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ANCTPAKT

McTparknBarbe MpUKasaHo y pagy MUCUTYje YyTULQj KyATyponoLKunx ¢GakTopa Ha 06amKo-
Barbe M MPUMEHY MapKETUHT CTpaTernja BUCOKOOBPA30BHMX YCTaHOBA Y 3eM/bama permo-
Ha. UcTpaxmBatbe je cnpoBesieHO Ha y30pKy of 740 UCNUTAHWKA M3 BUCOKOOHpa3os-
HUX ycTaHoBa y Cpbuju, XpsaTckoj, CnoseHuju, BocHU n Xepuerosuhu, LipHoj Mopu n
CeBepHoj MakegoHuju. MpumerbeH je KBAaHTUTAaTMBHM WCTPAXKMBAYKM NPUCTYN, Y3
ynotpeby AecKpMnTMBHE CTAaTUCTUKE, KOpenaLunoHe U BULLIECTPYKe perpecuoHe aHa-
NM3e, Kao U KnacTep aHanuse. Pe3ynTat yKasyjy Ha CHaXaH U CTaTUCTMYKM 3HavajaH
YTULA] KYNTYPONOLWKMX AUMEH3M]ja, NOCEOHO MHTEPKYNTYPHUX KOMMETeHUMja U Kyn-
TYpHE AMCTaHLe, Ha pasnnyuTe acnekTe MapKeTUHT CTpaTernja BUCOKOOOPaA3OBHUX
yctaHoBa. Knactep aHanusa je unaeHTuduKkoBana Tpu jacHo AudepeHumpaHa Tuna
WMHCTUTYLUMjA, KOjU Ce 3HAYajHO Pas3NKYjy Y KYATYPONOLWKUM NPOPUAMMA U MHTEH3U-
TeTy NPMMeHe MapKeTUHT cTpaTernja. [lobujeHn Hanasm noTephyjy 3Hayaj KyaTyposno-
LUKOT KOHTEKCTa Kao peneBaHTHOr GaKTopa y CTpaTeLKOM ynpas/batby MapKeTUHIOM
Yy BUCOKOM 06pa3oBatby M yKasyjy Ha NoTpeby 3a HeroBUM CUCTEMATUYHUUM YKIbY-
YnBakeM Yy MHCTUTYLIMOHA/IHE pPa3BOojHe cTpaTeruje.

KroyuHe pevu: KyamypoaowKu ¢hakmopu, 8UCOKO 06pa308are, MapKemMuHa 8UCOKO-
WKO/ICKUX ycmaHosa, du2umasnHad KOMyHUKayuja y obpasosarby, pe2uoH 3anadHoe
bankaHa.
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YBog,

CaBpeMeHU cucTeMu BUCOKOF 0bpasoBarba GYHKLMOHUILY Y YC/IOBUMA MojavyaHe
KOHKYPEHTHOCTU, MHTEPHaLMOHaM3aLmje 1 ybp3aHOr TEXHOIOLWKOr pa3goja, LWTO je 3Ha-
YajHO M3MEHWIO YyAOry U NO3uLMjy BUCOKOOOPA3oBHUX ycTaHoBa. [open cBoje npu-
MapHe 06pa3oBHe W HayyHe ¢yHKLUMje, OBE MHCTUTyLMje CBE U3paKeHuje aenyjy y
OKBUPY TPKMULUTA 06Pa3OBHUX YCAYra, FAe Ce Of, WX OYEKYje CTPATELKO NO3ULMNOHU-
patbe, aKTMBHA KOMYHUWKaUMja ca PasIMuUTUM LU/BHUM Fpynama U KOHTUHYMPAHO yHa-
npehere MHCTUTYLMOHANHOT UMMULIA. Y TOM KOHTEKCTY, MAapKETUHI cTpaTerunje nocrajy
jeflaH o, K/byYHUX MHCTPYMEHATa UHCTUTYLMOHANHOT Pa3Boja U KOHKypeHTCcKe aude-
peHuujaumje. Mako je 3Hayaj MapKeTWHra y BMCOKOM 0b6pa3oBatkby CBe BULIe 3acTy-
M/beH Yy aKafeMCKOj INTepaTypu, YOU/bMB je HeJoCTaTak eMMUPUJCKUX UCTPaXKuBama
KOja CMCTEMATCKM pasmaTpajy y/aory KynTyponowkux daktopa y obnnmkoBarby mapKe-
TUHTF cTpaTerunja. Kyntyponowke gMmeHsuje, Kao WTO Cy BPeAHOCHU CUCTEMMU, je3nUKe U
KOMYHUKaUMOHe cneundryYHOCTH, KYATYPHA AMCTAaHLA U UHTEPKYAITYPHE KOMMNETeHLUM-
je, NpeAacTaB/bajy BaXKaH, aan YecTo HeL0BOJbHO UCTPAXKEH OKBMP 3a pasymeBatbe No-
Hallakba MHCTUTYUMja U Nepuenunje cTyaeHaTa. Nonasehu og Tora, oBaj pag HacToju
Aa ponpuHece npoay6/buBakby Hay4YHUX Ca3Hatba O UHTEPAKLUMUjU KYAType U Mapke-
TUHFa y BUCOKOM 0bpa3oBakby, ca NOCe6HMM OCBPTOM Ha PErMoHaIHU KOHTEKCT.

MpeaMeT UCTparkuBarba y pady je aHaaM3a yTuuaja KyaTyponoLwKux dakTopa Ha
06/1MKOBatbe MapPKETMHT CTpaTermja BUCOKOO6Pa3oBHMX yCTaHOBA.

Unmb paga je ga ce eMNUPUJCKM UCNUTA YTULA] KYATYPOJIOWKUX AMMEH3MjA HA
nojeAnHe enemeHTe MapKeTUHr cTpaTeruje 1 yTBpAM HMX0Ba yora y yHanpehery mapKe-
TWUHT NPAKCe, MHTePHALNOHaAN3aLMNje U KOHKYPEHTHOCTM BUCOKOOBPA30BHUX YCTAHOBA.

Teopujckn okBUp

AurutanHa TpaHchopmaumja NnpeacTas/ba jeaHy o4 K/byYHUX NPOMEHA Y CEKTOPY
BMCOKOT 0bpa3oBarba, jep yTMYe Ha OpraHu3auujy HacTaBe, ynpas/batbe nofaumma u
KOMYHWKaLWjy ca CTyAeHTUMa.

Pa3Boj aHaNUTUYKKMX anaTa U AUTMTaNHUX CUCTEMA [0BEO je A0 TpaHchopmaumje
TPagMLMOHANHUX MoZena ynpas/bakba 06Pa3oBHUM MHCTUTYUMjama. Muukos (Mickov,
2025) uctMue ga yHUBEp3UTETU Mopajy 06e36eauT BUCOKOKBA/NUTETHO 0bpasoBakbe y
YCNOBMMA MHTEH3MBHUX TEXHOJIOLWKMX MHOBaLMja U noBehaHe AurMTanHe NMUCMEHOCTU
cTyAeHaTa.

Kako Harnawasa CensuH (Selwyn, 2021), avrutannsaumja obpasoBatba HUje UCK/bY-
YMBO TEXHOOLIKM, Beh N APYLUTBEHO-KYATYPHM NPOLLEC KOjU YyTUYE Ha BPeAHOCTH, yiore
HacTaBHMKa M MHCTUTYLIMOHAHE NpuopuTeTe. YHUBEP3UTETU Ce CyoyaBajy ca noTpebom
pa3Boja HOBUX KOMMETEHLMja 3anoCneHnx, yHanpeherwa ANrUTAaNHUX HACTaBHUX cagp-
)Kaja n yBohera cuctema 3a npaherbe yyera y peasiHoM BpeMeHy.
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Mpahetrbe KbYYHUX NepdOpPMaHCK NPeACTaB/ba BaXKaH CErMeHT AUMMTaNHOr ynpa-
B/batba. Tomuh (Tomié, 2012) ucTnye ga NokasaTes/bM Kao LUTO Cy aHra*KmMaH Ha Beb-
cajty, 6poj noTeHUMjaNHMX CTyAEeHaTa, KOHBEP3Mje U TPOLIKOBM AUTUTAAHE Npomoumje
NnpeAcTaB/bajy OCHOBY 3a eBa/jlyaumjy MapKeTUHT akTUBHOCTU. CuHr u Coxpab (Singh &
Sohrab, 2025) noTtBphyjy 4a AUrMTaNHU MAPKETUHT 3Ha4ajHO yTMuye Ha rpahere umuya
BMCOKOLLUKOJICKMX YCTaHOBa M OAJ/IyKe CTyAeHaTa O ynucy, AOK NOoKasaTe/bu Kao LITO cy
QHraXKMaH Ha gUrUTasHUM NAAaTGoOpMaMa U MHTEPAKLMja Ca Cagp Kajem CAyXKe Kao K/byYHU
WHOMKATOPU yCnexa MapKETUHLIKUX aKTUBHOCTU M nosehaHe BUA/bUBOCTU UHCTUTYLM]E.

Mpema YHecky (UNESCO, 2019), mapKeTUHr y BUCOKOM obpa3oBaky noapasy-
MeBa MPOAKTMBHO yNpaB/batbe OAHOCMMA Ca LUW/BHUM rpynama Kpo3 MHTerpaunjy pas-
JIMYUTUX UHCTPYMEHaTa MapKeTWHT MuKca. British Council (2017) Harnawasa pa ce
OZlP*KMBA KOHKYPEHTCKA NPeAHOCT 3aCHMBA Ha KBA/NWUTETY 3Hakba, penyTaumju u nHoBa-
TUBHOCTW, LWITO 3axTeBa CTPATELKO YynpaB/batbe AUIUTANHOM TpaHchopmaumjom u
WHCTUTYUMOHANHUM UAEHTUTETOM.

AunrutanHn mapkeTuHr omoryhasa yHMBep3uTeTMMa aa nosehajy npenosHat/bu-
BOCT, YHanpeAe ynucHe TPEeHA0BE U 0jayvajy MHCTUTYUMOHANHY penyTaumjy. Octojuh u
Neko Wumuh (Ostoji¢ & Leko Simié, 2021) ucTuuy ga AWUrMTanHE KOMYHWKALMOHE U
6peHAMHI NpaKce 3HaYajHO YTUYY Ha HAUYMH Ha KOjU CTYAEHTU NepLMnupajy BUCOKO-
WKOJICKE YCTaHOBE, YUMEe Ce AMPEKTHO OBJIMKYje HUXOBa KOHKYPEHTCKa nosuvuuja y
06pPa3oBHOM OKpYHKetby.

