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Abstract Higher management education is losing its charnmdh institutions have become degree production haisather
than producing highly talented individuals. How t@mprove quality in higher management education is heot topic of
discussion throughout all quarters of the higher edation community and outside the community. Beiagservice industry
quality is determined by customers using variousitenia like; credibility, security, access, commuaition, tangibles,
responsiveness, competence, reliability etc. Markgbf service sector especially higher managemeducation is becoming a
challenge now a day. At the same time all institsiteants to become brand but branding is not only about marketing,
promotion, and awareness and admission number gamhdias much bigger scope and required years of gistent efforts.
This research paper finds various service qualitgtérminants, various marketing and branding apprdees suggested by
many authors.
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. INTRODUCTION

History of Indian education very enriching. In gadlys, under the supervision of guru education eseesmencing. Education
was one of the methods to achieve moksha or eniigiit Education was open to all. With the progmessif new era, because of
the superiority complexes, the education became oagsnted. Gurus prescribe strict monalistic glings and students were
expected to follow those guidelines very striclyend changes and urban learning became populaan¥si, Nalanda, Taxila
and many such others became popular educationrsembilosophy, mathematics, astronomy, grammayiclcarts, crafts,
architecture any many such others multitude ofiplises were been provided by these institutestigy12th century onwards
India faced constant invasions and traditional atlan system was been disrupted. After independerargy efforts were been
made to transform scenario. Today, with 348 unitiessand 17625 institutions, India became thirdést higher education
system. Looking to high population growth and imgiag demand for higher management education mangt@ players
entering into this sector. This has intensified tloenpetition. To enroll more number of studentstiintes started all around
marketing approach. TV, radio, print, social mediatdoor media played a vital role to increase awass. At the same time high
industry growth rate increased demand for highlyoaded, skilled and talented youth. By examinirgdbnceptual framework of
modern marketing and service quality determinaitérga established by Berry and Parasuraman (Téegress 1991), the aim of
this paper is to see how branding can be wellzeiiliinto marketing of higher management education.

Il OBJECTIVES OF RESEARCH

Aim of this research paper is,
* To identify importance of service quality determitain higher management education
* To understand various GAP co-exists in servicesretf by various management institutions or unitiessi
 To evaluate how decision making process is beatt&d by brand perception in higher managementatidunc

M. METHODOLOGY

In the process to fulfill objectives of this resgapaper we have done secondary data analysisailite review analysis are
been made of various research papers in the fieldranding in higher management education and femions are been
collected on the effect of brand perception onglenimaking in higher management education.

V. CURRENT SCENARIO OF HIGHER EDUCATION

High population growth and demographic profileigngficant driver for educational change. It is hesssumed that India will
outplace china as the country with the largestamgreducation by 2020 as more than 50% of Indi@pulation is under the age
of 25 years. India has carved its presence in fyuatiucation with the presence of 1IMs and IITs,ileftother sides there are
number of universities which have been founded Withsole objective of making easy money. As alredithis only 25% of
technical graduated and 10-15% of other graduategoand employable as per IT/ITES industries. andhigher education is
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often criticized for its rote learning rather thproblem solving.UGC found 39 fake institution ogema in India. As per the
reports of New Indian Express, Indian higher edoocasystem seems to be producing zombies as theyotlepend time in
research, projects and discovery based creativaifga On excellence front of higher managementcation, lack of research
and shortage of high quality faculty are plaguing sector. If we talk about Indian higher managdredacation, full time MBA

programs reported contrasting fortunes. State caomabnission entrance taste for admission to manageoollages showed
35-45% dip in registration. Even registration fasr@mon Admission Test (CAT) 2014 has fallen by 7.35%ere are plenty of
opportunities for private sector in higher educatidhese players can provide learner centric, éepal and lifelong learning
approach. New pedagogical techniques like blendadhing, flipped classroom, and experiential lgagnising massive open
online courses can be implemented. High qualitwlfees can be attracted and retained by introdudiogntive and reward
system.

V. SERVICE QUALITY DETERMINANTS IN HIGHER MANAGEMENT ED  UCATION

The biggest challenge for marketers of educationein the form of the intangibility of service.r@ee offered by higher
management education institute or university imbeealuated by the students or their parents blyzing the course contents,
buildings and other infrastructure facilities. Manf/ the time service offered by these institutidalis far short of customer
expectations. The phenomenon called customer gap caries due to the gap between what the custexpects and what the
organization offers them. There are many reasonshfe gape like; failure to understand stakehadexpectations, failure to
design the right service, not setting and commuimgathe right service standards to employees atefrediaries, failure in
delivering service standards, failure to take cugiofeedback and review the service continuously.

