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ABSTRACT 

Export services play a vital role in the development of a country's economy. 
The service sector provides opportunities not only for the firms to expand their 
businesses but also to contribute to national economic growth. Recently, many 
Malaysian higher education institutions (HEIs), the providers of educational services, 
have been facing a decline in international students' enrolment. The resulting 
reduction in the export of higher education services has thus become an area of 
concern for the Malaysian government, which has urgently begun to seek solutions. 
However, there is scant knowledge about the determinants of inward export 
performance (IEP) satisfaction in Malaysia's higher education (HE). Therefore, the 
objective of this study is to examine the direct and indirect impact of internal and 
external factors influence the IEP satisfaction of Malaysian HEIs through marketing-
mix strategy (programme, price, prospectus, prominence, people, promotion, 
premiums). Data was collected from 152 international student officers working in 
Malaysian HEIs. The data was analysed descriptively using IBM SPSS 24, while 
PLS-SEM was used for inferential analysis and hypotheses testing. The structural 
model analysis revealed that the determinants, including service innovativeness, 
management commitment, cultural sensitivity, business technology strategy, 
government support, and marketing-mix strategy, were positively related to the IEP 
satisfaction of HE. The results also support the mediating role of the marketing-mix 
strategy on the relationship between service innovativeness, management 
commitment, business technology strategy, service climate and IEP satisfaction in 
higher education. However, the marketing-mix strategy did not mediate the influence 
of cultural sensitivity and government support on IEP satisfaction. The findings of 
this study contribute to the literature on export performance, IEP satisfaction, export 
marketing, systematic literature review in HE export, and measuring marketing-mix 
strategy adaptation/standardisation. Malaysian HE may use the results in designing 
its strategies to attract international students. Malaysian HEIs seeking success in the 
inward export market should consider using an adapted export-marketing strategy 
with respect to the price, people, prospectus, and promotion. 
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ABSTRAK 

Eksport perkhidmatan memainkan peranan penting dalam pembangunan 
ekonomi negara. Sektor perkhidmatan menyediakan peluang bukan sahaja untuk 
firma mengembangkan perniagaannya tetapi juga kepada pertumbuhan ekonomi 
negara. Kebelakangan ini kebanyakan Institusi Pengajian Tinggi (IPT) Malaysia 
menghadapi penurunan dalam jumlah pendaftaran pelajar antarabangsa. Penurunan 
dalam eksport perkhidmatan pengajian tinggi ini boleh memberi kesan kepada 
ekonomi negara. Oleh itu, isu penurunan eksport perkhidmatan pendidikan tinggi 
telah mendapat perhatian serius kerajaan Malaysia, yang perlu ditangani dengan 
segera. Namun, pengetahuan tentang penentu kepuasan prestasi eksport masuk ke 
dalam perkhidmatan pendidikan tinggi Malaysia agak terbatas. Oleh itu, objektif 
kajian ini adalah untuk mengkaji kesan langsung dan tidak langsung faktor dalaman 
dan luaran yang mempengaruhi kepuasan prestasi eksport masuk IPT Malaysia 
melalui strategi campuran pemasaran (program, harga, prospektus, keunggulan, 
orang, promosi, premium). Data kajian telah dikumpul daripada 152 pegawai pejabat 
antarabangsa yang bertugas di IPT Malaysia. Data telah dianalisis secara deskriptif 
menggunakan SPSS IBM 24, manakala PLS-SEM digunakan untuk ujian inferensi  
dan hipotesis. Analisis terhadap model struktur menunjukkan penentu seperti inovasi 
perkhidmatan, komitmen pengurusan, sensitif budaya, strategi teknologi perniagaan, 
sokongan kerajaan, iklim perkhidmatan dan strategi campuran pemasaran berkait 
secara positif dengan prestasi eksport masuk pendidikan tinggi. Hasil kajian juga 
menyokong peranan pengantara yang dimainkan oleh strategi campuran pemasaran 
dalam hubungan antara inovasi perkhidmatan, komitmen pengurusan, strategi 
teknologi perniagaan, iklim perkhidmatan dengan prestasi eksport masuk pendidikan 
tinggi. Walau bagaimanapun, strategi campuran pemasaran didapati tidak menjadi 
pengantara kepada sensitif budaya, sokongan kerajaan dengan prestasi eksport masuk 
pendidikan tinggi. Hasil kajian ini menyumbang kepada literatur terdahulu dalam 
aspek prestasi eksport masuk, pemasaran eksport dalam industri pengajian tinggi, 
dan adaptasi/penyeragaman strategi campuran pemasaran. Dapatan kajian juga boleh 
digunakan oleh IPT Malaysia dalam merangka strategi untuk menarik pelajar 
antarabangsa. IPT Malaysia yang mencari peluang dalam pasaran eksport harus 
menggunakan strategi pemasaran eksport yang sesuai khususnya berkaitan harga, 
orang, prospektus dan promosi. 
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CHAPTER 1  