MpeTxoAHa UCTPaXMBaHba YKasyjy Ha TO Aa KyATyPONOLWKN GaKkTopu MMajy 3Hava-
jaH yTMUaj Ha MapKeTUHLLUKe cTpaTervje y BUCOKOM 06pa3oBatby, HAPOUYMTO Y HAYMHY Ha
KOju yHMBep3uTeTU NpunarohaBajy CBOjy KOMYHWKAUWU)y U AUTUTANHO NPUCYCTBO pas-
JIMUUTUM  KYATYPHUM KoHTekcTuma (Tang, 2011). Uctpaxkusare (Parlakkilig, 2022)
noKasyje ga mobuaHa onTMmM3aLmja YHUBEP3UTETCKUX Beb-cajToBa 3HA4ajHO N06O/b-
LIaBa KOPUCHMYKO UCKYCTBO, Aok O’floHen u Wapn (O'Donnell & Sharp, 2011) Harnawa-
Bajy 3Hayaj KyATYpHO npunaroheHe AUrUTaHE KOMYHUKaLMje Y KOHTeKCTy pactyhe no-
TpaKtbe 3a OHNAjH 0bpasoBatbem.

Live streaming nytem nnatdopmm Kao wTto je TUKTOK omoryhaBa AMpPeKTHy
WHTEPaKUMjy ca cTyaeHTMMa 1 nosehaBa aHraXoBaHOCT y peasHoM BpemeHy (Abadi &
Ivoniasari, 2024). 3HayajHy yN0ry y AUrMTaNHOM OKPY}KEkY MMajy U OHNajH peLeH3uje u
e/IeKTPOHCKa KOMyHMKaumja og ycTa fo ycra (e-WOM), Koje yTuuy Ha npouece AOHO-
werba oanyka byayhux ctyaeHata (Cheung, Lee & Rabjohn, 2008; Ismagilova et al.,
2020).

Capaftba ca MHOAYeHCepUMa Ha APYLITBEHUM Mpeama MOXKe NO3UTUBHO YTU-
UaTU Ha nepuenuujy bpeHaa MHCTUTyuMje M oanyke o ynucy (Jiménez Castillo &
Sanchez Ferndndez, 2019; Migkos, Giannakopoulos & Sakas, 2025). WHcTarpam ce
n3aBaja Kao nocebHo 3Ha4ajHa nnaTPopma, jep BU3YeNHU cagpiKaj U MHTepakumja yTu-
4y Ha M36op BNCOKOOBpa3oBHe ycTaHoBe (De los Reyes, 2023). Mpema uUcTpaxkusamy E.
Teobang u M. JeHuke (Theobald & Jentschke, 2020), aurntanHu KaHanm o6AuKyjy Leno-
KYMHO KOPUCHUYKO UCKYCTBO U NepLenuunjy MHCTUTYLMOHanHor 6peHaa.
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KynTyponowku GpakTopu Mmajy 3HauajHy yiory y o61MKoBakby MapKeTUHT CTpa-
Teruja BMcoKor obpasoBarba, NOCEOHO Y KOHTEKCTY MHTEpPHaUMOoHanm3aumje. OHM yTudy
Ha BpPegHOCTW, HOPME M OYEeKMBakba CTyAEeHaTa, Kao M Ha HauMH KOMyHMKauwuje ca
mehyHapogHum TpxkuwTtem. Bebep u bemep (Webber & Boehmer, 2008) pasmatpajy
C/IOXeH npouec HanaHcMparba ca KOjUM Ce Cyo4yaBajy BWCOKOLIKOJICKE YCTaHOBE Y
HacTojatby Aa MCTOBPEMEHO O4yBajy OAFOBOPHOCT, AOCTYNHOCT 06pa3oBarba U OpraHu-
3aUMOHY edMKaACHOCT, NPU YeMy WMCTUYY 3HAyaj CTPaTelKor ynpas/batba M Npuaaro-
OJbUBUX MPAKCU Y KOHKYPEHTHOM 06pa3oBHOM oKpyery. Kamunepu (Camilleri, 2019)
MCTUYe 3 YHUBEP3UTETU Y AUTUTANIHOj epy MOpPajy NPUMEHMBATU XONUCTUUYKMN NPUCTYN
MapKeTUHry, Koju objeduibyje AUrMTaNHE U TpaAMLMOHA/NHE KaHasle KOMyHUKauuje.
[pyluTBEHE MpeKe, BUAEO CaAPKaju U aHAIMTUYKKU aNaTh NOCTANN CY KIbYUYHU eNleMeH-
TV aurutanHux ctpaternja (Abadi & lvoniasari, 2024; Gonzalez & Wu, 2018). Ynotpeba
MHcTarpama omoryhasa usrpagtby eMoUMoHaIHE NOBE3AHOCTU U MAeHTUdMUKauNje CTy-
AeHaTta ca 6peHaom uHctutyumje (De los Reyes, 2023), 4OK ABOCMEPHa KOMYHMKaUMja
ponpuHock Behoj aHra*koBaHoOCTU KopucHKMKa (Peruta & Shields, 2017).

TupHu u NlaHdopga (Tierney & Lanford, 2015) yKkasyjy Ha To ga ycnex mehyHapo-
OHUX OrpaHaka yHMBEP3WUTETA HE 3aBUCU MUCK/bYYMBO Of, EKOHOMCKUX M OpraHM3aLmo-
HWX acnekaTa, Beh y 3Ha4yajHoj mepu 1 oA ycKknaheHOCTM OpraHn3aLMOoHe KyAType MaTu-
YHEe M OrpaHCKe MHCTUTYLMjE, KA M 0f, HAYMHA HA KOjU Ce MHCTUTYLMOHAHE BPeaHOCTH
WHTEPNPETUPAjY Y Pa3IMYUTUM KYATYPHUM KOHTEKCTUMA. Y KOHTEKCTY MHTEepHaLMOHa-
Nv3aumje, yHUBEP3UTETM MOpPajy NPWAAroAUTU CBOje NOPYKEe KYATYPHUM HOpPMama M
oyeKmMBarbMma UnbHUX rpyna (Hemsley-Brown & Oplatka, 2015). Axmag 1 bykaHaH
(Ahmad & Buchanan, 2017) yKa3yjy Ha To Aa aTpaKTMBHOCT /ioKauuje Takohe yTuye Ha
n3bop MHCTUTYLMje, AoK XyHr 1 JeH (Hung & Yen, 2022) HarnawaBgajy Aa je oAp’KMBa
WHTEePHaLUMOHanu3aumja moryha camo y3 MHTErpaumjy aHaIMTUYKOr NPUCTYNa U KyaTy-
ponoLlke oceT/buBOCTU. CaBpemeHa UCTparkMBara y 061act obpa3oBarba yKasyjy Ha
TO A2 MAPTHEPCKM O0AHOCU M3MeRNY MHCTUTYLMje U peneBaHTHUX aKTepa npeacTaB/bajy
K/bYYHM MexaHM3aMm 3a yHanpehere 06pasoBHUX UCXOAA M KBA/MTETA KOMYHMKaLMje,
npu Yemy ce 3ajeSHUYKO OeNoBatbe 3aCHUBA HAa Ae/betby O04TOBOPHOCTM, pecypca U
uus/besa (Stevanovi¢ & Trajkovié, 2024). Y Tom cMUCAY, AUTUTANHN MapKeTUHT npeacTa-
B/ba CTPATELKM anaT 3a NO3ULMOHMPArbe YHMBEp3UTeTa Ha rnobasnHom ob6pasoBHOM
TPXKULTY.

MeTtopgonoruja uctpaxkmsara

Y caBpeMeHOM KOHTEKCTY MHTEH3MBHE KOHKYpPeHUMje, MHTEepHaLMoHannsaumje n
AvruTanHe TpaHchopmaumje BUCOKOr o6pa3oBatba, MapKeTUHT CTpaTernje npeacras/ba-
jy 3HayajaH MHCTPYMEHT MO3WLMOHMPakba BMCOKOOBPA30BHMX ycTaHoBa. Y 3emsbama
pervoHa W da/be MOCTOjU HegoCTaTaK eMMUPMICKMX UCTPaXKMBakba Koja CUCTEMATCKM
WCNUTYjY Ha KOjM HAUYMH KYNTYPOOLIKE AEeTePMUHAHTE yTUUY Ha 06anKoBakbe 1 eduKa-
CHOCT MapKeTUHr cTpaTerunja. Mpobaem UCTpaXkMBatba YCMEpPEeH je Ha HeJO0BOJbHO pas-
jawreH oaHoC n3mehy KyNTypooWKNUX GaKTopa M MapKeTUHT cTpaTernja BUCOKoobpa-
30BHMX YCTAHOBA.

170



YTULaj KYATYPONOLIKMX GpaKTOpa Ha MAapKETUHT CTpaTernje BUCOKOOBPA30BHMX YCTAaHOBA Y 3eM/bama...

MpeaMmeT UCTparkMBakba je aHanu3a yTuuaja KynTyponowkux GakTopa Ha mapke-
TUHT cTpaTernje BUCOKOObpa3oBHUX ycTaHoBa y Penybanum Cpbuju, Xpsatckoj, Cnose-
Huju, UpHoj Fopu, BocHun n XepuerosmHu n CesepHoj MakepoHumju. Linm paga je pga ce
eMMUPUjCKMU UCMINTA YTULA] KYNTYPOIOWKNX GaKTopa Ha nepuenuujy u npumeHy map-
KeTUHT cTpaTernja, Kao u aa ce naeHTMOUKYjy Gaktopu Koju ytuyy Ha n3bop BUCOKOO-
6pasoBHe ycTaHoBe, Y3 popmynuncarbe npenopyka 3a yHanpehere mapKeTUHr npakce y
PasIMYUTUM KYATYPOJIOLLKUM KOHTEKCTUMA.

Kyntyponowke Bapujabne y uctpaxunsarby onepaLMoHaaM3oBaHe cy Kpo3 Bulle
ajTema Koju cy ce 04HOCK/IM Ha nepLenumjy cTyaeHaTa O BpeAHOCTMMA, KOMYHUKaUuju,
WHCTUTYUMOHA/IHOM WUAEHTUTETY U UHTEPHALMOHAJIHOj OpUjeHTaumju BUCOKOOOPa3oB-
HWX YCTaHOBA. BpeAHOCHM CMCTEM MepEH je Kpo3 CTaBOBe O 3Hayajy obpa3oBakba, aKa-
AEMCKOr ycnexa u yaore MHCTUTYyLMje Yy Pa3Bojy 3Hatba M KomneTeHuuja. OpywTeBeHu
NOEHTUTET U CUMBOIMKA MEPEHM CY KPO3 MepLenuunjy penyTtauuje MHCTUTYyLuje, BU3Y-
e/IHOT UAEHTUTETA M NPENO3HAT/bUBOCTU MHCTUTYLMjE Y jaBHOCTU. Je3nYKa U KOMYHUKa-
LUMOHa cneundUYHOCT 04HOCKMNA Ce HA HAaUYMH KOMYHMKaLMje MHCTUTYLMje ca CTYAEHTH-
Ma, ynoTpeby AUrnTaNHMX KaHana v NpunaroheHoCT KOMYyHUKauuje UM/bHUM rpynama.
Tpaauumja n MHCTUTYUMOHANHO Hacnehe mepeHu cy Kpo3 CTaBoBe O 3Havajy Tpaguumje,
yrnega v UCTOPUjCKOr pasBoja MHCTUTYLMje. KynTypHa AMCTaHLA M EKOHOMCKM KOHTEKCT
MEpPEHU Cy Kpo3 nepuenuunjy npuaaroheHoCT MapPKETUHT aKTUBHOCTU PasinymMTUM
KYJITYPHUM U €KOHOMCKMM YCNOBUMA, AOK CY MHTEPKYATYPHE KOMMNETeHUMje mepeHe
KpO3 CNOCOBHOCT MHCTUTYLMje Aa NpuByYe mehyHapoaHe cTyaeHTe, pa3Buja mehyHapo-
[AHa NapTHepcTBa M GYHKUMOHMLLIE Y MYNTUKYATYPHOM OKPYXKEHY.

