävle being mentioned in the 

marketing communication, the advertising would be much convincing. Because the 

result is the most important, it is the main driving factor that students choose to study 

abroad, rather than studying at home. Therefore, from students’ perspective, education 

should be emphasized during the communication campaign, including academic offer, 

academic staff, career preparation and excellence student examples. 

4.4.9 Contents about Innovation aspect 

The majority of the interviewees considered information about innovation could be 

helpful, but it is not very important. And it may be attractive to students who pay 

much attention to this point. As for most of the students, innovation is usually not 

their primary consideration. How to advertise the content about innovation is also a 

problem, because it is difficult to know without experiencing. Holding some 

experience activities about nursing could be helpful. Additionally, information about 

the course paying attention to innovation could be helpful for image building. 

Therefore, this aspect is not very effective, but it could be mentioned. 
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4.4.10 Contents about Country-of-origin effect 

As for country-of-origin, the majority of the interviewees considered it useful to 

mention in the communication campaigns. The main reason is that Sweden is a 

developed country with good image and its welfare is the highest among the world, 

which makes its nursing education more attractive and convincing. People generally 

consider the nursing education offered in the developed countries is more advanced. 

Besides, Sweden is also an attractive place for studying abroad. However, some 

interviewees also mentioned that Sweden is not very popular in China and people 

generally are not very familiar with this country. And the recognition degree of its 

education is not as high as the education in America, Britain, Canada and Australia, 

the mainstream study-abroad countries. Therefore, it is important to make people 

learn more about Sweden and its education during the campaign, especially the 

advantages they can get if they choose Sweden.  

4.4.11 Summarization of Chinese student perspective regarding to impact of 

marketing 

 

Traditional 

Media 

advertising 

50% of interviewees considered it not a very effective channel. 

20% of them thought TV channel could be useful.  

30% of them recommended magazines and newspaper, such as 

university rosters, English Weekly and Business Review. 

 

 

 

Online 

advertising 

All the interviewees considered it an effective approach, 40% 

interviewees thought it the most effective method.  

60% supported social media. 

50% supported official website. 

10% supported the combination of social media and official 

website. One mentioned, for webpage ads, ads would better be 

before or in the middle of videos or programs.  

 

 

50% of the interviewees thought it useful, while 50% considered 

it not very effective.  

Choosing correct spots is the key to success, billboards and 
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Place 

advertising 

posters in the university, bus, subway, elevator, and bus and 

subway station are good choices. 

Direct 

communication 

60% of the interviewees approved this method. 

Correct potential audience being chosen is the foundation for this 

method to be effective. 

 

 

Public relations 

and publicity 

All the interviewees supported this way effective, 40% thought 

this method most effective.  

50% of them recommended the information session in the 

universities. 

20% recommended feature advertising video and news release. 

 

 

Word-of-mouth 

communication 

90% of the interviewees thought this approach could be useful.  

The premise for it to be effective is that the scale of word-of-

mouth communication covers those who are interested in the topic 

or the potential customers. 

 

Sponsorships of 

events 

50% of the interviewees supported this channel. 

The spots need to be places like universities and schools, and the 

activities must be relevant with the nursing education and the 

potential customers. 

 

 

 

 

Content about 

education 

All the interviewees thought this content is the most important 

and necessary part in the communication. 

60% of them emphasized the importance of academic offer and 

academic staff.  

50% stressed career preparation. 

30% mentioned both. 

10% mentioned that the examples of students who have been 
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succeeded in the career after graduation could be convincing. 

Content about 

innovation 

90% of the interviewees considered this content could be 

attractive, but not very important and necessary. 

Content about 

country-of-origin 

80% of the interviewees thought this content useful. 
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5. Analysis 

This chapter analyzes the collected data and compares them with the previous 

literature review. It is discussed under two terms, marketing communication approach 

and marketing communication content with the perspective of students and managers 

being combined. 

5.1 Management perspective from University of Gävle  

5.1.1 Traditional media advertising 

Managers considered traditional media advertising, except TV advertising, is helpful, 

mainly newspaper advertising. We can see that although the effectiveness of and faith 

in traditional media advertising is decreasing (Kim, et al., 2004) (Winter & Sundqvist, 

2009), it still could be helpful. According to Danaher and Rossiter’s research (2011), 

traditional media channels still remain effective. Traditional media channels have 

been existed for so long time and have several media channels. Even though 

nowadays it has become out-of-trend and the effects has decreased, it still has 

influence on audiences. TV advertising is expensive, and considering its decreased 

usage, it’s not a good option anymore. But channels, like newspapers, still work and 

the cost is not expensive. 

5.1.2 Online advertising  

As for online advertising, managers of university of Gävle thought it is very useful, 

which is in accordance with Peng et al. (2014)’s study, online advertising has become 

a very attractive method. They have used social media, Facebook, to attract people 

and created official website to introduce all the things about them. And they are 

planning to do webpage advertisement, which is to put films and videos on webpage 

and website, such as Youtube. Just as Peng et al. (2014) claimed that simple one 

format is not enough, utilizing and combining different formats is essential for the 

success of online advertising.  

Following the trend nowadays, Internet has become the most popular tool. Most 

people are used to connecting to Internet every day. Social media is very common, 

and since it’s free and the information on it is easy to spread, it should be a good 

option. And official web site should be the foundation of online advertising, for that 

people need the reliable and comprehensive information. With the combination of 



49 
 

official website, social media and webpage advertisements, University of Gävle could 

get a good effect.  

5.1.3 Place advertising 

Managers considered this way is useful. They are planning to put up posters, photos 

and films in universities and cities, and subway station is an ideal place. In 

universities, there are many targeted audience, as Keller (2013, p. 221) states, right 

customers exposed to suitable messages is important for ensuring the communication 

effective. At place, such as subway station, there are numerous people, so the 

possibility for them to be attracted by the advertisements is relatively high.  

The spot to choose for the advertising is the key for this channel. Without the suitable 

spot, people will not notice the advertisements. Universities contain mainly students 

and teachers, and they are the target to attract. So posting in universities is the most 

direct way to get in touch with target audiences. And because people would stop at 

stations to wait for the transports, stations are also suitable spots for advertising. 

5.1.4 Direct communication 

Managers of University of Gävle considered direct communication is a very effective 

and suitable channel. Firstly, University of Gävle already has relationships with many 

Chinese universities. Secondly, there are several Chinese employees in University of 

Gävle, who can help contact with Chinese universities. Therefore, making use of 

these advantages, University of Gävle can easily find the right person to contact and 

discuss. Saravudh states, when the organization wants to target at specific individuals 

or groups of customers, this way will be especially effective for that the targeted 

audiences will receive messages that are customized for them (Saravudh, 2005).  