 

 

INTRODUCTION 

1.1 Background of the Study 

Many countries have identified the service industry as a primary growth 

driver. In ASEAN countries, for instance, the importance of the service industry in 

their national income has increased significantly (World Development Report, 2020).  

Globalisation has also changed the world's view on the service sector (Eckardt & 

Skaggs, 2018). The sector's rapid development has transformed the economic 

structure of many countries from industrial to service type. In industrialized 

countries, the services sector contributed about 75% of their Gross Domestic 

Products (GDP) while 55% in developing countries (Martin-Rios & Pasamar, 2018; 

Organização Mundial do Comércio, 2019). The service industry contribution in these 

countries is also higher than in the agriculture and industry sectors (Organização 

Mundial do Comércio, 2019).  In line with these changes, service businesses are 

becoming an increasing trend in the international market.  

Recently, there has been an increasing interest among policymakers and 

academician in discovering the determinants of the export performance (EP) of firms 

in the service industry (Durmusoglu et al., 2012; La, Patterson, & Styles, 2005; 

Lejpras, 2019; Patterson & Cicic, 1995; Sichtmann, Von Selasinsky, & 

Diamantopoulos, 2011). In some service industries, location-bound services can be 

exported by importing customers from other countries to the home country. 

Björkman and Kock (1997) defined this activity as inward export, where foreign 

consumers move to the firm's premises in the country where the service is provided. 

The inward export activities can be found in the service industry, such as education, 

health, and entertainment (Bianchi, 2010).  
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Among the service industries, the education sector is the most important 

service that supports the country's economic competitiveness (Al-Hemyari & Al-

Sarmi, 2017; Ndum & Udoye, 2020). In many developed countries, higher education 

has become an important export commodity (Pham et al., 2019). Different 

universities employ strategies to attract international students and increase their 

market share (Gao & Liu, 2020). Consequently, many governments have actively 

marketed their high-educational products (Hemsley-Brown & Oplatka, 2006; Schatz, 

2016). In line with this, creating effective export marketing strategies is crucial for 

universities. However, the characteristics of the service industry differ from the 

manufacturing industry. Hence, the marketing strategy needs to be adjusted to suit 

with nature of the industry.  In other words, an extended form of the marketing-mix 

strategy is required in order to align with the service industry (Grădinaru, Toma, & 

Marinescu, 2016; Eckardt & Skaggs, 2018).  

Higher education institutions must develop and use effective marketing 

strategies to attract top talents at the domestic and international levels (Roskosa & 

Stukalina, 2019; Mahajan, 2019; James & Derrick, 2019). Accordingly, they need to 

understand the adaptation/standardization of the education industry's marketing-mix. 

There is also a need to understand better the determinants of inward export 

performance (IEP) of the higher education industry. Therefore, the current study 

intends to determine which factors significantly contribute to the inward export 

performance of the Malaysian higher education industry. 