MapKeTuHI cTpaTernje BMCOKOODOPa30BHMX YCTaHOBa OMepaLyoHann3oBaHe cy
KpO3 BulIe AMMEH3Mja Koje cy obyxsaTase MMM U MO3ULMOHUPAHE WHCTUTYLM]E,
KOMYHWKaLMOHe KaHane U AUTUTANHY NPUCYTHOCT, MHTEPKYATYPHY NpuaaroheHocT cTy-
AMjCKMX NMporpama, pasBoj NapTHEPCTaBa M 3aJpiKaBakbe CTyAeHaTa, Kao U AUTUTasIHY
WMHOBATUBHOCT U NepdopMaHCce MapKeTUHTra.

Cee Bapujabie mepeHe cy NPMMEHOM BULLE ajTema, NPU Yemy Cy UCIUTaHULM
oueHMBaNM CTeMeH cnarakba Ca HaBeaeHMM TBpAtbama NpUMeHoMm JIMKepToBe cKane
o4, 1 po 7. Y uctpaxkusamy je KopuwheH ayTopcKM KOHCTPyMCaH YNUTHMK, 3aCHOBAH Ha
TEOPUJCKMM U eMNUPHJCKMM UCTPaXKMBabUMA, a NOY34aHOCT MHCTPYMeHTa noTepheHa
je BpegHocTMMa KpoHbaxoBor anda KoeduumjeHTa. MpUKasaHO UCTpaxKuBakbe Y pasy
YCMEpeHo je Ha UCMUTMBakE YTULAja KYATYPONOWKMUX AETEePMUHAHTM HA MAPKETUHT
CTpaTervje BUCOKOOBPa3OBHMX YCTaHOBA, MyTeM A0KasuBatba cnegehux xunoresa:

nasHe ucmpaxusayke xurnomese

X1: KynTyposiowKe AeTePMUHAHTE MMAjy CTAaTUCTUYKM 3Ha4ajaH yTMuaj Ha ¢op-
MWparbe U NPUMEHY MapKeTUHF cTpaTervMja BUCOKOOOPa3oBHUX YCTAHOBA Yy 3emM/bama
pervoHa.

X2: Ha ocHoBy kynTyposowKkux paktopa moryhe je naeHtndukosatu pasnmumre
TUNoBe (Knactepe) BUCOKOOOPA30OBHMX YCTAHOBA KOjW Ce CTAaTUCTUUYKM 3HAYajHO pasnu-
KYjy Y TPUMEHN MapKeTUHT cTpaTeruja.
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lomohHe ucmpaxuea4yke xuriomese

X1.1: BpeAHOCHM CUCTEM MMA CTaTUCTUYKM 3HaAYajaH yTULAj Ha eleMeHTe MapKe-
TUHT cTpaTervje BUCOKOOOPA30BHUX YCTaHOBA.

X1.2: OpylITBEHN UAEHTUTET U CUMBOIMKA MMAjy CTaTUCTUUYKM 3HAYajaH yTULaj
Ha e/leMeHTe MapKeTUHT CTpaTervje BUCOKOOHPA30BHMX YCTAHOBA.

X1.3: Jeanyka u KOMyHMKaUMoHa cneunudUYHOCT MMa CTaTUCTUYKM 3HAYajaH yTu-
Laj Ha enemeHTe MapKeTUHT cTpaTernje BUCOKOOOPa3o0BHMX YCTaHOBaA.

X1.4: Tpaguumja n UHCTUTYLMOHANHO Hacnehe Mmajy CTaTUCTUYKM 3HaYajaH yTu-
Liaj Ha eflemeHTe MapKeTUHT cTpaTermje BUCOKOOBPa3oBHMX YCTaHOBA.

X1.5: KynTypHa AgucTaHUa M eKOHOMCKM KOHTEKCT MMajy CTaTUCTUYKM 3HavajaH
YyTULAj Ha ElEMEHTE MAapPKETUHT cTpaTernje BUCOKOOOPa30BHMX YCTaHOBa.

X1.6: IHTepKyATypHE KOMMNETEHLUM]e MMajy CTaTUCTUYKM 3HaYajaH yTULaj Ha ene-
MeHTe MapKeTUHT cTpaTervje BUCOKOOHPa3oBHMX YCTaHOBA.

X2.1: MocToje CTaTUCTUYKKM 3HAYajHE Pa3AMKe Y MPUMEHN MapKETUHI cTpaTernja
nsmehy naeHTMPUKOBAHMX KNacTepa BUCOKOOHPA3OBHMUX YCTAHOBA.

X2.2: UaeHTUDMKOBAHM KNacTepu ce CTaTUCTUUKM 3HAYajHO Pas/nKyjy y nornegy
KYANTYyponoLWwKnx dakTopa.

3a 06paay W aHanu3y nogaTtaka KopuwheH je cTaTUCTUYKM NakeT IBM SPSS Stati-
stics 26. MpumereHe cy meTofe OECKPUMNTMBHE CTAaTUCTUKE paau NMPMKasa OCHOBHUX
KapaKTepuCTMKa y30pKa. 3a UCNUTUBAkbE YTULLAja KYNTYPOOLWKMX GaKTopa Ha enemeH-
Te MapKeTUHT CcTpaTernje NnpMMer-eHa je BULLIEeCTPYKa perpecMoHa aHanusa. Pagu naen-
TUPUKaLMje XOMOreHUX rpyrna BUCOKOOBPA3OBHMX YCTAaHOBA Ha OCHOBY KY/ATYPOJOLIKMX
dakTopa KopuwheHa je KnacTep aHanM3a, Npu YemMy Cy NPUMEHEHE XMjepapXujcKa Kna-
cTep aHanusa (Ward meTtoza) n K-means Knactep aHanvsa. Pasnunke usmehy naeHtu-
OMKOBAHUX KaacTepa y MPUMEHW MapPKETUMHI CTpaTernja UCnUTUBaHe Cy NMPUMEHOM
aHanuse BapujaHce (ANOVA). HMBO cTaTUCTMUKe 3HaYajHOCTM yTBpheH je Ha p < 0,05.

MUcTparknBakbe je cnpoBeAeHo y neproay o4, mapTta Ao centembpa 2025. rogmHe
M 0byxBaTUIO je YKynHO 740 UCMMTAHWKA Ca BUCOKOOBPA3OBHUX YCTAHOBA Y 3eM/bamMa
pervoHa. Y30paK y UCTpaxuBaky YNHUAN CY CTYAEHTU BUCOKOOOPA3OBHUX YCTAHOBA Y
3eM/baMa PernoHa, Kao NPMMapHa LUW/bHA rpyna MapKeTUHT aKTUBHOCTM BMCOKOLUKO/-
CKMX ycTaHoBa. McnutaHuum cy u3abpaHu metogom fobpoBosbHOr ydyewha, nytem
OH/AjH YNUTHUKA KOjU je AUCTpUOYMpaH NPeKo MHCTUTYLMOHANHUX U CTYAEHTCKUX KO-
MYHWKaLMOHNX KaHana. CTPyKTypa y30pKa npema TUNy MHCTUTyLMje NoKasyje aa Behu-
HY YMHEe CTYAEeHTU ca NpUBaTHUX BUCOKOODBPA3OBHMX ycTaHOBA (68,4%), Aok 31,6% mucnu-
TaHUKa noxaha AapKaBHe BUCOKOOOpa3oBHe ycTaHoBe. OBa CTPYKTypa y3opka omoryhasa
aHanu3y nepuenumje MapKeTUHT aKTUBHOCTM Y Pa3IMYUTUM UHCTUTYLLMOHATHUM KOHTEK-
CTMMa, C 063MPOM Ha TO Za NPMBATHE U APKABHE YCTaHOBE MPUMEHLYjY PasanuuTe map-
KETUHT MPUCTYNe, HUBOE AUTMTa/IHE KOMYHWKauuvje n cTpaTernje nosvumMoHMparba Ha
TPXULITY BUCOKOT 0bpasoBarba. [lpema TepuTopujanHoj pacnogenu, y UCTpaxkuBary cy
ydyectBoBanu crtyaeHtTn us Cpbuje (33,4%), bocHe n XepuerosuHe (20,0%), XpBaTcke
(12,8%), Cnosenuje (11,9%), CeBepHe MakegoHuje (12%) n LpHe Tope (9,9%), wTo
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obesbehyje peneBaHTHY pervoHasiHy 3acTyn/beHOCT M omoryhaBa ynopeaHy aHanusy
KYNTYPOJIOLKUX U MapKeTUHT 06pasaua y BUCOKOM obpa3oBakby.

Pesynrtatun

JeckpunTMBHA CTaTUCTUKA NPUMEHEHA je pagu NPMKasa OCHOBHUX KapaKTepwu-
CTMKa y30pKa M onwTnx obpasaLa oArosopa 3a aHanM3npaHe Bapujabne. Pesyntatu ge-
CKPUNTUBHE aHa/M3e cy NpuKasaHu y Tabenm 1.

Tabena 1
JeckpunmusHa cmamucmuka u noyzoaHocm sapujabau

Bapujabne OsHaka N MuH  Makc M SD Cronbacha
BpegHocHM cuctem Kol 740 1 7 4,23 1,99 ,71
ApywTsenm naeHTvTer Ko2 740 1 7 460 1,79 75
1 cumbonuka

Je3nyKa u KoMyHMKaLmMoHa K3 740 1 7 478 187 74
cneumduryHocT

Tpagmumja U UHCTUTYLMOHANHO Ka 740 1 2 468 187 78
Hacnehe

RyATYypHa ANCTaHL v Kos 740 1 7 466 214 76
€KOHOMCKM KOHTEKCT

NHTepKynTypHe KomneTeHunje Kd6 740 1 7 4,71 2,21 ,77
VML 1 nosuuuonnparse MCl 740 1 7 477 1,70 75
MHCTUTYUMje

KOMYHMKaLMOHM KaHanu MC2 240 1 7 498 174 80
W ANTUTaNHA NPUCYTHOCT

NHTepKynTypHa

npunaroheHocT CTYANjCKUX MC3 740 1 7 502 1,76 ,79
nporpama

Pa3soj naprHepcrasa u MC4 740 1 7 4,96 1,99 ,82
3afp)KaBatbe CTyaeHaTta

[OnrntanHa MHOBATUBHOCT U MC5 740 1 7 499 176 79

nepdopmaHce MapKeTHHra

[eckpnnTMBHA CTaTUCTMKA YKasyje Ha yMepeHO BUCOKe cpeatbe BPeAHOCTU CBUX
aHanM3MpaHux Bapwujabnu, WTO yKasyje Ha MO3UTMBHY Mepuenuunjy Kako KynTyposo-
WKKMX PpaKTopa TAaKo M enemeHaTa MApPKETUHT CTpaTernje BUCOKOOOPaA3OBHMX yCTaHOBA.
Cpeatbe BpegHOCTU KYATYPOJIOWKMX PpaKkTopa Kpehy ce y pacnoHy oa 4,23 go 4,78, npu
Yemy Cy HajBULLE OLLEHEHE je3UYKA U KOMYHUKALMOHA CNeundUUYHOCT U MHTEPKYATYpHE
KOMMeTeHUMje, LOK je HajHUKe OLeHeH BPegHOCHM CUCTEM.

