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If we want to change our reputation we 
must stand for something that is clear 
and distinctive….







• Gherman Titov was a Soviet cosmonaut 
and the second man to orbit the Earth



The 49th Prime Minister





Flight of the 
Conchords 
"Formerly New 
Zealand's fourth 
most popular 
guitar-based digi-
bongo acapella-
rap-funk-comedy 
folk duo"



• “Ranked in the top 17 Politics 
departments in the UK”









Concept 1: Services Marketing Mix

A concept that market attractiveness is 
determined by seven variables

• Product
• Price
• Promotional Strategy
• Physical Surroundings/Packaging
• Place & Distribution
• Process
• People



Concept 2: Positioning

• the process by which marketers try to 
create an identity in the minds of their 
target market for their product, brand, 
or organisation.

• Positions need to be clear, simple, 
distinct and consistent across the mix



Concept 3: Price Elasticity

• The concept that demand is responsive to 
price (usually in a negative way)



Browne

• “No single fixed price for higher 
education”

• Reduced restrictions on the numbers 
institutions can admit

• Strong measures to improve access
• Reduction in block grant links student 

choice, “quality”, price and income



Flight to Perceived “Quality”?

Price @ £4,000 £5,000 £6,000 £7,000 £8,000 £9,000 £10,000

Post-92 University -14% -28% -51% -61% -71% -72% -73%

1994 Group 
University -13% -24% -34% -36% -42% -42% -43%
Russell Group 
University -10% -7% -10% -5% -6% -6% -6%

Oxbridge +7% +10% +15% +16% +17% +17% +17%

Reject University +27% +38% +57% +63% +65% +65% +65%

Change in Share of Preferences if cap lifted and all price to cap