Considering that the key point for direct communication is approaching to the correct 

target, University of Gävle has the advantages. With the suitable target, direct 

communication would be very effective and can save money and time. Therefore, 

direct communication would be the best choice to choose.  

5.1.5 Public relations and publicity 

Regarding to public relations and publicity, they thought it is helpful. They have 

carried out presentations in high schools and universities. This way could be helpful 

in developing an organization’s image and building relationships with consumers 
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(Saravudh, 2005). Presentations in schools can catch the advertising target directly, 

it’s very useful. And since University of Gävle already have several connections with 

Chinese universities, this channel would be easy to carry out.  

5.1.6 Sponsorships of events 

Different from Chinese managers, Swedish managers thought sponsorship of events is 

not a good way, for that sponsoring is difficult. Moreover, University of Gävle is 

owned by government, certain kinds of sponsoring are not permitted by government. 

Although according to Pope& Voges (2000), events could improve audiences’ 

involvement extent, consequently, audiences could be more receptive to the messages 

and images expressed related with the event.  

It seems not suitable in this case. When doing the marketing communication strategy, 

the specific country and market situations should be considered and they are the 

premier. From the interview with Swedish managers, it is known that Swedish 

universities are owned by and get funds from Swedish government. And Swedish 

government has the limitation about the function and amount of funds, so 

sponsorships of events is not a suitable method for University of Gävle to do 

advertising. 

5.1.7 Content about education 

As for contents about academic offer and staff, managers of University of Gävle 

thought it very important. All teachers in Faculty of Health and Occupational Studies 

of University of Gävle have PhD diploma and Chinese teachers in this joint program 

have been educated to improve academic level by teachers in University of Gävle 

before the start. Therefore, the education and research is in high quality. Career 

preparation is also effective. Firstly, there’s a demand for nurses. Secondly, there will 

be opportunities to start an international career and work for foreign hospitals. Thirdly, 

students could choose to continue study by applying to master’s degree of foreign 

universities. Above all, this follows that education is the most common included 

content (Papadimitriou & Ramírez, 2015). However, different from Papadimitriou and 

Ramírez’s result, the content about students is not the most frequently mentioned one. 

When doing the advertising, University of Gävle should include its high quality in 

both academic offer and academic staff to show its academical advantages. And it can 

also include the high potential future career and further study opportunities. 
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5.1.8 Content about innovation 

Regarding to content about innovation, they thought it may be useful for managers. 

Just as Papadimitriou and Ramírez state, innovation has been mentioned in many 

advertisements for higher education, but adopted much less frequently than education 

part (Papadimitriou & Ramírez, 2015). In this case, the content about innovation 

could serve as the supplement information to show the advantage of University of 

Gävle.  

5.1.9 Management perspective from University of Gävle and links to theories  

Channel Results Theory 

Traditional 

media 

advertising 

 

Except TV advertising, this channel is kind 

of helpful. 

 

Traditional media channels still remain 

effective (Danaher & Rossiter, 2011) 

 

 

Online 

advertising 

This channel is very useful. 

Social media (Facebook) has been adopted 

and official website has been set up for a 

long time. 

Webpage advertisements are being planned 

now, putting films and videos on webpage 

or website, for example, Youtube.  

Online advertising has become a very 

attractive method (Peng, et al., 2014). 

Simple one format is not enough, 

utilizing and combining different 

formats is essential for the success of 

online advertising (Peng, et al., 2014). 

 

Place 

advertising 

This way is useful. 

Posters, photos and films are being planned 

to be put up in universities and subway 

stations. 

Right customers being exposed to 

suitable messages is important for 

ensuring the communication effective 

(Keller, 2013, p. 221). 

 

 

Direct 

communication 

This is very effective and suitable. 

University of Gävle could make use of its 

already existed relationships with many 

universities.  

The Chinese employees in University of 

 

When the organization wants to target 

at specific individuals or groups of 

customers, direct communication will 

be especially effective (Saravudh, 
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Gävle could also be very helpful in getting 

contact with Chinese universities. 

2005). 

 

Public 

relations and 

publicity 

This method is helpful. 

Presentations in high schools and 

universities have already been carried out. 

Public relations and publicity helps 

develop an organization’s image and 

build relationships with consumers 

(Saravudh, 2005). 

 

Sponsorship of 

events 

This is not a good way. 

It is difficult and government has 

regulations to limit some kind of 

sponsoring. 

 

Events could improve audiences’ 

involvement extent (Pope & Voges, 

2000). 

 

Content about 

education 

Academic offer and academic staff is very 

important.  

Career preparation is also effective. 

 

Education is the most common 

included content. Content about 

students is the most frequently 

mentioned one (Papadimitriou & 

Ramírez, 2015). 

 

Content about 

innovation 

This way may be attractive for managers. Innovation has been mentioned in 

many advertisements, but adopted 

much less frequently than education 

part (Papadimitriou & Ramírez, 2015). 

 

5.2 Management perspective from Zhuhai College of Jilin University and 

Kede College of Capital Normal University 

5.2.1 Traditional media advertising 

From the interviewed managers’ perspective, they all admitted the effectiveness of 

traditional media advertising, thought its effect is kind of limited nowadays. They 

thought the information through this channel is comparative official and authoritative. 

This is in accordance with the literature. According to Danaher and Rossiter’s 

research (2011), traditional media channels still remain effective, although nowadays, 

new electronic media channels have developed quickly and become popular (Barwise 
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& Strong, 2002). Respondents mentioned the cost for traditional media advertising, 

especially the TV advertising, normally, is difficult for a university to afford. Kerin 

and Peterson (2010, p. 292) have similar suggestion that when choosing the 

communication channel, the nature of the offering and the capacity of the 

organization should be considered.  

Traditional media advertising still works for managers. From their view, they know 

the popularity of online media advertising has lowered the position of traditional 

media advertising a lot, but traditional media advertising still has its advantage in 

information authority. However, as mentioned by them the high cost of some types of 

traditional media advertising is hard for university to afford, this channel also has the 

disadvantage. It should depend on the specific situation to decide whether to take it or 

not. And it will not have the significant influence as online advertising. 

5.2.2 Online advertising  

In empirical findings, all the interviewed managers considered this channel effective. 

They thought online advertising has become the major channel for the majority of the 

people worldwide, especially the targeted audience, to get information and its cost is 

comparatively low. This is in accordance with Danaher& Rossiter (2011)’s study, the 

internet has become an essential part in both work and home life worldwide, 

consequently it has become a vital and effective tool for marketing communication.  