KoZL MapKeTWHr cTpaTerunja, Hajulie cpepgre BpeAHOCTM 3abenexeHe cy 3a
WHTEPKYATYPHY NpuaaroheHocCT cTyAnjCKUX Nporpama u AUrMTanHy MHOBATUBHOCT, LUTO
YKasyje Ha 3Ha4yaj MOAEePHMX U MHTEPHALMOHANHO OPUjEHTUCAHUX MPUCTYNA Y BUCOKOM
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obpasoBarby. BpegHoOCTM cTaHAapAHUX AeBUjaLMja YKA3yjy Ha ymepeHy BapujabuaHocT
oarosopa, Aok BpeaHocT KpoHbaxosux anda koeduumjeHaTa, Koje ce Kpehy namehy
0,71 v 0,82, noTephyjy 3amoBosbaBajyhy yHyTpallty KOH3UCTEHTHOCT W NOy3AaHOCT
CBMX KopuwheHux ckana.

KopenauunoHa aHanusa je npumerbeHa ca Lu/bem ucnutueatba mefycobHe nose-
3aHOCTM KYATYPOJIOWKMX GaKTopa M enemeHaTa MapKeTUHT cTpaTervje BMCOKoobpa-
30BHMX ycTaHoBa. OBa aHanu3a omoryhaBa uaeHTUOMKALMjy NpaBLa M MHTEH3UTETa
opHoca usmehy Bapujaban M npeacTaB/ba OCHOBY 33 Aasby NPUMEHY perpecuoHe u
KnacTep aHanuse. OcTBapeHe KopesialMoHe BPegHOCTM Cy NpuKasaHe y Tabenu 2.

Tabena 2
KopenayuoHa aHanu3za sapujabau

Bapwujabne Kol Kd2 K®3 KP4 K®5 Kd6
MC1 74" ;73" ,78" ;72 ,78™ ,79™
MC2 74" ,76™ 77 ;73" ,79™ ,79™
MC3 ,68™ ;71 73" 71 77 , 78"
MC4 ,75™ ,73™ ,75™ ;727 81" 81"
MC5 74" ,69™ ,75™ ,68™ ,76™ ,80™

HanomeHa. ** p < ,01.

KopenaunoHa aHanv3a nokasyje ga uamehy cBMX KyATyposowkux ¢akTopa u
enemeHaTa MapKeTUHr cTpaTervje nocToju NO3UTUBHA U CTaTUCTUUYKM 3HAYajHa nosesa-
HOCT Ha HuBoy p < 0,01, npu yemy ce BpefHOCTU KoeduunjeHaTa Kopenaumje Kpehy y
pacnoHy og, r = 0,68 go r = 0,81. BpeaHOCHU CUCTEM M je3NYKA M KOMYHWKaALMOHA cne-
UMOUYHOCT OCTBapYjy BUCOKE Kopenauuje ca UMULIOM U NMO3ULMOHUPaHEM MHCTUTYLN-
je (r=0,74 v r =0,78), WTO yKasyje Ha 3Ha4aj APYLUTBEHUX BPEAHOCTM U KOMYHUKaLuje
Y U3rpagtu MHCTUTYLUMOHANHOT MMUKLa. [ApyWwTBeHN NAEHTUTET U CMMBOAKMKA NOKasyjy
n3paxeHy NoBe3aHOCT Ca KOMYHUKALMOHMM KaHa/MMa U AUrMTasHOM npucyTHowhy
(r = 0,76), pok TpagMuMja U UHCTUTYLMOHANHO Hacnehe ocTBapyjy HELWTO HUXKe Kope-
NlAUMOHE BPEAHOCTU Y OAHOCY Ha AUMUTaNHY MHOBAaTUBHOCT M nepdopmMaHce MapKeTUH-
ra (r = 0,68). HajcHaxHKWje KopenauuoHe oHOCe OCTBapYjy KYATypHa AMCTaHLA U eKo-
HOMCKM KOHTEKCT, Ka0 U UHTEPKYATYpHEe KomneTeHuuje, nocebHo y oaHOCY Ha pa3Boj
napTHepcTaBa M meperbe edMKaCHOCTM MapKeTUHr aktueHoctu (r = 0,81 u r = 0,81).
Pe3yntatu yKasyjy Ha CHaxXHy mehy3aBUCHOCT KyNTypoO/IOWKUX GakTopa U MapKeTUHT
cTpaTterunja, WTO onpaBAaBa Aa/by NPUMEHY perpecuoHe aHanuse.

CBW perpecMoHr moaenu, npuKasaHu y Tabenu 3, cTaTUCTUUKK cy 3HadajHu (p < 0,01),
WITO yKa3yje Ha onNpaBAaHOCT NPUMEHEe BULLECTPYKe perpecMoHe aHanuse. BpegHoctu
KoedpuumjeHTa geTepmuHaumje (R?) nokasyjy Aa KyATYpPONOWKN GaKTOPW Yy 3Ha4ajHOj

174



YTULaj KYATYPONOLIKMX GpaKTOpa Ha MAapKETUHT CTpaTernje BUCOKOOBPA30BHMX YCTAaHOBA Y 3eM/bama...

Mepu 0b6jalwrbaBajy BapujaHCy MapKeTUHT cTpaTernja, NnocebHo y AOMEHY NapTHEPCKMX
04HOCA, NO3ULMOHUPAHba U ePUKACHOCTU MAPKETUHT aKTUBHOCTU. JobujeHun pesyntaTtu
npeacTas/bajy OCHOBY 3a Aa/by MHTepnpeTauujy U BU3YE/SHM MPUKa3s pPerpecroHor
mogena.

Tabena 3

Pe3ynmamu guwiecmpyKe peapecuoHe aHasu3se

Bapwujabne MC1 MC2 MC3 McC4 MC5
Kol ,09% ,04 -,05 ,15% ,17*
K2 ,02 ,14%* ,05 ,01 -,10*
K3 ,22% ,10 ,07 -,04 ,16*
Kd4 -,05 -,02 -,00 -,09* -,16*
Kd5 ,20% ,27% ,28% ,37% ,21%
Kod6 ,37% ,32% ,AT* ,A5% ,54%*
R? ,67 ,68 ,64 ,70 ,67

F (Sig.) <,01 <,01 <,01 <,01 <,01

HanomeHa. * p <,05

Ha ocHOBY pe3ynTaTta npuKasaHux y Tabenu 3, youasa ce Aa KyATypOJOLWKM daK-
TOPW UMAjy PasNUUNUT MHTEH3UTET U CMEpP YyTULAja Ha NojeauHe AMMEH3Nje MAPKETUHT
cTpaternje. KO5 n K6 nokasyjy HajcTabuUAHMjM U Hajjaun yTULA]j KPO3 CBE MoJene, A0K
nojeauHe KyNnTypoOJIOLIKE AWMMEH3Wje OCTBapyjy CeNeKTMBAaH WAM HeraTueaH edekar,
nocebHo y obnactn TpaauumoHanHux obpasaua noHawara. JokasnBare Noctas/be-
HWX XMNOTe3a U3BPLUEHO je Ha OCHOBY pe3ynTaTa BULLIECTPYKE PerpecMoHe aHanuse,
NPy Yemy Cy Kao K/byYHU KpuTepujymu KopuwheHn koeduuujeHTU peTepMmuHaumje
(R?), ctaHOapan30BaHM perpecuoHmn KoebuumjeHTu (B) U HMUBOM CTaTUCTUUKE 3HaYajHO-
ctn (p).

OnuwTa uctTparkmeayka xunotesa X1 y noTnyHocTu je noTepheHa, jep cy CBM aHa-
NN3MPaHN PErPecMoHM MOAENWN CTaTUCTMUKM 3HadajHu (p < 0,01), ook BpeagHocTn R?
YKasyjy Ha TO Aa KyATYypOJIOWKKN PpakTopu objawrsaBajy usmehy 64% n 70,4% BapujaHce
MapKeTuHr ctpaternja (MC1: R? = 0,67; MC2: R? = 0,68; MC3: R? = 0,64; MC4: R? = 0,70;
MC5: R? = 0,67), wTO npeAcTaB/ba BEOMa BMCOK HMBO ObjalirbeHe BapujaHce y apy-
LUTBEHUM HayKama.

XunoTtesa X1.6 je notBpheHa, byayhu aa cy MHTepKynTypHe KomneTeHuuje (KD6)
Yy CBUM MoZenMma UAeHTUPMKOBAHE Kao Hajjauu nojeamHayvyHM NpeamkTop, ca HajBu-
Wwnm BpeaHocTMma B KoedpuumjeHata (MS1: B = 0,37; MC2: B = 0,32; MS3: B = 0,47;
MC4: B = 0,45; MC5: B = 0,54; p < 0,01), wWTO yKa3syje Ha HUXOB AOMUHAHTAH U KOH3U-
CTEeHTaH YTULAj Ha CBe e/leMeHTe MapKeTUHT cTpaTeruje.

Xunotesa X1.5 je Takohe y BenMKoj mepu notepheHa, ¢ 063Mpom Ha To Aa KyA-
TYpHa AMCTaHLLA U EKOHOMCKM KOHTEKCT (KD5) nokasyjy cTaTUCTUYKKM 3HaYajaH M CcTabu-
NlaH YTULUAj Ha BULLE AMMEH3Mja MAPKETUHr cTpaTernje, nocebHo Ha KOMYHWKaLMOHe
KaHane u aurntanHy npucyTHocT (B = 0,27), UHTEPKYATYPHY NpuaaroheHocT CTyamjCKUX
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nporpama (B = 0,28), pa3Boj napTHepcTaBa M 3agpKaBatbe ctyaeHata (B = 0,37) u auru-
Ta/IHy MHOBATMBHOCT 1 NnepdopmaHce mapKeTuHra (p < 0,01).

Xunotese X1.1 n X1.3 cy notspheHe, jep BpegHocHU cuctem (Kd1), kao u jesunu-
Ka U KOMyHMKaumoHa cneuudunyHoct (KO3), Mmajy CTaTUCTUUKM 3HaYajaH yTULj Ha no-
jeAnHe cermeHTe MapKeTWUHr CTpaTernje, Npe CBera Ha pPa3Boj NMapTHepCTaBa W 3ajpiKa-
Batbe CTyAeHaTa U AUrUTasHY MHOBATMBHOCT M NepdOpMaHCe MapKeTMHra, Kao U Ha
MWL M NO3MLMOHUPatbe MHCTUTYUMje (p < 0,01), ann He 1 Ha CBe aHaM3MpaHe ucxoae.