The intangible and perishable nature of service anak difficult for organizations to measure thqinality, identify the
loopholes and take necessary steps to improve tiaityy Higher management education services hawve important
components- functional (right admission processrmfa of service providers, promptness in solvingvise query, and
responsiveness toward the results.) and technidakigning course modules and content as per iydusfuirements, quality
standard mechanism in student training and in itmeducation, evaluation of papers and perforreantJsually the technical
component of service is easier to evaluate tharfuhetional component. Berry and Parasuraman hadentified five main
dimensions of service quality determinants. TarggipReliability, Responsiveness, Assurance and Eypa

Tangible component have to be design very carefatiyhigher management education as service isgiblanin nature.
Therefore, institutional service providers havestsure that they provide right ambience and infuaire to students and their
smart and intellectual faculty members and welintd administrative staff members offer high qyalervice. Meeting the
expectations of students and other stakeholdersistently and constantly striving to meet up highextations is required. It is
only than the stakeholders consider the servigahlel and the institution or university dependaldliéthe service which are been
offered should be tested prior to their launchtdsponsiveness component, promptness in attendlismidents and service their
requirements is highly essential. The faculties addninistrative personnel have to be proactive tiending the problem
situations where the stakeholders have some comtpldn the assurance component, the subject jashkiuld have complete
knowledge about respective market, issues, chaketitat are going to arise by applying theoriesomcepts when students will
work in corporate sector after getting placemeatcuities should provide strong and timely advicdigstudents. An empathy
component includes easy accessibility and open aorwation with staff members. All members of ingdiibn and staff members
should empathize with stakeholders who report groisl

VI. SERVICE GAP ANALYSIS OF HIGHER MANAGEMENT EDUCATIONAL INSTITUT  IONS OR UNIVERSITIES

In order to have introspection and to diagnosestraromes that the Indian higher management educatistem has been
suffering from and to suggest remedial measuressaradegies for preventing or minimizing the spiecgyndromes and for
revamping the various strategic elements of syst&AP model analysis of quality developed by ZeithmBitner and
Parasuraman of USA can be better utilized. Keepingew the emerging trends in the internationanar of higher education
India has to realize that it is the high time fotd reorient and transform itself from protect&nio participative manager by
adopting service marketing concept in improving doality of higher management educational serviGsp model analysis is
one such tool that can be used for analysis. Gafehamalysis of higher management education suggesinly five gaps;

University Gap 1: Services expected by studentsisnimiversities perception of student’s expectation

University Gap 2: University’s perception of stutlerexpectation minus student- driven service desind standards
University Gap 3: Student driven service designsusiservice delivery

University Gap 4: Service delivery minus extermainenunications to students

Student Gap 5: Student’s expectations of servicrumstudent’s perception of service.

VII. HOW BRAND PERCEPTION AFFECTS DECISION MAKING PROCESS IN HIGHER MANAGEMENT EDUCATION

The definition of branding “ any signs capable efriy represented graphically, particularly wordgluding personal names,
designs, letters, numerals, the shape of good$ thedo packaging, provided that such a signs agable of distinguishing the
goods of services of one undertaking form thosetbér undertaking”. But this definition is too nawr and there is one major
brand myopia, still dominant today called custommopia. It has to do with looking at brand from therspective of seller
versus customer. But in actuality, the activitytioé brand is not a restricted to products and woess. Brand activity is of
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relational exchanges between the organizationsitanstakeholders, starting with the most interna¢s and the employees.
When the aim of branding is not only the productsale but also all exchanges made by differekebtaders in the name of the
brand, we have broader less myopic vision, a hiealtme.

Product segments which are most popular and imag@@xtremely competitive. Higher management dthrea institutional
market is becoming most complex and competitivenagttiple brands competing for “share of mind” iretbattle for overall
market share. Many institutional services have wimilar features and price points. Customer’'sgiens to select one product
over another brand came often be the key discrimiféector. Brand is essentially the sum of all aigeces related to the product,
service and companies that make and deliver théugtoBrand perceptions for only institutions orvensity are been shaped by
functional experiences (i.e. quality, reliabilipgsurance, value of degree and empathy) as weti@rabexperiences (i.e. feeling
satisfied by joining institute, improvement in stidfs performance, making student’s life or job engratifying or easier)the
students associates with the institute or univer8itand experience regarding any higher managemstitution and perceptions
are developed overtime through a variety of soyrgesuding; previous experience with that ins&uinteraction with sales/
student service/ faculties and other employeesymetendation from friends and colleagues, reviewsrdputable sources,
advertising etc.

The top management of the institution need to kadwat is important to students/ stakeholders whekimgea brand decision,
where stakeholders get information about produnts services and what customers think about ingitat brand. Marketing
department of an institute should constantly wark@ measure unaided and aided brand awarenedsteiamine brand share, to
assess stakeholder’'s brand preferences, to idehgfkey factors students consider before selectibgand, to measure brand
performance affect on price, goodwill and profit.et

VIII. CONCLUSION

Institutions dealing in higher management educatiomot have high service quality standards. Rétiem improving quality
of service and focusing on stakeholder’'s satisfacthey merely interested in making easy money.liQuaudit mechanisms
established by regulatory authorities are not fienihg effectively. Looking to the growing young gpdation and high
requirement of quality people in industry, manyygi® have ventured in higher management educagiciors With increase in
completion institutions have started all around keting activities to lure students. Many promises @aommitments are been
given to students at the time of admission and nudriiiem are either false of not been fulfilledn8ees are not been designed
and delivered by keeping in mind the service qual#terminants. Brand is a promise, commitmenta&eholders and it is an
exchange of relationship, values and goodwill. Brdias much bigger scope rather than narrow viewatdsvproducts and
service. It is all about building an image, repiotat perception and institute should constantlivstto meet higher expectations
of stakeholders. To become an institutional brangleiars of process and institute must have meahattisneasure the brand
performance.
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