Half of managers recommended university official web site. They thought the 

information in the official web site is convincing and official. And the official web 

site should contain all the necessary information about the university and the program. 

This is in accordance with Patsioura et al. (2009), corporate Web site has been 

regarded as the critical format of online advertising and also the main channel for the 

organization to introduce its products and services to customers and develop its brand 

images. It was also mentioned that the advertising and promoting for non-profit 

education institution should be different from the commercial advertising, and 

advertorial should be better. It is reasonable for that the nature of the offerings is one 

important thing that needs to be considered according to Kerin and Peterson (2010, p. 

292). 

Due to the huge influence of online advertising nowadays, it is a channel that must be 

included in the marketing communication strategy. It has the huge spread and low 
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costs. But considering the information authority, official web site would be a better 

choice compared with others. And regarding to the special characteristic of non-profit 

education institution, some of the commercial advertising should be converted to 

advertorial approach. 

5.2.3 Direct communication 

In empirical findings, almost all of the interviewed managers supported this method 

for that specific messages could be delivered to the responsible personnel in the 

potential universities. However, they emphasized that information from all aspects 

about the university should be carefully considered when choosing the university and 

personnel to contact, and the contact should avoid feelings of antipathy from the 

person being contacted. When the organization wants to target at specific individuals 

or groups of customers, this way will be especially effective for that the targeted 

audiences will receive messages that are customized for them (Saravudh, 2005).  

The target to choose for contacting is the key for direct communication, and it’s the 

one thing that can decide the communication to be effective or not. With the suitable 

target to contact, this method will be very effective and efficient. Since University of 

Gävle has the advantage in the existed relationships with universities, this channel 

should definitely be taken. But careful consideration and preparation still need to be 

taken before the decision is made. And the contacting process also needs to be proper. 

5.2.4 Public relations and publicity 

All the interviewed managers supported this approach. Through this way, the 

advantages of the university and its program can be introduced in a comprehensive 

and systematic way. Thus, it will be easier to gain the trust from potential cooperating 

university and attract the public attention. In accordance with Saravudh (2005), public 

relations allow a product or an organization to make use of source credibility by 

media to convince customers and the public. Through public relations and publicity, 

University of Gävle could be introduced to public, which could be helpful in 

developing the university’s image and building relationships with potential 

universities or students.  

5.2.5 Sponsorships of events 

Most of the interviewed managers favored this way. They reasoned that Sponsorship 

for the public good is a show of social responsibility and people would appreciate it, 
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which suits the nursing education well and it’s a good advertising point. It is in 

accordance with Pope and Voges (2000), events generate a social background for 

audiences and improve their involvement extent. However, they also suggested that 

right spots should be chose and the events should be relevant with nursing education 

and the potential customers. This proves what Keller (2013) has stated, to develop 

successful event sponsorship, the marketer must choose the right sponsorship 

opportunities: the customers that the event delivered to and influenced are the targeted 

customers; the event needs to be known in a large scale, have the desired images and 

influence (Keller, 2013, pp. 241-243). This way could be effective, but it can only act 

supporting role. 

The nature of nursing and nursing education is to help people, and this has the same 

aim as sponsoring for public good. By doing sponsoring, University of Gävle could 

earn the good reputation from the masses, which could be very helpful in raising its 

cognition degree in China. However, this channel has the same key point as place 

advertising and public relation and publicity, the right spot and the relative content to 

choose are very critical.  

5.2.6 Content about education 

In empirical findings, all the interviewed managers thought education aspect is 

important part in the advertising for the university. As for managers, the majority of 

the managers emphasized the importance of stating the advantages for future career. 

This accords with Papadimitriou and Ramírez (2015)’s study, when advertising for 

higher education institutions, education aspect is the most common included content. 

However, the content about portrayals of excellent students is not the most frequently 

mentioned one, which is not in accordance with their study. When doing the 

marketing communication strategy, as for the communication content, this content 

must be included. And the information about the high potential opportunities for 

future career should be emphasized.  

5.2.7 Content about innovation 

In empirical findings, the majority of the interviewed managers considered this 

content helpful. According to Papadimitriou and Ramírez (2015), when advertising 

for higher education institutions, innovation has also been mentioned in many 



56 
 

advertisements. Therefore, this content can be included in the communication strategy. 

It will be helpful for the whole integrated strategy to be effective. 

5.2.8 Content about country-of-origin aspect 

Most of the interviewed managers thought that this effect could influence a part of 

audience who have the preference for country or have special intention. The 

impression and perception of consumers towards a country will influence their buying 

choices (Caemmerer, 2009). Moreover, it is important to make people learn more 

about Sweden and its education during the campaign, especially the advantages they 

can get if they choose Sweden and the points-of-difference of Swedish education. Just 

as Keller (2013, p. 221) states that an effective advertisement campaign needs to 

make sure that: the advertisements properly state the desirable points-of-difference 

and points-of-parity of the products or services, and the advertisements have strong 

brand connections with all these communication effects. 

5.2.9 Management perspective in China and links to theories 

Channel Results Theory 

 

 

Traditional 

media 

advertising 

Interviewees admitted the 

effectiveness of traditional 

media advertising, though its 

effect is kind of limited 

nowadays. 

 Cost is difficult for university to 

afford. 

 

Traditional media channels still 

remain effective (Danaher & 

Rossiter, 2011). 

Nowadays, new electronic media 

channels have developed quickly 

and become popular (Barwise & 

Strong, 2002). 

 

 

 

Online 

advertising 

It is an effective channel. 

It has become the major channel 

to gather information. 

University-created web site is a 

necessary and effective method, 

the information is official. 

Internet has become a vital and 

effective tool for marketing 

communication (Danaher & 

Rossiter, 2011). 

Corporate Web site has been 

regarded as the critical format of 

online advertising and also the 
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Advertising and promoting for 

non-profit education institution 

should be different from the 

commercial advertising, and 

advertorial should be better. 

main channel for the 

organization to introduce 

themselves (Patsioura, et al., 

2009). 

The nature of the offerings is 

important to be considered 

(Kerin & Peterson, 2010, p. 

292). 

 

Direct 

communication 

All interviewees supported this 

channel. 

Information from all aspects 

should be carefully considered 

when choosing the university 

and personnel to contact. 

When the organization wants to 

target at specific individuals, 

direct communication will be 

especially effective (Saravudh, 

2005). 

Public 

relations and 

publicity 

It is an effective method, this 

kind of activities is official and 

the information is reliable. 

Public relations allow an 

organization to make use of 

source credibility by media to 

convince customers and the 

public (Saravudh, 2005). 