1.2 Malaysia Service Industry 

After gaining its independence, Malaysia holds one of the best economic 

records in the Asian region. For nearly five decades, Malaysia has recorded its GDP 

growth at an average of 6.5% per annum. Spence (2008) stated that Malaysia was 

among the 13 countries that recorded average yearly growth greater than 7% for 25 

years or more. Even in the wake of the Asian financial crisis of 1997, Malaysia still 

showed solid growth rates, with an average of 5.5% yearly. The global financial 

crisis in 2009 did impact Malaysia, but the country quickly bounced back, recording 
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rates of growth averaging 5.7% since 2010  (Bangoura, 2008). However, there has 

been a drop in the Malaysian economic sectors, such as tourism and the higher 

education industry, due to the current COVID-19 pandemic (Kamaruddin & 

Shamsudin, 2021). According to Kamaruddin & Shamsudin (2021), the service 

industry's revenue for the second quarter of 2020 was RM335.6 billion. In 

comparison to the same quarter in 2019, this represents a decrease of 24 %.  

Since independence, Malaysia's economy has changed from agriculture and 

commodity-based to a diversified economy (Vinet & Zhedanov, 2011). In the 1980s, 

manufacturing emerged as a leading sector in achieving the aims of the Malaysia 

New Economic Policy (Ten Raa & Wolff, 2001). Meanwhile, in the 1990s, 

Malaysia's service-based economy has shown significant growth. As a result, 

Malaysia's government prioritised expanding the service sector because of its 

importance to the country's economy (Kamaruddin & Shamsudin, 2021). As the 

country is moving towards achieving a developed nation status, the tertiary sector is 

boosting its contribution to the Malaysian economy (Figure 1.1). 

 

Figure 1.1 Malaysia's GDP by Type of Economic Activities at Constant Prices, 
1990, 2000, 2010, and 2019 (Department of Statistics Malaysia, 2020) 
 

Table 1.1 below illustrates statistics for the services sector, which consists of 

the four subsectors, before the Covide-19 pandemic from 2012 to the fourth quarter 

of 2019 (Department of Statistics Malaysia, 2020). The total revenue of the services 

industry in the fourth quarter of 2019 was RM459.4 billion, up 6.1% from the same 

quarter in 2018 (RM433.1b). The wholesale and retail trade, food and beverage, and 
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accommodation segments contributed the most (RM362.5b). Compared to the 2018 

year's RM342.7 billion, it grew by 2.2%. The service sector employed 3.8 million 

people in the fourth quarter, up 2.6% from 3.7 million in the same period in 2018. 

Besides, the total salaries and wages budget amounted to RM25.8 billion, a 1.9% 

increase over the 2018 year's RM24.8 billion (Department of Statistics Malaysia, 

2021). 

Table 1.1 The Performance of the Service Sector by Segment in 2019 
(Department of Statistics Malaysia, 2021)  

Segment 
Revenue 

(b) 

Number of 
Persons 
Engaged 

Salaries & 
Wages (b) 

Wholesale & Retail Trade, Food & 
Beverages, and Accommodation 

RM 362.5 2.863.506 RM14.9 

Information & Communication, 
and Transportation & Storage 

RM69.1 477.056 RM5.3 

Health, Education & Arts, & 
Entertainment and Recreation 

RM17.5 288.223 RM2.4 

Professional & Real Estate Agent RM10.4 179.913 RM2.5 

Total RM459.4 3.808.698 RM25.8 
   Note: b is Billion Ringgit Malaysia (RM) 

Table 1.2 offers statistics on the services sector, which consists of the same 

four subsectors from 2012 until the first quarter of 2021. Services sector revenues in 

the first quarter of 2021 amounted to RM428.5 billion, which decreased by -1.7% 

compared to the fourth quarter of 2020 (435.9b). The Wholesale & Retail Trade, 

Food & Beverage, and Accommodation segments accounted for most of the total 

contribution of RM346.7b. This segment declined -1.3% to RM346.7 billion 

compared to the fourth quarter of 2020 (RM351.3b). In the first quarter of 2020, 3.7 

million people were working in this sector. Statistics indicate a decrease of 10,892 

persons or -0.3 percent from the fourth quarter of 2020. Salaries & wages paid for 

this quarter came to RM24.2 billion, down -1.9% compared to RM24.7 billion last 

quarter.   
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Table 1.2 The Performance of the Service Sector by Segment in 2021 
(Department of Statistics Malaysia, 2021)  

   Note: b is Billion Ringgit Malaysia (RM) 

Figure 1.2 shows the volume of Malaysia's trade in services from 2010 to 

2019. Malaysia's services exports were climbing high by recording RM169.8 billion 

in 2019. The best performance was in travel, air transport, and professional services. 