Xunotesa X1.2 je orpaHMyeHo notBpheHa, NOWTO APYWTBEHN UAEHTUTET U CUM-
6onuka (KP2) nokasyjy ymepeH, anu CTaTUCTUYKM 3HaYajaH yTULAj UCK/bYYMBO Y MoJe-
NIy KOMYHUKALMOHUX KaHana U gurutanHe npucytHoctn (MC2; R? = 0,67). Hacynpot
Tome, xunotesa X1.4 je oabaveHa, jep Tpaguumja u UHCTUTYLMOHaNHO Hacnehe (KP4) y
nojeAnHUM MOZEeNMMa OCTBapYjy HEraTMBaH M CTaTUCTUYKKM 3Ha4vajaH edekaT, nocebHO
Yy OOMeHy pa3Boja NapTHepCTaBa M 3ajpXKaBarba CTyAeHaTa U AurMtasHe MHOBATUBHO-
CTM 1 NepdOPMaAHCU MAPKETMHIA, LUTO yKasyje Ha noctojatbe KoHOGAMKTA namehy Tpa-
ANUMOHANHUX KYNTYpONOLWKKUX obpasaua M caBpeMeHunx, nepdopmMaHCHO OpujeHTuCa-
HUX MapKeTUHT NPUCTYna y BUCOKOM obpa3oBatby. OBaj pe3ynTaT yKasyje Ha To Aa CHa-
YKHO OCNarbarbe Ha TpaguuMOoHaniHe BPeAHOCTHU, OPraHn3aumnoHe CTPYKTYPe U UCTOpWj-
cKu popmupaHe moaene GyHKLMOHUCAHA MOXKe NpeacTaB/baT orpaHuyaBajyhu dak-
TOp Yy Npouecy MoAepHusaumje u aurutanHe TpaHchopmaLmje BUCOKOr obpa3oBakba.
MaKo MHCTUTYUMOHANHO Hacnehe nNpeacTaB/ba BaXKaH eeMeHT UAEHTUTETA U penyTa-
LMje BUCOKOLUKONCKUX YCTAaHOBA, OHO MOXe UCTOBpPEeMEHO AeN0BaTu Kao ,TepeT Hacne-
hHa” Koju ycnopasa yBohere caBpeMeHUX MapKeTUHT NPUCTYNA, AUTUTANHUX KOMYHUKa-
LMOHMX KaHana n mehyHapoaHe capaatbe. OBaj Hanas notephyje cTaBose Aa opraHu-
3auMje ca oyrom TpaauLMjomM YecTo Cropuje yCBajajy MHOBALMje U TeXe MeHbajy NocTo-
jehe opraHusaunoHe mogene.

Knactep aHanusa KynTyponowKkux pakropa
M MapKeTUHT cTpaTteruja

Knactep aHanusa je npumerbeHa ca LM/beM MAEHTUOUKALM]E XOMOTeHUX rpyna
BMCOKOOOPA30BHMX YCTAaHOBa Ha OCHOBY KY/ATYpPONOLWKMX dakTopa. Kao ynasHe Bapwuja-
6ne KopuwheHo je WecT KyATYPONOWKNX AMMEH3Mja: BpeaHOCHM cucTem (KD1), apy-
WTBEHU MAEHTUTET U cumbonuka (KP2), jesnyka M KOMyHMKaumoHa cneumduUyHoCT
(KD3), Tpagmumja n MHCTUTYUMOHaNHO Hacnehe (KP4), KynTypHa AMCTaHUA U eKOHOM-
CKU KoHTeKcT (KD5) n nHTepkyntypHe KomneteHuuje (KO6).

Y npBoj ¢a3n npumereHa je xujepapxujcka Knactep aHaamsa npumeHom Ward
MeToe M KBafpaTHe eyKAnACKe AUCTaHUe pagu yTephuBara ontumanHor 6poja Kna-
cTepa. AHaAN30M AeHAPOrpama u ariomepaumnoHe Wweme naeHTMGMKOBaHa cy Tpu Kna-
CTepa, HaKoH Yera je y apyroj ¢asm npumerbeHa K-means knactep aHanusa. KoHsep-
reHuuja pelwerba NOCTUIHYTA je HAKOH NeT uTepauwuja, LWTO yKasyje Ha cTtabuaHocT
[obujeHnx knactepa. OBMM je noTBpheHa rnaBHa Knactep xunoTesa X2, npema Kojoj je
Ha OCHOBY KyATypoJsiowKunx daktopa moryhe naeHTMduKosatn jacHo gudbepeHumnpaHe
KnacTepe BUCOKOOOPa3OBHUX YCTaHOBA.
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Tabena 4
duHanHU yeHmMpoudu Kaacmepa npema KyamyposnowKum hakmopuma

Kyntyponowku Rnactep 1 Knactep 2 Knactep 3
dakTopu (n=185) (n=412) (n=143)
Kol 1,18 5,44 4,65
Kd2 1,93 5,79 4,63
Kd3 1,96 6,08 4,71
K4 1,85 5,94 4,70
Kd5 1,26 6,10 4,91
Kd6 1,24 6,22 4,87

PesyntaTv npuKasaHu y Tabenu 4 yKasyjy Ha jacHe pas/ivKe y KyATYPONOLWKMM
npodpuanuma nsmehy naeHTMGMKOBaHMX Knactepa.

Knactep 1 KapakTepuiy n3pasmuto HWCKE BPEAHOCTU CBUX KYNTYPONOWKUX daK-
TOpa, WTO YKasyje Ha MHCTUTYUMje ca TPaAULMOHANHUM U 3aTBOPEHUJUM KYJATYPHUM
MOZE/OM.

Knactep 2 6enexu Hajsuwwe BPesHOCTM Y CBMM AMMeEH3Mjama, nocebHO Kopa
WMHTEPKYNTYPHUX KoMmneTeHuMja (KD6 = 6,22) n KynTypHe AUCTaHLLE U EKOHOMCKOT KOH-
Tekcta (KP5 = 6,10), wTo yKkasyje Ha rnobanHo opujeHTUCaHe U CTpaTeLlKM NO3ULMUOHU-
paHe MHCTUTyuMje.

Knactep 3 nokasyje ymepeHe BpeAHOCTU KyATYpONOLWKKUX daKTopa U npeacra-
B/ba MHCTUTYLMje Y dasn KynTypHe 1 opraHu3aumoHe TpaHcdopmaumje. Ha ocHOBY 0BMX
pesynTaTa xunoTe3a X2.1 je notepheHa.

Tabena 5
ANOVA pe3zynamamu — passuKe y MapKkemuHa cmpameaujama usmehy Kaacmepa

MapkeTuHr cTpaTteruja F p

MC1 762,28 <,01
McC2 704,67 <,01
MC3 619,46 <,01
MC4 800,70 <,01
MC5 643,63 <,01

Pesyntatn ANOVA aHanv3e noKasyjy ga noctoje CTaTUCTMYKM 3HA4ajHe pasnnke
namehy Knactepa y cBUM aHanM3MpaHMm AMMeEH3WjaMa MapKeTUHr cTpateruvje (p < 0,01).
MocebHO BUCOKe F BpeaHOCTM 3abenexeHe Ccy KoA, pa3Boja NapTHepCTaBa U 3aJprKaBa-
ta cTygeHata (F = 800,70) 1 MMua U NO3MLUMOHUPaHba MHCTUTYUMje (F = 762,28), WwTo
yKasyje Ha TO Aa NpPUNagHOCT KAacTepy CHaXKHO YCN0B/baBa HAYUH U MHTEH3UTET Npwu-
MeHEe MapKeTUHr cTpaTervja. OBum je xunoTesa X2.2 norepheHa.
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Tabena 6
MpoceyHe spedHocmMu MapKemuH2 cmpameauja rno Kaacmepuma

MapKeTuHr cTpaTterunje Knactep 1 Knactep 2 Knactep 3
MC1 2,47 5,82 4,73
MC2 2,64 6,03 4,99
MC3 2,69 6,04 5,12
McC4 2,14 6,07 5,41
MC5 2,65 6,02 5,04

AHanusa cpeparux BpeAHOCTM NOKasyje Aa KaacTep 2 ocTBapyje HajBuLle pesyn-
TaTe y CBUM MapKeTUHI cTpaTernjama, AoK Knactep 1 6enexu HajHUKe BpPefHOCTH, a
Knactep 3 3aysuma MHTepmegMjapHy nosvuunjy. OBM pesyntatm AoAaTHO noTephyjy
Hanasze ANOVA aHanuse 1 yKasyjy Ha NPakTUYHM 3Hayaj MAeHTUOMKOBaAHUX KnacTepa.

Ha ocHoBy pe3ynTaTa NpuKasaHux y Tabenama 4, 5 u 6 mo¥e ce 3aK/byunTh Aa cy
cBe Knactep xunoTese notspheHe. Xunotesa X2 je notepheHa naeHTUdGUKaumnjom Tpm
jacHo gudepeHumpaHa Knactepa. XvnoTesa X2.1 je notBpheHa 3Ha4yajHUM pasinKama y
KyATyposiowKmum dpakTopuma nsmehy Knactepa, AOK je xunoTtesa X2.2 notspheHa ctatu-
CTUYKM 3HAYaAjHUM pPas3/iMKama y NPUMEHN MapKeTUHT cTpaTternja. Knactep aHanusa no-
Kasyje Aa KynTyponowku npodmnn BMCOKOOBpPa3oBHMX YCTaHOBA YC/0B/baBajy pas3iu-
YnTe MapKEeTUHT MpucTyne.

Ouckycnja

PesynTtatu perpecvoHe aHanuse notephyjy Aa KyATYpONOLWKM daKTopu Mmajy
CHaKaH M CTaTUCTUYKM 3HaYajaH yTULAj Ha 0BNMKOBatbe MAPKETUHT CTpaTernja BUCOKO-
06pa3oBHUX YCTAHOBA, LUTO je Y CKAaAy ca TEOPUjCKMM CTaBOBMMA KOjU YKa3yjy Aa map-
KETUHF Yy BMCOKOM 06pa3oBatby MpeBasvnasu UCK/bYYMBO TEXHUYKE U MPOMOTUBHE
acnekTe. MNocebHO M3paxKeH yTULAj UHTEPKYATYPHUX KOMMETEHLMja U KyATypHe Amc-
TaHLEe M eKOHOMCKOI KOHTEeKCTa noTephyje Hanase ayTopa Koju MUCTUYY Aa je ycnewHa
WHTepHauMoHannsaumja moryha camo Kpo3 KyATypOJIOLWKN OCET/bMBE M aHAZIUTUYKK 3a-
cHOoBaHe MapkeTuHr npucTtyne (Hemsley-Brown & Oplatka, 2015; Hung & Yen, 2022).
OBW pe3ynTaTM A0L4ATHO OCHAXYjy TBPAHbY A3 AUrUTaNHa TpaHchopmaLmja y BUCOKOM
obpasoBarby Mopa 6UTK NpaheHa CTpaTeWwKUM pasyMeBatbeM KyATYPHOT OKPYXKeha Y
Kome UHCcTMTyuuje aenyjy (Camilleri, 2019; Selwyn, 2016).