 

 

Sponsorships 

of events 

 

Most interviewees favored this 

channel. 

Right spots should be chose and 

the events should be relevant 

with nursing education and the 

potential customers 

Events generate a social 

background for audiences and 

improve their involvement 

extent (Pope & Voges, 2000).  

To develop successful event 

sponsorship, marketer must 

choose the right sponsorship 

opportunities (Keller, 2013, pp. 

241-243) 

 This is an important part in the When advertising for higher 

education institutions, education 
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Content about 

education 

communication. 

The advantages for future career 

are very important. 

aspect is the most common 

included content (Papadimitriou 

& Ramírez, 2015) . 

 

Content about 

innovation 

 

This is helpful. 

 

When advertising for higher 

education institutions, 

innovation has also been 

mentioned in many 

advertisements (Papadimitriou & 

Ramírez, 2015). 

 

Content about 

country-of-

origin 

 

This effect could influence a 

part of audience who have the 

preference for country or have 

special intention.  

 

 

The impression and perception 

of consumers towards a country 

will influence their buying 

choices (Caemmerer, 2009).  

 

5.3 Student perspective from Zhuhai College of Jilin University and Kede 

College of Capital Normal University 

5.3.1 Traditional media advertising 

The empirical findings show that from students’ perspective, half of the interviewed 

students didn’t consider traditional media advertising effective nowadays, as the 

literature explains, the effectiveness of and faith in traditional media advertising is 

decreasing (Kim, et al., 2004) (Winter & Sundqvist, 2009). Only some of them 

thought TV advertising and newspaper and magazines advertising could be effective. 

It is clear to find that traditional media advertising is only useful for limited people in 

the new environment, which is not in accordance with Danaher and Rossiter’s 

research (2011) that traditional media advertising remains effective especially in 

consumer market. Students who supported TV advertising mention that it has 

opportunity to reach a wide range of audience, just as Saravudh explains (Saravudh, 
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2005), media advertising is able to reach a great deal of customers in a variety of 

geographical areas.  

From student’s perspective, they view more negative about traditional media 

advertising than managers. They thought the traditional media has been out-of-trend 

now. It makes sense that with the fast development of Internet, it influences the 

young-age people most. Students are within this range of age, they spend lots of time 

on Internet. But it still makes sense that some of them recommended advertising in 

relative magazine and newspaper, because these relative magazine and newspaper are 

related with their study and they will read them. As students, they will be interested in 

the advertising about the universities.   

5.3.2 Online advertising  

The entire interviewed student considered this channel effective and some of them 

thought it is the most effective channel nowadays. They reasoned that people spend 

much time on Internet and it is their major channel to gather news and information. 

Lagrosen  (2005) claims, for young and well-educated people around the world, the 

internet has become a natural method to gather information. Moreover, the Internet is 

considered as a money-saving but effective approach. According to Kerin & Peterson 

(2010, p. 292), the capacity of the organization and the nature of the target market 

should be considered when choosing the communication channel. 

Half of the interviewed students mentioned the university official web site is 

necessary and most of them considered social media useful. They thought social 

media do well in diffuse among a wide range of audience quickly and the information 

included in the social media can be changed easily. As Hadija et al. (2012) state, 

social media is easy but a very addictive media, where people can join together and 

share interests through the internet. It is also suggested that attractive online ads and 

videos and information on social media could make audience get to learn and drive 

them to the company-created web sites to get an overall understanding at the same 

time, which was also suggested by Keller (2013, p. 239).  

Nowadays Internet has become the major channel for people to gather information, 

especially for young and well-educated people, and students are just within this range. 

So in the marketing communication strategy, it is a channel that must be included. It 

is money-saving but also has the huge spread influence. Students have same opinions 
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with managers that official web site would be a good choice considering the 

information authority. And they also recommended social media, thinking the fact 

that nowadays, social media is also very popular, it’s very convenient and total free to 

spread information on that kind of platform. And as for integrated communication 

strategy, the combination of official web site, social media and web page ads will 

make better effects than just single element.  

5.3.3 Place advertising 

Half of the interviewees supported this channel, and they suggested some effective 

spots, such as universities, inside of buses, subways and elevators, and also bus 

stations and subway stations. Just as Keller (2013, p. 221) states, effective advertising 

campaign should make sure that right customers are exposed to the suitable messages 

at the suitable time and suitable spot. Interviewees who supported this channel said 

the spots being chosen correctly and suitably is the premise for this method to be 

effective. Moreover, the others did not support this way also mainly because that the 

suitable and effective spots are few and difficult to choose. 

What kind of spot to choose for the advertising is the key question for this channel. 

The advertisements should be posted in the places that contain the targets audiences 

and the places they will stop and pay attention to the advertising. Universities contain 

mainly students and teachers, and they are the target to attract. So posting in 

universities is the most direct way to gain access to target audiences. And because 

people would stop in bus, subway, elevator and stations, they are also alternative spots 

for advertising. 

5.3.4 Direct communication 

More than half of interviewed students approve this method, but it was based on the 

correct and suitable potential audience being chosen to contact. As Lara& Ponzoa 

(2008) state, direct communication advertising is that organizations directly 

communicate with targeted customers to create a response or a transaction. However, 

considering there are huge amount of student groups, it is very difficult and time-

consuming to do the research, which is why some of students did not approve this 

method. The different attitude from managers may result in that there are much fewer 

universities than students, consequently the research would be easier and the contact 

with universities is more official. 
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Direct communication has its advantage. But as students pointed out that, when 

looking for the target to do direct contact, this procedure will cost so much energy and 

time. However, University of Gävle already has existed relationships with universities, 

so this will not be a problem for it. And this channel is an excellent choice for 

University of Gävle. 

5.3.5 Public relations and publicity 

The entire interviewed students supported this way, and some of them considered it 

the most effective way. They considered the information in the activities for public 

relations and publicity is reliable and official. Through these kinds of activities, the 

university can increase its popularity and easily win audiences’ trust. As Keller (2013, 

p. 245) states, this method needs to be considered as a regular part of marketing 

communication campaigns. Through public relations and publicity, University of 

Gävle could be introduced to public, then Chinese people will learn about this 

university. As a result, its authority and recognition level will be increased. 

5.3.6 Word-of-mouth communication  

In the empirical findings, almost all of the interviewees considered word-of-mouth 

effective. In accordance with the literature, WOM communication is considered as 

one of the most impressive and effective tools in the communication in general 

(Garnefeld, et al., 2011) (Han & Ryu, 2012). They generally considered the 

information coming from friends and relatives trustworthy and reliable, by which they 

can get useful information about the program and the university, and it is much more 

useful than any advertisements. Ng et al. (2011) state, during the process, 

communicators have to ensure the relationship quality, the more committed a provider 

contribute to the relationship, the more trustworthy will the relationship be.  