At the same time, the import of services increased from RM179.9 billion to RM180.7 

billion in 2019, led by outbound activities and other business services. In 2019, 

Malaysia's total trade in services enhanced to RM350.5 billion, which grew by 2.4% 

against RM342.3 billion in 2018.  

 

Figure 1.2 Malaysia's International Trade in Services, 2010-2019 

(Department of Statistics Malaysia, 2020)  

Segment 
Revenue 

(b) 

Number of 
Persons 
Engaged 

Salaries & 
Wages (b) 

Wholesale & Retail Trade, Food & 
Beverages, and Accommodation  

RM346.7  2.757.427 RM14.8 

Information & Communication,  

and Transportation & Storage 

RM59.8  452.655 RM4.4  

Health, Education & Arts, and 
Entertainment & Recreation  

RM12.9  279.179 RM2.4 

Professional and Real Estate Agent  RM9.00  177.390 RM2.5 

Total RM428.5 3.666.651  RM24.1 
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Total trade in services made 23.2% of the Malaysian GDP in 2019. Travel 

contributed almost half of the total exports with a 48.4% share and continued as the 

most extensive section. Encouragement of tourist spending contributed to this 

outcome. Transport export recorded a growth of 5.6%, led predominantly by an 

increase in air and sea transport. The other business services' exports are contributed 

by higher exports in business management and consulting, architectural, engineering, 

technical services, and accounting (Department of Statistics Malaysia, 2020). 

The service industry's contribution to Malaysia's GDP was 53.8% in 2014. 

Then, it reached 51.2% in 2015 and 57.7% in 2019 (Malaysian Investment 

Development Authority, 2020). Some reasons for the growth in service sectors are 

the shift of information technology from manufacturing to service , labour 

movement, and trade openness of Malaysia to other countries (Lee & McKibbin, 

2018; Sohag, Begum, Abdullah, & Jaafar, 2015; Tun-Pin et al., 2019). Therefore, the 

services sector accounts for almost half of the output of Malaysia. Moreover. As 

Malaysia aims to grow to be a developed nation, greater attention should be given to 

the development of the services sector to serve as the engine of progress and sustain 

the economy (EPU, 2015). 

 Due to various smart partnership opportunities implemented by Malaysia in 

2019, the tourism industry performed reasonably well. According to the Department 

of Statistics Malaysia (2021), the export of Malaysia's services hit a new high of 

RM169.8 billion, a new peak for the country in 2019. Strong performances in travel, 

air travel, and professional services bolstered it. Regarding percentage share, travel 

accounted for almost half of total exports, with 48.4%. A large part of this outcome 

resulted from encouraging tourists to spend money on shopping, lodging, and food 

and beverage outlets. However, in terms of transportation, the services exports 

declined as national borders remained closed to travel (Department of Statistics 

Malaysia, 2021).  

The export of services has been identified among the leading factors for 

turning Malaysia into a high-income nation  (EPU, 2015). Subsequently, one of 

Malaysia's economic development plan strategies is to increase the services sector's 
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export and identify the services sectors crucial for its economic growth (EPU, 2015; 

MoHE, 2015). The focus is on the service industries that can attract higher private 

investment, increase exports, and create more high-income jobs. Malaysia has a high 

potential to increase inward exports such as higher education, tourism, entertainment, 

and health care. In addition, Malaysia aims to expand export opportunities in 

knowledge-intensive areas such as education. Increasing the inward export of higher 

education also boosts the export of other sub-sections. For example, international 

students' presence impacts transportation, tourism, health, and entertainment 

services.  