Hanasu knactep aHanu3e yKkasyjy Ha noctojarbe jacHo aAndepeHLumpaHmx TMNoBa
BMCOKOOOPA30BHMX YCTaHOBA Y pervoHy, wro notephyje Aa MHCTUTYyuMje He pearyjy
YHUPOPMHO Ha npouece AurMTanmsaumje U MHTepHauMoHanusaumnje. Knactepu Koju
NMokKasyjy BuLIe BPeAHOCTU UHTEPKYNTYPHUX KOMMETEHLMja U je3udKe U KOMYHWUKALMO-
He cneuMdUYHOCTM UCTOBPEMEHO OCTBAPYjy BULIE HWUBOE AUTMTasIHE MWHOBATMBHOCTH,
pa3BoOja MapTHepCTaBa M MmMuLa MHCTUTYUnje. OBO je y CKIady ca Hanasmma npeTxoa-
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HUX UCTParKMBaHba KOja Harnalasajy A3 aKTMBHA AMIUTasHA MPUCYTHOCT, YK/bydyjyhu
ynoTpeby ApywTBeHUX Mpexa, live streaming-a v BU3yenHOr cagpikaja, 3Ha4yajHo yTuye
Ha nepuenuujy MHCTUTYLMOHANHOT BpeHaa M aHraxkoBake ctygeHata (Abadi & Ivonia-
sari, 2024; De los Reyes, 2023). Knactepu ca HUMXUM KyATypOJIOLIKMM BPeaHOCTMMA
MoKa3yjy OrpaHu4eHy MpUMMeHy CaBpeMeHWX MAPKETUHT CTpaTerunja, WTO yKasyje Ha
NocTOjakbe CTPYKTYPHUX U KYATYPHUX Bapujepa y npouecy TpaHchopmaLmje.

MpuaMkom mHTepnpeTaunje pesyntata NOTpebHO je y3eTn y ob3up CTpyKTypy
Yy30pKa, jep BehnHy nCNUTaHMKa YMHE CTYAEHTM NPUBATHUX BUCOKOOOPA3OBHUX YCTaHO-
Ba (68,4%), DOK CTYyAEHTU APXKABHUX YCTaHOBa YMHe 31,6% y30pKa. MaKo gpiKaBHU YHK-
BEP3UTETM AOMUHUPAjy No 6pojy cTyAeHaTa y pernoHy, NpuBaTHe ycTaHoBe Aenyjy y
KOHKYPEHTHMjEM OKPYKekby 1 y Behoj mepu NpumMerbyjy MapKeTUHT cTpaTeruje u aurm-
TaNHY KOMyHUMKauujy. 360r Tora CTyAeHTM NPUBATHUX YCTAHOBA MMajy U3PaXKeHW]y nep-
Lenumnjy MapKeTUHI akKTUBHOCTM, LITO je pefieBaHTHO 33 NpegMeT UCTparkmBakba. Mnak,
OBaKBa CTPYKTYpa y30pKa npeacTaB/ba oapeheHo orpaHuyerbe y nornesy reHepanmsa-
uunje pesyntata, Te 6u 6yayha muctpaxkusarba Tpebano ga obyxeate sehu 6poj ucnurta-
HWKa ca ApKaBHUX YHUBEP3UTETA.

Pe3yntatv ucTpaxkusara notephyjy Teopujcke NOCTaBKe Mpema Kojuma Auru-
TaJIHW MAPKETUHT Y BUCOKOM 06pasoBakby He MoxKe buTth edukacaH 6e3 mHTerpaumje
KY/NITYPOIOLIKUX GaKTOpa Yy CTpaTelKo naaHuparbe. Hanasm cy y ckaagy ca CTaBoOBMMA
UNESCO-a (2019) u British Council-a (2017), Koju Harnawasajy Aa OApXKMBa KOHKYPEHT-
HOCT BMCOKOOOPA30BHMX YCTaHOBA 3aBUCU OZ YCKNahmBakba AUrUTaNHUX CTpaTernja ca
WUHCTUTYUMOHAHUM UAEHTUTETOM, BPEAHOCHUM CUCTEMOM W OYEKMBaHbMMA Pas3anyu-
TUX UM/bHUX Tpyna. OBUM ce eMNUpMjcKM noTephyje Aa KyATYPONOLWKKM KOHTEKCT He
npeacraB/ba NpaTehn eNemMeHT MapKeTUHT aKTUBHOCTHM, Beh HUXOBY CYLUTUHCKY AeTep-
MWHAHTY, LUTO MMa 3HaYyajHe MMNAKKauMje 3a byayha ncTpaskmMBakba U NPAKTUYHY NpU-
MeHY MapKeTUHT cTpaTeryja y permoHasHoM U mehyHapoaHOM KOHTEKCTY.

3aKk/byyaK

PesyntaTv nctpaxkuearba nNoTephyjy Aa KYATYPONOLWKM GaKTOPU MMajy 3HaYajHy
ynory y 0611MKoBakby U NPUMEHN MapKeTUHT cTpaTernja BUCOKOOBPA3oBHMX yCTaHOBA Y
3em/bamMa permoHa. Hanasu BuLeCTpyKe perpecuoHe aHaiM3e yKasyjy Ha BUCOK cTeneH
objawreHe BapujaHCce MapKeTUHT CTpaTernja, Npu Yemy ce MHTePKYATYpPHE KOMNeTeH-
uMje U KynTypHa AUCTAaHLA MU EKOHOMCKM KOHTEKCT U34Bajajy Kao HajCHaXKHMUjWU NpeauK-
TOpPM, WITO Harnalwasa 3Hayaj aganTMeHOCTM M meflyHapoaHe opujeHTaumje y caspeme-
HOM BMCOKOM 06pa3oBakby.

Knactep aHanusa je naeHtndmKosana Tpu jacHo andepeHumpaHa TMna MHCTUTY-
UMja, KOjU ce 3HAYajHO PasNUKYjy Y KYNTYPOSOLIKMM NPodUIMMa U NPUCTYNMMa mapKe-
TUHry. OBM pe3ynTaTu yKasyjy Ha TO Aa YHUPOPMHU MAapPKETUHT MOAENM HUCY afeKBaT-
HW 1 Aa je HeonxodaH pa3eoj audepeHUMpaHunX, KYATYPOIOLWKM OCeT/bUBUX CTpaTernja
npunarofheHnUx MHCTUTYLMOHANHOM KOHTEKCTY.
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MpaKTUYHM JONPUHOC paga ornesa ce y NpMMeHu pesyaTaTta y npouecuma cTpa-
TELKOr NJaHMpakba M ynpaB/bakba MAapKETUHIOM Y BMCOKOOOPA30BHMM yCTaHOBaMa,
nocebHO y UM/by jadarba KOHKYPEHTHOCTM Ha mehyHapogHom TpxKuwTy. OrpaHuyerbe
paja O4HOCK Ce Ha MPeceyHU UCTPAXKMBAYKM AM3AjH M Ha CTPYKTYpPY Y30pKa, Y KOjoj
AOMUHMPAjy CTYAEHTU NPUBATHUX BUCOKOOBPA30BHMX YCTAaHOBA, LITO MOXE YTULLATU Ha
moryhHOCT reHepanusaumje pesyntata Ha LENOKynaH CMCTemM BUCOKOr obpasoBatrba y
pervoHy. byayha nctpaxusarba mory 6UTM ycmepeHa Ka JOHMUTYAUHAAHUM NPUCTYNK-
Ma, YK/byunsarby Beher 6poja ApiKaBHMX YHMBEP3UTETa W MPOLIMPEHY aHaiv3e Ha
WKPU UHCTUTYLMOHANHN U MefyHapOAHM KOHTEKCT.
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ABSTRACT

This study examines the influence of cultural factors on the formulation and
implementation of marketing strategies in higher education institutions across the
countries of the region. The research was conducted on a sample of 740 respondents
from higher education institutions in Serbia, Croatia, Slovenia, Bosnia and
Herzegovina, Montenegro, and North Macedonia. A quantitative research approach
was applied, employing descriptive statistics, correlation analysis, multiple regression
analysis, and cluster analysis. The results reveal a strong and statistically significant
impact of cultural dimensions — particularly intercultural competencies and cultural
distance — on various aspects of marketing strategies in higher education institutions.
Cluster analysis identified three clearly differentiated types of institutions, which
significantly differ in their cultural profiles and the intensity of marketing strategy
implementation. The findings confirm the importance of the cultural context as a
relevant factor in strategic marketing management in higher education and highlight
the need for its more systematic integration into institutional development strategies.

Keywords: cultural factors, higher education, marketing of higher education
institutions, digital communication in education, Western Balkans.

Introduction

Contemporary higher education systems operate under conditions of intensified
competition, internationalization, and accelerated technological development, which have
significantly transformed the role and position of higher education institutions. In
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addition to their primary educational and scientific functions, these institutions
increasingly operate within the market of educational services, where they are
expected to engage in strategic positioning, maintain active communication with
diverse target groups, and continuously enhance their institutional image. In this
context, marketing strategies have become one of the key instruments of institutional
development and competitive differentiation.

Although the importance of marketing in higher education has been increasingly
recognized in academic literature, there remains a notable lack of empirical research
that systematically examines the role of cultural factors in shaping marketing strategies.
Cultural dimensions, including value systems, linguistic and communication specificities,
cultural distance, and intercultural competencies, constitute an important yet insufficiently
explored framework for understanding the behavior of higher education institutions
and student perceptions. Building on this premise, the present study aims to contribute
to a deeper understanding of the interaction between culture and marketing in higher
education, with particular emphasis on the regional context. The subject of this
research is the analysis of the influence of cultural factors on the development of
marketing strategies in higher education institutions. The aim of the paper is to
empirically examine the impact of cultural dimensions on specific elements of
marketing strategies and to determine their role in enhancing marketing practice,
internationalization processes, and the competitiveness of higher education institutions.

Theoretical Framework

Digital transformation represents one of the key changes in the higher
education sector, as it affects the organization of teaching, data management, and
communication with students. The development of analytical tools and digital systems
has led to the transformation of traditional models of governance in educational
institutions. Mickov (2025) emphasizes that universities must ensure high-quality
education under conditions of intensive technological innovation and increasing levels
of student digital literacy.

As highlighted by Selwyn (2021), the digitalization of education is not solely a
technological process, but also a socio-cultural one that influences values, academic
roles, and institutional priorities. Universities face the need to develop new staff
competencies, improve digital teaching content, and introduce systems for real-time
learning monitoring.