Word-of-mouth is a useful way to spread information and people consider the words 

from the people they know more reliable. But this one seems not as solid and strong 

as other channels. It’s difficult to be taken in the communication strategy.  

5.3.7 Sponsorships of events 

In the empirical findings, half of the interviewed students supported this method, they 

thought that through the sponsorship activities, the name of the sponsor can be known 

to people, thus increasing the popularity. As Pope& Voges (2000) state, events 

generate a social background for audiences and improve their involvement extent, 
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consequently, audiences could be more receptive to the messages and images 

expressed related with the event. The reason that the students who didn’t favor this 

method gave is that this kind of activity has a limited scale, thus a limited effect. By 

doing sponsoring, University of Gävle could earn the good reputation from the masses, 

and can be known better to Chinese people. But it is true that the influence of this 

method is limited. 

5.3.8 Content about education 

The entire interviewed students considered education aspect important in the 

advertising for the university. This is in accordance with Papadimitriou and Ramírez 

(2015), when advertising for higher education institutions, education aspect is the 

most common included content. Most of them emphasized the importance of the 

academic offer and academic staff, and career preparation. There is only one 

mentioned that it would be helpful if the examples of students who have been 

succeeded in their career after graduation. This is not in accordance with 

Papadimitriou and Ramírez (2015), which is that among these elements, the content 

about portrayals of excellent students is the most frequently mentioned one. As for the 

integrated communication strategy for University of Gävle, content about education 

should be the main content, its high quality of academic offer and staff and high 

potential career opportunities should all be covered. 

5.3.9 Content about innovation 

The majority of the interviewed students considered this content could be helpful. 

However, as for most of the students, innovation is usually not their primary 

consideration. They mentioned that how to advertising this content could be a 

problem. According to Papadimitriou and Ramírez (2015), when advertising for 

higher education institutions, innovation has also been mentioned in many 

advertisements, but adopted much less frequently than education part. When it comes 

to the integrated communication strategy, this content can be an alternative. If the 

content about innovation is easy to describe and understand, and this content makes 

difference for target audience, then it can be included. Otherwise, this content can be 

ignored. 

5.3.10 Content about country-of-origin aspect 

The intervieweed students considered this content useful to mention. According to 

Verlegh, et al. (2005), country-of-origin that delivered to the consumers through 
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marketing communication will be an inevitable factor when consumers making the 

purchasing decision. The main reason is that Sweden is a developed country with 

good image and its welfare is the highest among the world, which makes its nursing 

education more attractive and convincing. As Caemmerer (2009) states, the 

impression and perception of consumers towards a country will influence their buying 

choices, for that it will have the impact on how they evaluate the products and 

services created from that country.  

5.3.11 Students perspective in China and links to theories 

Channel Results Theory 

 

Traditional 

media 

advertising 

 

Half of interviewed students 

considered it not effective 

nowadays. 

The effectiveness of and faith in 

traditional media advertising is 

decreasing (Kim, et al., 2004) 

(Winter & Sundqvist, 2009). 

 

 

 

Online 

advertising 

 

It is an effective and even the 

most effective channel. 

Most of interviewed students 

supported university official 

web site and social media. 

For young and well-educated 

people around the world, the 

internet has become a natural 

method to gather information 

(Lagrosen, 2005). 

Social media is easy but a very 

addictive media, where people 

can join together and share 

interests through the internet 

(Hadija, et al., 2012). 

 

Place 

advertising 

This method could be effective 

if spots are chosen correctly and 

suitably.  

Some effective spots: 

universities, inside of buses, 

subways and elevators, and also 

bus stations and subway 

Effective advertising campaign 

should make sure that right 

customers are exposed to the 

suitable messages at the suitable 

time and suitable spot (Keller, 

2013, p. 221). 
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stations. 

 

Direct 

communication 

More than half interviewed 

students approved this way, if 

right audiences are chosen to 

contact. 

Direct communication 

advertising is that organizations 

directly communicate with 

targeted customers to create a 

response or a transaction (Lara & 

Ponzoa, 2008). 

 

Public 

relations and 

publicity 

 

It is an effective method and 

even most effective way 

Public relations and publicity 

needs to be considered as a 

regular part of marketing 

communication campaigns 

(Keller, 2013, p. 245). 

 

Word-of-

mouth 

communication 

Almost all of the interviewees 

considered it effective 

The information coming from 

friends and relatives trustworthy 

and reliable. 

WOM communication is 

considered as one of the most 

impressive and effective tools in 

the communication in general 

(Garnefeld, et al., 2011) (Han & 

Ryu, 2012). 

Sponsorships 

of events 

Half of the interviewed students 

supported this method. 

Events generate a social 

background for audiences and 

improve their involvement extent 

(Pope & Voges, 2000). 

 

Content about 

education 

This is an important part in the 

communication. 

Quality of academic offer and 

academic staff and help in 

career preparation are 

important. 

 

When advertising for higher 

education institutions, education 

aspect is the most common 

included content (Papadimitriou 

& Ramírez, 2015). 

 This could be kind of helpful, 

but not the primary 

When advertising for higher 

education institutions, innovation 
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Content about 

innovation 

consideration. 

How to advertise this content 

could be a problem. 

has also been mentioned in many 

advertisements, but adopted 

much less frequently than 

education part (Papadimitriou & 

Ramírez, 2015). 

Content about 

country-of-

origin 

 

This is useful to mention. 

The impression and perception of 

consumers towards a country will 

influence their buying choices 

(Caemmerer, 2009). 

5.4 Summarization 

5.4.1 Summarization of management perspective  

From management’s perspective, online advertising is effective. University-created 

web site is the foundation of the communication strategy, but needs to be ensured that 

all the necessary and relevant information about the nursing program and the 

university is contained and it should be easy to find. Classified websites and social 

media could be used to attract more attention. Compared with mandatory advertising, 

advertorial would be choice, such as news report, depth articles, paid advertising 

essay and case study.  

Direct communication is also effective to attract managers in the university. All 

relative information should be carefully considered when choosing the university and 

personnel to contact, and the contact should avoid feelings of antipathy from the 

person being contacted. Lastly, as for public relations and publicity, Information 

sessions could be held in potential universities. 

Regarding to content about education, this content must be included in the 

communication. Content about help in career preparation is the most important 

information. The advantages of studying nursing program in University of Gävle 

towards future career could be listed. To prove this, representatives who have done 

well in their career can be listed and described. Moreover, high quality of academic 

offer and staff usually could serve as the guarantee of the help in career preparation. 