1.2.1 Malaysia Higher Education Industry 

The history of Malaysian higher education (HE) goes back to 1959 when an 

autonomous campus in Kuala Lumpur began with 322 students. This was followed 

by the establishment of the University of Malaya, with 6,672 students (Sirat & Wan, 

2022). In 1969, the first university established by the Malaysian government was the 

University of Penang (Universiti Sains Malaysia), which also enrolled its pioneer 

batch of 57 students. In 1970, the Malaysian government established successive five-

year national development plans on the development of HE and human resources. In 

late 1990, the Malaysian government diverted attention to issues such as access and 

equity, transformation and the quality of higher education, and the 

internationalisation of higher education. Malaysia's government encouraged the 

growth of private higher education institutions to meet the demand for higher 

education. As a result, a legal and regulatory framework for privatizing higher 

education was developed, branches of foreign universities were established, and 

private universities and colleges were formed in the country (Sivalingam, 2007). 

Over the decades, Malaysia's higher education has changed significantly to 

meet the demand for quality education and the country's manpower requirement. In 

the 2010 World Competitive Yearbook, Malaysia was ranked the 10th most 

competitive education country (Zeeshan et al., 2013). There are two categories of 

higher institutions in Malaysia, namely public (PuHEI) and private (PHEI) higher 
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education institutions. According to the Ministry of higher education (MoHE), there 

are 20 public universities, 46 private universities, 32 private university colleges, 388 

private colleges, and nine foreign universities branch or campuses which attract 

international students (MoHE, 2021). 

 Following the Malaysian government's decision to democratize higher 

education through the enhancement of the Private Higher Education Institutions Act 

of 1996, the ministry of education (MoE, 2001), more private HEIs have been 

approved (Bajunid & Wong, 2016). Both PuHEI and PHEI engage in 

internationalisation dynamically (Yee, 2014). PuHEI aims to attract international 

postgraduates rather than international undergraduates. In general, some public 

universities are research-focused, and it helps the PuHEIs enhance university ranking 

by increasing the number of international students and the research's output (Yee, 

2014).  

 International students have some benefits for the local countries, and they 

enhance the host country's economic revenue. They also contribute to intercultural 

learning and improve the understanding of diversity and global issues in local 

countries (Andrade, 2006). Andrade also postulated that international students 

generate business opportunities and world trade connections; they help nations 

become diplomatic allies and promote foreign policy interests. The number of 

international students enrolled in PHEIs and PuHEIs increased from 27,872 in 2002 

to 70,000 in 2007, then raised to 86,919 in 2010 (Grapragasem et al., 2014). 

Malaysia's higher education institutions attracted 114,653 international students in 

2015 and received around 133,860 international students in 2017 (Anis et al., 2019). 

Although this figure was expected to increase to 200,000 by 2020, it was not 

achieved (Grapragasem et al., 2014). Malaysian HEIs will fulfil their target of 

250,000 students by 2025 and 335,000 by 2030 (Ministry of Education Malaysia, 

2014). Most of the international students come from Southeast Asia, the Middle East, 

Middle Asia, Africa, and Latin America. The leading countries are China, followed 

by Bangladesh, Nigeria, Indonesia, Yemen, Pakistan, Libya, Iraq, Sudan, and Iran 

(Singh, 2021). 
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One of the main policy documents, the National Higher Education Strategic 

Plan (NHESP, 2007), stated that Malaysia should be an education hub, especially in 

the South East Asia region. Through its MoHE, Malaysia sought to increase its 

international student enrolment to 200,000 by 2020. Other agencies involved in the 

development of Malaysia HE include the Majlis Amanah Rakyat, Khazanah 

Nasional, Public Service Department, and the Tunku Abdul Rahman Foundation.  

The goal can be achieved if the enrolment rate in HE rises from 48 to 70%. In order 

to achieve this goal,  firstly, Malaysia must move on to a knowledge-based economy 

by developing human capital from its current economic model based on natural 

resources and low-cost production. Secondly, Malaysian HE should restructure the 

state-university relationship, provide autonomy in finances and human resources, 

increasing internationalisation, and push for more inclusive HE institutions (Symaco 

& Wan, 2017). Thirdly, the country must take advantage of HE opportunities as an 

export sector, given the growing demand for HE services in the area (Chin, 2019: 

Guimón & Narula, 2020). Thus, Malaysia will be the highest HE exporter in Asia 

(MoE, 2016). Table 1.3 shows the number of international students studying in HEIs 

in Malaysia from 2019 to 2021.  