Monitoring key performance indicators represents an important segment of
digital governance. Tomi¢ (2012) points out that indicators such as website
engagement, the number of prospective students, conversion rates, and digital
promotion costs constitute the basis for evaluating marketing activities. Singh and
Sohrab (2025) emphasize that digital marketing plays a significant role in shaping the
branding of higher education institutions and influencing students’ enrollment
decisions, with indicators such as digital platform engagement and content interaction
serving as key measures of marketing effectiveness and institutional visibility.
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According to UNESCO (2019), marketing in higher education implies proactive
management of relationships with target groups through the integration of various
elements of the marketing mix. The British Council (2017) emphasizes that sustainable
competitive advantage is based on the quality of knowledge, institutional reputation,
and innovativeness, which requires strategic management of digital transformation and
institutional identity. Digital marketing enables universities to increase visibility,
improve enrollment trends, and strengthen institutional reputation. Ostoji¢ and Leko
Simi¢ (2021) confirm that digital communication and branding practices play a
significant role in shaping students’ perceptions of higher education institutions and
their competitive position in the educational environment.

Previous research indicates that cultural factors significantly influence marketing
strategies in higher education, particularly in the ways universities adapt their
communication practices and digital presence to different cultural contexts (Tang,
2011). Research by Parlakkilic (2022) demonstrates that mobile optimization of
university websites significantly enhances user experience, while O'Donnell and Sharp
(2011) emphasize the importance of culturally adapted digital communication in the
context of growing demand for online education. Live streaming through platforms
such as TikTok enables direct interaction with students and increases real-time
engagement (Abadi & Ivoniasari, 2024). Online reviews and electronic word-of-mouth
communication also play a significant role in the digital environment, as they influence
decision-making processes of prospective students (Cheung, Lee & Rabjohn, 2008;
Ismagilova et al., 2020). Collaboration with social media influencers can positively affect
institutional brand perception and enrollment decisions (Jiménez Castillo & Sanchez
Fernandez, 2019; Migkos, Giannakopoulos & Sakas, 2025). Instagram stands out as a
particularly relevant platform, as visual content and interaction significantly influence the
choice of higher education institutions (de los Reyes, 2023). According to Theobald and
Jentschke (2020), digital channels shape the overall user experience and perception of
institutional brands.

Cultural factors play a significant role in shaping marketing strategies in higher
education, particularly in the context of internationalization. They influence student
values, norms, and expectations, as well as approaches to communication with
international markets. Webber and Boehmer (2008) discuss the complex balancing act
faced by higher education institutions in maintaining accountability, access, and
organizational effectiveness, highlighting the need for strategic management and
adaptive practices in competitive educational environments. Camilleri (2019)
emphasizes that universities in the digital era must apply a holistic marketing approach
that integrates digital and traditional communication channels. Social media platforms,
video content, and analytical tools have become key elements of digital strategies
(Abadi & lvoniasari, 2024; Gonzalez & Wu, 2018). The use of Instagram facilitates the
development of emotional connections and student identification with institutional
brands (de los Reyes, 2023), while two-way communication contributes to higher levels
of user engagement (Peruta & Shields, 2017).
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Tierney and Lanford (2015) argue that the success of international branch
campuses depends not only on economic and managerial factors, but also on the
alignment of organizational culture between home and branch institutions, as well as
on how institutional values are interpreted across different cultural contexts. In the
context of internationalization, universities must adapt their messages to the cultural
norms and expectations of target groups (Hemsley-Brown & Oplatka, 2015). Ahmad
and Buchanan (2017) indicate that location attractiveness also influences institutional
choice, while Hung and Yen (2022) emphasize that sustainable internationalization is
achievable only through the integration of analytical approaches and cultural
sensitivity. Contemporary research in the field of education indicates that partnerships
between institutions and relevant stakeholders represent a key mechanism for
improving educational outcomes and communication quality, where joint action is
based on shared responsibilities, resources, and objectives (Stevanovi¢ & Trajkovic,
2024). In this regard, digital marketing represents a strategic tool for positioning
universities in the global education market.

Research

In the contemporary context of intensified competition, internationalization, and
digital transformation of higher education, marketing strategies represent a significant
instrument for positioning higher education institutions. In the countries of the region,
there is still a lack of empirical research that systematically examines how cultural
determinants influence the formation and effectiveness of marketing strategies. The
research problem is therefore focused on the insufficiently clarified relationship
between cultural factors and marketing strategies of higher education institutions.

The subject of this research is the analysis of the influence of cultural
factors on the marketing strategies of higher education institutions in the Republic of
Serbia, Croatia, Slovenia, Montenegro, Bosnia and Herzegovina, and North Macedonia.
The aim of the study is to empirically examine the impact of cultural factors on the
perception and implementation of marketing strategies, as well as to identify factors
that influence the choice of higher education institution, with the formulation of
recommendations for improving marketing practice across different cultural contexts.

Cultural variables in this study were operationalized through multiple items
related to students’ perceptions of institutional values, communication practices,
institutional identity, and the international orientation of higher education institutions.
The value system was measured through attitudes toward the importance of
education, academic success, and the role of the institution in the development of
knowledge and competencies. Social identity and symbolism were measured through
the perceived reputation of the institution, its visual identity, and public recognizability.
Linguistic and communication specificities referred to the way institutions communicate
with students, the use of digital communication channels, and the adaptation of
communication to different target groups. Tradition and institutional heritage were
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measured through attitudes toward the importance of tradition, institutional reputation,
and historical development. Cultural distance and economic context were measured
through perceptions of the adaptation of marketing activities to different cultural and
economic environments, while intercultural competencies were measured through the
institution’s ability to attract international students, develop international partnerships,
and operate in a multicultural environment.

Marketing strategies of higher education institutions were operationalized
through several dimensions, including institutional image and positioning, communication
channels and digital presence, intercultural adaptation of study programs, development of
partnerships and student retention mechanisms, as well as digital innovativeness and
marketing performance. All variables were measured using multiple items, with
respondents indicating their level of agreement with the statements on a Likert scale
ranging from 1 to 7. The study employed an author-designed questionnaire based on
relevant theoretical and empirical research, and the reliability of the instrument was
confirmed using Cronbach’s alpha coefficient. The research presented in this study is
focused on examining the influence of cultural determinants on the marketing
strategies of higher education institutions through testing the following hypotheses:

Main Research Hypotheses

H1: Cultural determinants have a statistically significant influence formation and
implementation of marketing strategies of higher education institutions in the
countries of the region.

H2: Based on cultural factors, it is possible to identify different types, or clusters,
of higher education institutions that differ statistically significantly in the application of
marketing strategies.

Auxiliary Research Hypotheses

H1.1: The value system has a statistically significant influence on the elements of
marketing strategy of higher education institutions.

H1.2: Social identity and symbolism have a statistically significant influence on
the elements of marketing strategy of higher education institutions.

H1.3: Linguistic and communication specificity has a statistically significant
influence on the elements of marketing strategy of higher education institutions.

H1.4: Tradition and institutional heritage have a statistically significant
influence on the elements of marketing strategy of higher education institutions.

H1.5: Cultural distance and economic context have a statistically significant
influence on the elements of marketing strategy of higher education institutions.

H1.6: Intercultural competencies have a statistically significant influence on the
elements of marketing strategy of higher education institutions.

H2.1: There are statistically significant differences in the application of marketing
strategies among the identified clusters of higher education institutions.

H2.2: The identified clusters differ statistically significantly with respect to
cultural factors.
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For data processing and analysis, the statistical software package IBM SPSS
Statistics 26 was used. Descriptive statistical methods were applied to present the basic
characteristics of the sample. Multiple regression analysis was employed to examine
the influence of cultural factors on the elements of marketing strategies. To identify
homogeneous groups of higher education institutions based on cultural factors, cluster
analysis was applied, including hierarchical cluster analysis using the Ward method and
K-means cluster analysis. Differences between the identified clusters in the application
of marketing strategies were examined using analysis of variance. The level statistical
significance was set at p < .05.

The research was conducted between March and September 2025 and included
a total of 740 respondents from higher education institutions in the countries of the
region. The research sample consisted of students from higher education institutions in
the countries of the region, as the primary target group of higher education marketing
activities. Respondents were selected using a voluntary participation method through an
online questionnaire distributed via institutional and student communication channels.
The sample structure by type of institution indicates that the majority of respondents
were students from private higher education institutions (68.4%), while 31.6% of
respondents attended public higher education institutions. This sample structure
enables the analysis of students’ perceptions of marketing activities in different
institutional contexts, given that private and public institutions apply different marketing
approaches, levels of digital communication, and positioning strategies in the higher
education market. Regarding territorial distribution, the sample comprised students
from Serbia (33.4%), Bosnia and Herzegovina (20.0%), Croatia (12.8%), Slovenia
(11.9%), North Macedonia (12.0%), and Montenegro (9.9%). This distribution ensures
adequate regional representation and enables a comparative analysis of cultural and
marketing patterns in higher education.

Research results

Descriptive statistics were applied to present the basic characteristics of the
sample and general response patterns for the analyzed variables. The results of the
descriptive analysis are presented in Table 1.

Descriptive statistics indicate moderately high mean values for all
analyzed variables, suggesting a generally positive perception of both cultural factors
and marketing strategy elements in higher education institutions. Mean values for
cultural factors range from 4.23 to 4.78, with linguistic and communication specificity
and intercultural competencies receiving the highest evaluations, while the value
system received the lowest. Regarding marketing strategies, the highest mean values
were recorded for intercultural adaptation of study programs and digital innovativeness,
indicating the importance of modern and internationally oriented approaches in higher
education. Standard deviation values indicate moderate response variability, while
Cronbach’s alpha coefficients, ranging from .71 to .82, confirm satisfactory internal
consistency and reliability of all applied scales.
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Table 1
Descriptive statistics and reliability of variables

Variables Mark N Min  Max M SD Cronbacha
Value system CF1 740 1 7 4.23 1.99 71
Social identity and cFR2 740 1 7 460 1.79 75
symbolism

Llngl-JIjSt.IC and communication CF3 240 1 7 478 187 74
specificity

Tradition and

. . CF4 740 1 7 468 1.87 .78
institutional heritage

Culturalldlstance and CF5 740 1 7 466 214 76
economic context

Intercultural CcF6 740 1 7 471 221 77
competencies

Institutional image Msl 740 1 7 477 170 75
and positioning

Communication channels Ms2 740 1 7 498 174 80
and digital presence

Intercultural

adaptation of study MS3 740 1 7 5.02 1.76 .79
programs

Partnership development Ms4 740 1 7 496 1.99 82
and student retention

Digital innovativeness

and marketing MS5 740 1 7 499 1.76 .79

performance

Correlation analysis was conducted to examine the relationships between
cultural factors and elements of marketing strategies in higher education institutions.
This analysis enables the identification of both the direction and strength of
associations between variables and serves as a basis for subsequent regression and
cluster analyses. The obtained correlation coefficients are presented in Table 2.

Table 2
Correlation analysis of variables

Variables CF1 CF2 CF3 CF4 CF5 CF6
MS1 74" 73" 78" 72" 78" 79"
MS2 74" .76 77 73" 79" 79"
MS3 .68 71 73" 71" g7 78"
MS4 75" 73" 75" 72" 81" .81™"
MS5 74" .69 75" .68 76" .80""

Note. ** p < .01.
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The correlation analysis shows positive and statistically significant relationships
between all cultural factors and elements of marketing strategies at the p < .01 level.
Correlation coefficients range from r = .68 to r = .81. The value system and linguistic
and communication specificity exhibit strong correlations with institutional image and
positioning, indicating the importance of social values and communication in building
institutional image. Social identity and symbolism show a pronounced association with
communication channels and digital presence, while tradition and institutional heritage
display slightly lower correlations with digital innovativeness and marketing performance.
The strongest correlations were observed for cultural distance and economic context and
for intercultural competencies, particularly in relation to partnership development and
marketing performance measurement. These findings indicate strong interdependence
between cultural factors and marketing strategies, justifying further regression analysis.