As for content about country-of-origin, the advantages of Sweden could be listed and 



66 
 

described. The advantages in the positive impact on future career could be especially 

attractive. 

5.4.2 Summarization of student perspective  

Firstly, regarding to traditional media advertising, the nursing program in University 

of Gävle could be advertised in a certain print materials, which are popular within 

students. Such as teaching materials, university rosters used for choosing university, 

English Weekly and Business Review. Secondly, as for online advertising, 

University-created web site is the foundation of the communication strategy. 

Classified websites and social media could be used to attract more attention, but 

compared with mandatory advertising, advertorial would be choice. Such as news 

report, depth articles, paid advertising essay and case study. (Same with the strategy 

for universities) 

Moreover, in place advertising, billboards and posters can be set or posted at some 

effective spots, especially in the universities and place students would gather. For 

public relations and publicity, same with the strategy for attracting universities in 

China, information sessions could be held in potential universities.  

Regarding to content about education, it must be included in the communication. 

Information about both the quality of academic offer and staff and help in career 

preparation should be showed and illustrated. Examples of students who have done 

well in their career after graduation could be used to prove the previous two points. 

As for content about country-of-origin, developed country, steady and advanced 

economy and society, high welfare could all be mentioned to attract students. People 

in China need to learn more about Sweden and its education during the campaign, 

especially the advantages they can get if they choose Sweden. Considering that 

Sweden is not as famous as those main mainstream study-abroad countries for 

Chinese, the outstanding performance of the program and the university should be 

listed.  

5.4.3 Combination of Swedish and Chinese management and Chinese student 

perspective 

 Swedish 

management 

perspective 

Chinese 

management 

perspective 

Chinese student 

perspective 

Similarities and 

differences 

regarding to 

management 

perspective 

Similarities and 

differences 

regarding to 

manager and 

student 
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perspective 

 

 

 

 

 

Traditional 

media 

advertising 

 

 

 

It’s helpful, 

except TV 

advertising. 

Newspaper 

advertising has 

been adopted. 

 

 

 

The effectiveness 

has become 

limited nowadays 

and cost is 

difficult for 

university to 

afford. 

 

 

Half of them 

considered it is 

not effective 

nowadays, some 

recommended 

TV channel, 

some supported 

magazine and 

newspapers. 

 

 

Managers from 

both Sweden 

and China 

found the 

limited effect 

of tradition 

media and 

considered the 

costs. 

Managers and 

students realized 

the limited effect 

and 

recommended 

newspapers. But 

some students 

have mentioned 

TV advertising, 

while managers 

thought this 

should be 

avoided. 

 

 

 

 

 

Online 

advertising 

 

It’s very useful. 

Social media 

and official 

website have 

been adopted. 

Webpage 

advertisements 

are being 

planned now. 

It’s effective and 

has become the 

major channel. 

University-

created website, 

social media and 

classified 

websites. 

Advertorial 

approach is better 

option. 

It’s one of the 

most effective 

channels.  

Most 

interviewees 

supported 

university official 

website and 

social media and 

some mentioned 

webpage 

advertising. 

Managers from 

both countries 

viewed online 

advertising 

effective and 

recommended 

official 

website, social 

media and 

webpage 

advertising. 

Students and 

managers all 

considered this 

channel 

effective. They 

all supported 

official website, 

social media and 

webpage 

advertising.  

 

 

 

 

Direct 

communication 

It‘s effective and 

suitable. 

Make use of 

Chinese 

employees and 

already existed 

relationships 

with Chinese 

universities. 

Most 

interviewees 

supported this 

way. 

Carefully 

consider the 

university to 

choose and 

personnel to 

contact. 

 

 

More than half of 

them approved 

this way, if right 

audience are 

chosen to contact. 

 

 

Swedish and 

Chinese 

managers 

supported 

direct 

communication

.  

Students and 

managers all 

approved this 

channel and 

mentioned the 

right audiences 

need to be 

chosen correctly. 

 

 

 

Place 

advertising 

 It’s useful. 

Poster, photos 

and films are 

being planned in 

universities and 

subway stations. 

 With correct 

chosen spot, it 

could be 

effective. 

Universities, bus, 

subways, stations 

and elevators are 

effective spots. 

 Students and 

managers 

thought this way 

could be useful, 

and the right 

spots include 

universities and 

stations.  

 

 

 

 

Public relations 

and publicity 

 

 

It’s helpful. 

Presentations in 

high school and 

universities have 

been carried out. 

It’s effective. 

Its form is 

official and 

information is 

reliable. 

Information 

sessions in 

universities were 

recommended 

most. 

 

It’s one of the 

most effective 

ways. 

Half of them 

recommended 

information 

sessions in 

universities. 

 

Information 

sessions were 

recommended 

most by both 

Swedish and 

Chinese 

managers. 

 

 

 

Information 

sessions were 

recommended 

most. 
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Word-of-mouth 

communication 

  Most 

interviewees 

considered it is 

effective. 

Information from 

friends and 

relatives are 

trustworthy. 

  

 

 

 

 

Sponsorships of 

events 

 

 

 

It’s not a good 

way. 

It’s difficult and 

government has 

limitations. 

 

 

Most 

interviewees 

favored this 

channel. 

Choosing right 

spot and being 

relevant are 

important. 

 

Half of them 

supported this 

channel. 

The spots need to 

be places like 

universities or 

schools and 

activity is 

relevant. 

Swedish 

managers 

viewed 

sponsorships of 

events not a 

good way, 

while most 

Chinese 

managers 

favored this 

channel. 

Swedish 

managers didn’t 

recommended 

this way, while 

most Chinese 

managers and 

half Chinese 

students favored 

it, but the right 

spots and 

activity are 

important. 

 

 

 

 

 

 

Content about 

education 

 

 

 

 

Academic offer 

and academic 

staff is very 

important. 

Career 

preparation is 

also effective. 

 

 

It’s important. 

The advantages 

for future career 

are very 

important. 

Academic offer 

and staff and 

student 

representatives 

are also helpful. 

 

 

It’s important.  

Quality of 

academic offer 

and staff and help 

in career 

preparation are 

important. 

Student 

representatives 

could also be 

helpful. 

Swedish 

managers 

considered 

academic offer 

and staff more 

important, 

while Chinese 

managers 

viewed future 

career 

preparation 

more 

important. But 

they all thought 

this content is 

important. 

 

 

 

 

They all 

mentioned 

academic offer 

and staff and 

future career 

preparation are 

helpful. 