Table 1.3  Number of International Students in Malaysian Institutes (top ten) by 
Country of Origin 2019-2021 (Statistics of Higher Education, 2021) 

Country 2019 2020 2021 

China 13045 10301 15062 

Indonesia 9045 5409 5658 

Bangladesh 77400 5681 4435 

Yemen 6000 2626 2360 

Pakistan 51500 2967 2795 

Nigeria 48200 2489 2255 

India 3007 2514 2711 

Egypt 2560 1541 1572 

Saudi Arabia 2250 680 728 

Iraq 2230 412 461 

Referring to table 1.3, the majority of international students in Malaysia are 

from China, with 13045 in 2019 and 10301 in 2021, reach to 15062 international 
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students in 2021. Malaysia's second largest group of international students is from 

Indonesia, with 9045 students. Malaysia has a considerable number of international 

students from Muslim nations studying in both public and private higher education 

institutions. Malaysia aims to diversify its international student population in the 

future. However, Table 1.3 also revealed that the number of international students 

from different countries (excluding China) of origin is declining from the Year 2019 

to 2021. This decline in international students might have been attributed to the 

COVID-19 pandemic and other related factors, such as lack of government support 

and adapting to the technological advancement of Malaysian HEIs. 

Inspired to be an education hub, Malaysia is an important education-

exporting country (NG, 2011). Other countries such as Australia, Singapore, Taiwan, 

South Korea, and China are developing their brands in the sector (NG, 2011). 

Malaysia has certain comparative advantages over other Asian competitors in the 

region. For instance, Malaysia has an affordable tuition fee and cost of living, 

international recognition and uses English as a medium of instruction in higher 

education (MoE, 2015). Besides, it is a multicultural nation and peaceful country. On 

the other hand, it faces several significant challenges in sustaining the export of its 

higher education services. This study highlights factors affecting the increasing HE 

inward export in Malaysian institutions.  

1.3 Problem Statement 

Over the past two decades, Malaysia has begun to liberalise its economy, 

moving from manufacturing to the services sector (Economic Planning Unit Prime 

Minister’s Department, 2019).  In line with the vision, Malaysia should speed up the 

transformation from reliance on the low-cost labour industry to flourishing on 

innovation and generating jobs with high wages (EPU, 2015). Despite Malaysia's 

success in several other sectors, it is yet to be competitive enough to export services 

(MoHE, 2015). Malaysia's government has realised the importance of the export of 

services and appropriately highlighted this in the Economic Transformation 

Programme (ETP) as one of the leading factors to make Malaysia a high-income 
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nation (MoHE, 2015). EPU, 2015 refers to travel and tourism services as the focus of 

the service exports. However, exports are still quite small in other sectors, such as 

higher education services. 

 Malaysia aims to become the hub of higher education in the region 

(Suryandari, Jaafar, & Hamzah, 2014; Guimón & Narula, 2020). As such, Malaysia 

will have one of the highest enrollment rates in ASEAN (MoE, 2016). Malaysia HE 

aims to increase international students by 2025; therefore, they provide affordable 

tuition fees, cheap cost of living, and social media advertising (Sundarrajh & 

Zulkfili, 2019). The Malaysian government also offers strategies such as scholarship 

and fee exemptions for students from less developed countries to increase the 

number of international students. Malaysia's goal was to reach 200,000 international 

students by 2020 and 250000 by 2025 (MoE, 2018). Despite notable success in the 

internationalisation of higher education in Malaysia, the goal for 2020 was achieved. 

Malaysia experienced a decline in international students enrolling in Malaysian HEI 

(Ministry of Education Malaysia, 2014). The enrolment of students such as from 

Iran, Maldives, Cambodia, Saudi Arabia, and others has decreased (KPM, 2014; 

Ming et al., 2020). Chui et al. (2016) stated that the enrolment reduction could be due 

to poor strategic marketing planning. Hence, considering the factors that influence 

the export of Malaysian higher education can help the understanding of this issue.  