All regression models presented in Table 3 are statistically significant at p < .01,
confirming the appropriateness of multiple regression analysis. The coefficients of
determination (R?) indicate that cultural factors explain a substantial proportion of
variance in marketing strategies, particularly in the domains of partnerships, positioning,
and marketing performance.

Table 3
Results of multiple regression analysis

Variables MsS1 MS2 MS3 MS4 MS5
CF1 .09* .04 -.05 .15% A17*
CF2 .02 .14* .05 .01 -.10*
CF3 22% .10 .07 -.04 .16*
CF4 -.05 -.02 -,00 -.09* -.16*
CF5 .20% 27* .28* 37* 21*
CF6 37* .32* AT7* .45% .54*
R? .676 .680 .640 .704 .670
F (Sig.) <.01 <.01 <.01 <.01 <.01
Note. * p < .05.

Based on the results presented in Table 3, it can be observed that cultural
factors exert different magnitudes and directions of influence across individual
dimensions of marketing strategy. Cultural distance and economic context (CF5) and
intercultural competencies (CF6) demonstrate the most stable and strongest effects
across all regression models. In contrast, certain cultural dimensions exhibit selective or
negative effects, particularly in relation to traditional behavioral patterns.

The testing of the proposed hypotheses was conducted on the basis of multiple
regression analysis, using coefficients of determination (R?), standardized regression
coefficients (B), and levels of statistical significance (p) as key evaluation criteria. The
general research hypothesis H1 is fully supported, as all analyzed regression models are
statistically significant (p < .01). The obtained R? values indicate that cultural factors

189



The Influence of Cultural Factors on the Marketing Strategies of Higher Education Institutions ...

explain between 64.0% and 70.4% of the variance in marketing strategy dimensions
(MS1: R? = .67; MS2: R? = .68; MS3: R? = .64; MS4: R? = .70; MS5: R? = .67), which
represents a very high level of explained variance within the social sciences.

Hypothesis H1.6 is supported, as intercultural competencies (CF6) are identified
as the strongest individual predictor in all regression models. This variable records the
highest standardized regression coefficients across all outcomes (MS1: § = .37; MS2:
B =.32; MS3: B =.47; MS4: B = .45; MS5: B = .54; p < .01), indicating a dominant and
highly consistent influence on all elements of marketing strategy.

Hypothesis H1.5 is also largely supported, given that cultural distance and
economic context (CF5) demonstrate statistically significant and stable effects on
multiple dimensions of marketing strategy. The strongest effects are observed for
communication channels and digital presence (B = .27), intercultural adaptation of
study programs (B = .28), partnership development and student retention (B =.37), and
digital innovativeness and marketing performance (p < .01).

Hypotheses H1.1 and H1.3 are supported, as the value system (CF1) and
linguistic and communication specificity (CF3) show statistically significant effects on
selected elements of marketing strategy, particularly institutional image and
positioning, partnership development, student retention, and digital innovativeness
and marketing performance (p < .01), but not across all analyzed outcomes.

Hypothesis H1.2 is supported to a limited extent, since social identity and
symbolism (CF2) exhibit a moderate but statistically significant effect exclusively within
the model of communication channels and digital presence (MS2; R? = .67). In contrast,
hypothesis H1.4 is rejected, as tradition and institutional heritage (CF4) demonstrate
negative and statistically significant effects in certain models, particularly in the domains
of partnership development and student retention, as well as digital innovativeness and
marketing performance. This finding indicates the presence of tension between
traditional cultural patterns and contemporary, performance-oriented marketing
approaches in higher education. This result indicates that a strong reliance on
traditional values, organizational structures, and historically established models of
operation may represent a limiting factor in the process of modernization and digital
transformation in higher education. Although institutional heritage represents an
important element of institutional identity and reputation, it may simultaneously act as
a “burden of legacy” that slows down the adoption of contemporary marketing
approaches, digital communication channels, and international cooperation. This
finding supports the view that organizations with a long tradition often adopt innovations
more slowly and face greater difficulty in changing established organizational models.

Cluster Analysis of Cultural Factors and Marketing
Strategies

Cluster analysis was applied to identify homogeneous groups of higher
education institutions based on cultural factors. Six cultural dimensions were
operationalized as input variables: the value system (CF1), social identity and symbolism
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(CF2), linguistic and communication specificity (CF3), tradition and institutional heritage
(CF4), cultural distance and economic context (CF5), and intercultural competencies
(CF6).

In the first phase, hierarchical cluster analysis using the Ward method and
squared Euclidean distance was conducted to determine the optimal number of
clusters. Based on dendrogram and agglomeration schedule analysis, three clusters
were identified. In the second phase, K-means cluster analysis was applied, with
convergence achieved after five iterations, indicating solution stability. These results
confirm the main cluster hypothesis H2.

Table 4
Final cluster centroids by cultural factors

Cultural factors Cluster 1 Cluster 2 Cluster 3
(n = 185) (n=412) (n=143)
CF1 1.18 5.44 4.65
CF2 1.93 5.79 4.63
CF3 1.96 6.08 4.71
cra 185 5.94 4.70
CF5 1.26 6.10 491
CF6 1.24 6.22 4.87

The results indicate clear differences in cultural profiles among the identified
clusters. Cluster 1 is characterized by consistently low values across all cultural dimensions,
indicating institutions with traditional and relatively closed cultural models. Cluster 2
records the highest values in all dimensions, particularly intercultural competencies and
cultural distance and economic context, reflecting globally oriented and strategically
positioned institutions. Cluster 3 exhibits moderate values and represents institutions
undergoing cultural and organizational transformation. Based on these findings,
hypothesis H2.1 is supported.

Table 5
ANOVA results showing differences in marketing strategies between clusters

Marketing strategies F p

MS1 762.28 <.01
MS2 704.67 <.01
MS3 619.46 <.01
Ms4 800.70 <.01
MS5 643.63 <.01
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ANOVA results indicate statistically significant differences between clusters
across all analyzed dimensions of marketing strategy at the p < .01 level. Particularly
high F values were observed for partnership development and student retention and
for institutional image and positioning, indicating that cluster membership strongly
conditions the intensity and form of marketing strategy implementation. Hypothesis
H2.2 is therefore fully supported.

Table 6
Mean values of marketing strategies by cluster

Marketing strategies Cluster 1 Cluster 2 Cluster 3
MS1 2.47 5.82 4.73
MS2 2.64 6.03 4.99
MS3 2.69 6.04 5.12
MS4 2.14 6.07 5.41
MS5 2.65 6.02 5.04

Analysis of mean values shows that Cluster 2 achieves the highest scores across
all marketing strategies, while Cluster 1 records the lowest values and Cluster 3 occupies
an intermediate position. These findings further confirm the ANOVA results and
demonstrate the practical relevance of the identified clusters.

Based on the results presented, all cluster-related hypotheses are confirmed.
Hypothesis H2 is supported through the identification of three clearly differentiated
clusters. Hypothesis H2.1 is confirmed by significant differences in cultural factors
between clusters, while hypothesis H2.2 is supported by statistically significant
differences in the application of marketing strategies. The cluster analysis demonstrates
that cultural profiles of higher education institutions condition distinct marketing
approaches.

Discussion

The results of the regression analysis confirm that cultural factors exert a strong
and statistically significant influence on the formation of marketing strategies in higher
education institutions, which is consistent with theoretical perspectives emphasizing
that marketing in higher education extends beyond purely technical and promotional
dimensions. The particularly pronounced effects of intercultural competencies and
cultural distance combined with the economic context support the findings of authors
who argue that successful internationalization is achievable only through culturally
sensitive and analytically grounded marketing approaches (Hemsley-Brown & Oplatka,
2015; Hung & Yen, 2022). These results further reinforce the assertion that digital
transformation in higher education must be accompanied by a strategic understanding of
the cultural environment in which institutions operate (Selwyn, 2016; Camilleri, 2019).
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Findings from the cluster analysis indicate the existence of clearly differentiated
types of higher education institutions within the region, confirming that institutions do not
respond uniformly to processes of digitalization and internationalization.

Clusters characterized by higher levels of intercultural competencies and
linguistic and communication specificity simultaneously achieve higher levels of digital
innovativeness, partnership development, and institutional image. This is consistent
with previous research emphasizing that an active digital presence, including the use of
social media, live streaming, and visual content, significantly influences institutional
brand perception and student engagement (de los Reyes, 2023; Abadi & Ivoniasari,
2024). In contrast, clusters with lower cultural values exhibit limited adoption of
contemporary marketing strategies, indicating the presence of structural and cultural
barriers in transformation processes.

When interpreting the results, it is necessary to consider the sample structure,
as the majority of respondents were students from private higher education institutions
(68.4%), while students from public institutions accounted for 31.6% of the sample.
Although public universities dominate in terms of the number of students in the region,
private institutions operate in a more competitive environment and more extensively
apply marketing strategies and digital communication. Therefore, students from private
institutions tend to have a more pronounced perception of marketing activities, which
is relevant to the subject of this research. However, this sample structure represents a
certain limitation in terms of the generalization of the results, and future research
should include a larger number of respondents from public universities.

The research results confirm theoretical assumptions according to which digital
marketing in higher education cannot be effective without the integration of cultural
factors into strategic planning. The findings align with the positions of UNESCO (2019)
and the British Council (2017), which emphasize that sustainable competitiveness of
higher education institutions depends on aligning digital strategies with institutional
identity, value systems, and the expectations of diverse target groups. These results
empirically demonstrate that cultural context does not represent a peripheral element
of marketing activities, but rather their fundamental determinant, carrying important
implications for future research and the practical implementation of marketing
strategies at both regional and international levels.

Conclusion

The results of the study confirm that cultural factors play a significant role in
shaping and implementing marketing strategies of higher education institutions in the
countries of the region. The findings of the multiple regression analysis indicate a high
level of explained variance in marketing strategies, with intercultural competencies and
cultural distance combined with the economic context emerging as the strongest
predictors. This underscores the importance of adaptability and international orientation
in contemporary higher education.
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The cluster analysis identified three clearly differentiated types of institutions
that significantly differ in their cultural profiles and marketing approaches. These
findings indicate that uniform marketing models are inadequate and that the development
of differentiated, culturally sensitive strategies tailored to specific institutional contexts
is necessary.

The practical contribution of this study lies in the application of its results to
strategic planning and marketing management processes in higher education institutions,
particularly with the aim of strengthening competitiveness in the international education
market. The limitation of this study relates to the cross-sectional research design and the
sample structure, in which students from private higher education institutions
predominate, which may affect the generalizability of the results to the overall higher
education system in the region. Future research may be directed toward longitudinal
approaches, the inclusion of a larger number of public universities, and the expansion
of the analysis to a broader institutional and international context.
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