 

 

Content about 

innovation 

 

 

It could be 

adopted, but is 

not important. 

Most 

interviewees 

thought the 

information is 

attractive, some 

thought it’s time-

consuming. 

It could be 

helpful, but not 

the primary 

consideration. 

How to advertise 

could be a 

problem. 

Managers from 

both countries 

viewed this 

content helpful, 

but it has some 

disadvantages.  

Students and 

managers 

considered this 

content could be 

useful, but not 

important. 

 

Content about 

country-of-

origin 

 The effect could 

influence a part 

of audiences who 

have the 

preference for 

countries. 

 

 

It’s useful to 

mention. 

  

They all viewed 

this content 

could be useful. 

 

 

 

 

 

Traditional 

media 

advertising, 

online 

advertising, 

Online 

advertising, 

direct 

communication, 

public relations 

Traditional media 

advertising, 

online 

advertising, place 

advertising, and 
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Summarization 

of effective 

channels and 

content 

direct 

communication, 

place 

advertising, and 

public relations 

and publicity are 

effective 

communication 

channels. 

Content about 

education is 

attractive. 

and publicity, and 

Sponsorships of 

events are 

effective 

communication 

channels. Content 

about education 

and content about 

country-of-origin 

are attractive. 

public relations 

and publicity are 

effective 

communication 

channels. Content 

about education 

and content about 

country-of-origin 

are attractive. 
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6. Conclusion 

This chapter discusses the result of the study and answers the research questions. It 

gives out the integrated marketing communication strategy aiming to both students 

and managers in universities. 

6.1 Answers of research questions 

Education offerings belong to services, most service offerings are intangible, not as 

products, thus there should be variation when applying integrated marketing 

communication to services (Grove, et al., 2002). Specifically, the education offering is 

a kind of professional service. Nowadays, marketing environment of professional 

service is increasingly complex and competitive, and the customers of professional 

service demand more and are more knowledgeable when judging the offering (Reid, 

2008). Therefore, it is necessary for managers of professional service to increase the 

market orientation and build and keep customer relationships (Hausman, 2003). In 

order to be market oriented and develop customer relationships, integrated marketing 

communication strategies should be developed.  

6.1.1 Research question 1 

What type of marketing communication strategy is effective to influence universities 

in China to cooperate with University of Gävle for its nursing program? 

The integrated marketing communication strategy should combine online advertising, 

direct communication, and public relations and publicity as communication channels 

and cover content about education and content about country-of-origin to influence 

universities in China. 

University-created web site is the foundation of the communication strategy; the web 

site needs to contain all the necessary and relevant information about the nursing 

program and the university and it should be easy to find. Meanwhile, classified 

websites and social media, as the supplement, could be used to attract more attention. 

Advertorial approach should be adopted, such as news report, depth articles, paid 

advertising essay and case study. Direct communication and information sessions held 

in potential universities will be the main communication methods. All relative 

information should be carefully considered when choosing the university and 

personnel to contact. 
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The delivered information must include content about help in career, which is to list 

the advantages of studying nursing program in University of Gävle towards future 

career. To prove this, representatives who have done well in their career after the 

graduation can be listed and described. And information about high quality of 

academic offer and staff will serve as the guarantee of the help in career preparation. 

The advantages of Sweden can also be covered, especially advantages in the positive 

impact on future career. 

6.1.1 Research question 2 

How can University of Gävle develop a marketing communication strategy to attract 

students in China for its nursing program? 

The integrated marketing communication strategy should combine traditional media 

advertising, online advertising, place advertising, and public relations and publicity as 

communication channels and include content about education and content about 

country-of-origin to influence students in China.  

Information sessions held in potential universities and online advertising will be the 

main communication methods. As the supplement, billboards and posters can be set or 

posted at some effective spots, especially in the universities and place students would 

gather. And the nursing program in University of Gävle could be advertised in a 

certain print materials, which are popular within students. Such as teaching materials, 

university rosters used for choosing university, English Weekly and Business Review.  

The delivered content must contain information about both the quality of academic 

offer and staff and help in career preparation. Examples of students who have done 

well in their career after graduation could be used to prove the previous two points. 

About country-of-origin, developed country, steady and advanced economy and 

society, high welfare could all be mentioned to attract students, especially the 

information about the advantages they can get if they choose Sweden. Considering 

that Sweden is not as famous as those main mainstream study-abroad countries for 

Chinese, the outstanding performance of the program and the university should be 

listed.  
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6.2 Contribution of the study 

This study focuses on higher education institution marketing communication in 

China, and offers useful information and suggestions. The research provides the 

attitudes of Chinese students and managers in universities and Swedish managers 

in universities towards different marketing communication channels and contents 

for higher education institution to do marketing communication in China. 

Moreover, after combing and comparing with theories, the study gives suggestions 

about each marketing communication channel and content, and the integrated 

marketing communication strategy for higher education institutions to do 

marketing communication in China. Thus, University of Gävle, and other higher 

education institutions could use this study as a reference.  

6.3 Managerial implications 

6.3.1Planning and implementation of integrated marketing communications 

According to Caemmerer (2009), the planning and implementation of integrated 

marketing communications need to follow the correct and suitable procedure, while is 

1) Situational analysis: Internal (organization; product); External (competitor; 

consumer; market). 2) Identifying the marketing communication opportunity: 

Marketing communications objectives; Unique selling point; Key target audience. 3) 

Campaign development and implementation: Choice of marketing communication 

mix; creative execution; Media selection.  

As for the situational analysis, it has been stated in Empirical Finding Part. There are 

problems with nursing service and nursing education in China. Firstly, there is a 

shortage of nurse and the ratio of the number of the doctors and the nurses is not 

adequate. Secondly, the nursing education needs to be upgraded and improved 

urgently. Considering that most of the Chinese nurses graduate from the secondary 

nursing health school, they are not competent with caring for the aging population and 

patients with chronic diseases. Moreover, the lack of the education in ethics also 

causes problems in the relationship between them and patients. The nursing education 

in University of Gävle is advanced and could possibly solve the problem to some 

extent. Therefore, it is necessary to cooperate with University of Gävle to advance the 

nursing education in China. 
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As for identifying the marketing communication opportunity, the marketing 

communication objective is to advertising and promoting the nursing program in 

University of Gävle in China. The targeted audiences are students and managers in 

universities. And as for campaign development and implementation, this part will be 

discussed specifically next. 

6.3.2Integrated marketing communication strategy 

Marketing communication to students is a B2C mode, while marketing 

communication to mangers in universities is a B2B mode. Consequently, the 

integrated marketing communication strategies for them are not same. The effective 

marketing communication channels for them are different, but the marketing 

communication contents are same, for that the managers in universities need to 

consider what information is considered and gave prior to by students. Thus 

marketing communication content about education and country-of-origin should both 

be contained in the communication campaign for both students and managers. 

According to Ingram (2015), every detail of a well-crafted advertisement is 

specifically chosen to attract target audience. Plus the choice of communication 

channels is often different between consumer and business market (Danaher & 

Rossiter, 2011). Therefore, there are two kinds of specific communication strategies 

towards students and managers in universities.  

According to Kerin and Peterson (2010, p. 292), when developing the integrated 

communication mix, several factors need to be considered. 1) The information 

requirements of potential consumers: providing the suitable and required information 

timely with effective communication-mix approaches. 2) The nature of the offering. 3) 

The nature of the target markets. 4) The capacity of the organization. As for the 

information requirements of potential consumers, it has already been studied and 

analyzed through the interviews in the Empirical and Analysis part.  Moreover, the 

offering belongs to service, professional service. But the higher education is not same 

with normal services, according to its definition (Danaher & Rossiter, 2011), it is 

more about offering opportunities. Additionally, the target markets are students and 

universities, thus the communication should try to avoid commercial elements. Lastly, 

University of Gävle is not a profit organization, it is an educational institution, thus 

the economic capacity is limited, and consequently the costs of communication should 

be considered carefully. 
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6.4 Personal reflection 

I admit that this study has not covered all aspects due to some limitations. Although, 

the title is ‘Integrated marketing communication for University of Gävle to promote 

Nursing Program in China’, I have only done the research with two chosen 

universities in two chosen cities of China. For that China is so huge country, it’s 

impossible to do the research in every place, let alone with one person’s effort in 

limited time.  

The process of the research was interesting. In the beginning of the research, I have 

gathered knowledge from books and literatures, so that I have formed my own 

understanding and cognition about the subject. However, during the interviews with 

interviewees, I learned from their knowledge and experiences, and got new ideas that 

I haven’t thought about, which was really interesting. Their answers made my study 

plentitude. 

6.5 Further research 

Future research could expand the diversity and the scale of the research 

interviewees, for example, students and managers in different universities, to get a 

broader perspective of different marketing communication channels and contents 

towards higher education institution marketing communication. Questionnaires 

could also be adopted in order to do research in a much larger scale. It could be 

more provinces or cities in China to be investigated, or it could be the situation in 

other countries.  
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Appendices  

Appendix 1 

Interview questions for students  

University: 

Department: 

These are the questions that guided the interviews with the university students. 

A. Questions about marketing communication channels 

1. Do you think traditional media advertising is effective or attractive? (It 

mainly contains television, radio, print materials, do you think all or some 

of these are effective, or none of these are effective?) Please give your 

opinions and suggestions.  

2. Do you think online advertising is effective or attractive? (It mainly 

contains web sites, online ads and videos, social media, do you think all 

or some of these are effective, or none of these are effective?) Please give 

your opinions and suggestions.  

3. Do you think place advertising is effective or attractive? (The forms 

are mainly billboards and posters at almost everywhere, do you think all 

or some of these are effective, or none of these are effective?) Please give 

your opinions and suggestions.  

4. Do you think direct response communication is effective or attractive? 

(It could be through telephone, mobile phone and email, do you think all 

or some of these are effective, or none of these are effective?) Please give 

your opinions and suggestions. 

5. Do you think public relations and publicity advertising is effective or 

attractive? (It consists of press releases, media interviews, press 
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conferences, feature articles and films, annual reports, public affairs, and 

special event management, do you think all or some of these are effective, 

or none of these are effective?) Please give your opinions and suggestions. 

6. Do you think word-of-mouth communication is effective or attractive? 

(It consists of communication between friends, colleagues, relatives and 

neighbors, do you think all or some of these are effective, or none of 

these are effective?) Please give your opinions and suggestions. 

7. Do you think sponsorship of event is effective or attractive? Please 

give your opinions and suggestions. 

B. Questions about marketing communication contents 

1. Do you think content about education is important or attractive? (It 

consists of portrayals of students about their remarkable and outstanding 

points, helps in career preparation, quality of academic offer and 

academic staff, do you think all or some of these are important, or none of 

these are important?) Please give your opinions and suggestions. 

2. Do you think content about innovation is important or attractive? 

Please give your opinions and suggestions. 

3. Do you think content about country-of-origin is important or attractive? 

Please give your opinions and suggestions. 

 

 

 

 
 

 



77 
 

Appendix 2 

Interview questions for managers in universities in China  

University: 

Office: 

These are the questions that guided the interviews with the university managers in China. 

A. Questions about marketing communication channels 

1. Do you think traditional media advertising is effective or attractive? (It 

mainly contains television, radio, print materials, do you think all or some 

of these are effective, or none of these are effective?) Please give your 

opinions and suggestions.  

2. Do you think online advertising is effective or attractive? (It mainly 

contains web sites, online ads and videos, social media, do you think all 

or some of these are effective, or none of these are effective?) Please give 

your opinions and suggestions.  

3. Do you think direct response communication is effective or attractive? 

(It could be through telephone, mobile phone and email, do you think all 

or some of these are effective, or none of these are effective?) Please give 

your opinions and suggestions. 

4. Do you think public relations and publicity advertising is effective or 

attractive? (It consists of press releases, media interviews, press 

conferences, feature articles and films, annual reports, public affairs, and 

special event management, do you think all or some of these are effective, 

or none of these are effective?) Please give your opinions and suggestions. 

5. Do you think sponsorship of event is effective or attractive? Please 

give your opinions and suggestions. 
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B. Questions about marketing communication contents 

1. Do you think content about education is important or attractive? (It 

consists of portrayals of students about their remarkable and outstanding 

points, helps in career preparation, quality of academic offer and 

academic staff, do you think all or some of these are important, or none of 

these are important?) Please give your opinions and suggestions. 

2. Do you think content about innovation is important or attractive? 

Please give your opinions and suggestions. 

3. Do you think content about country-of-origin is important or attractive? 

Please give your opinions and suggestions. 
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Appendix 3 

Interview questions for managers of University of Gävle 

Office: 

Job description: 

These are the questions that guided the interviews with the managers of University of 

Gävle. 

1. Why University of Gävle choose Lishui Medical University to 

cooperate? 

2. What kinds of marketing communication channels and contents has 

University of Gävle already adopted when promoting its program? 

3. What kinds of marketing communication channels and contents you 

think are effective for University of Gävle to develop its nursing 

program in China? 

4. What does University of Gävle want to do with the cooperation 

about its nursing program in the future? 
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