Theoretically, there are different internal and external factors that influence 

the export performance of higher education (Melikyan, 2018). Several studies have 

examined the internal and external factors that influence HE export (Asaad, 

Melewar, & Cohen, 2015; James & Derrick, 2019). The current study systematic 

literature review (SLR) points out that despite higher education's importance as an 

export sector, limited studies evaluate the internal and external factors that influence 

its export performance. Among internal factors, firm capabilities have been a central 

theme dictating export performance (Lages et al., 2009). Besides, firm capabilities 

are a primary source of the firm's performance advantage (Knight & Cavusgil, 2004; 

Yalcinkaya, Calantone, & Griffith, 2007; Anning-Dorson, 2018; Santoro et al., 

2019). Industry-specific capabilities in higher education are different across 

countries. Studies determined higher education capabilities in different institutions 
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(Bourke, 2000; Graf, 2009; Jameson, 2012; Lo & Tian, 2020). For example, Graf 

(2009) found that German and British universities use different capabilities to export 

higher education.  

Likewise, it should be noted that a wide range of export performance internal 

and external determinants has been explored. However, only a handful was 

comprehensively examined (Dahooie et al., 2020). Moreover, the multiplicity of 

measures employed and the patchy findings call for more requirements for novel 

scrutiny of the construct of export performance from scholars' and practitioners' 

viewpoints (Erdil & Özdemir, 2016). This is because the independent variables used 

in export performance research are vast and fragmented, complex, confusing, and 

contradictory (Chen, Sousa, & He, 2016; Wang, Liu, & Su, 2017; Krammer, Strange, 

& Lashitew, 2018; Faria, Rebelo, & Gouveia, 2020), and the results were 

inconsistent (Sousa, Martínez‐López, & Coelho, 2008; Tan & Sousa, 2011; Dahooie 

et al., 2020; Sadeghi, Rose, & Madsen, 2021). Similarly, most of the research 

focuses on manufacturing industries (Eickelpasch & Vogel, 2011; Durmuşoğlu et al., 

2012; Lu et al., 2012; Mysen, 2013; Sichtmann, Selasinsky, & Diamantopoulos, 

2011; Lejpras, 2019). Even studies have not differentiated industries which bring 

customers to the local country such as higher education. Sichtmann and von 

Selasinsky (2010) emphasized that services and manufactured goods have different 

characteristics and determinants. Hence, studying the determinants of IEP of the 

higher education sector is neglected. As such, export marketing-mix is one of the 

strategies that can address the issue. 

 Export marketing-mix strategy is one of the approaches that can enhance 

inward export performance in the HE industry. Recruiting international students at 

higher education institutions can be considered export marketing (James & Derrick, 

2019). However, export marketing has received little attention in the marketisation of 

higher education literature (Asaad et al., 2015; James & Derrick, 2019). Further, a 

systematic literature review in the higher education industry in the current research 

identified a need for research on the HE marketing-mix strategy. An export 

marketing strategy or international marketing-mix is an important internal mediator 

that bridges the relationship between internal and external factors and export 
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performance (Cavusgil & Zou, 1994; Sousa & Lengler, 2009; Carneiro et al., 2016;  

Dahooie et al., 2020). Besides, internationalisation growth in service firms demands 

more study concerning marketing results (Eckardt & Skaggs, 2018). However, prior 

research has focused on internal or external determinants of export performance 

without taking into account potential mediators such as export marketing strategy, as  

Safari and Saleh (2020) demonstrated. In the marketing-mix strategy studies, some 

scholars prefer only to focus on 4Ps (product, price, promotion, and place) because 

they are the basic ones. However, the other elements (prospectus, people, 

prominence, and premiums) are also essential to promote services such as higher 

education. In other words, the effect of  marketing-mix strategy on IEP in the higher 

education industry has been the subject of limited research studies. 

An additional issue in this research is related to the level of adaptation and 

standardization of the marketing in higher education inward export performance. 

Deliberation could be made on the question of whether marketing strategies should 

be adapted or standardized in HE inward export. In inward export performance, the 

different components of the 7Ps can be present through an adaptation or 

standardization strategy. Since inward export customers move to the producer host 

county, it is essential for managers of inward export businesses to choose to be 

standard across the nations or adapt to international customers. However, the 

adaptation or standardization level of the marketing-mix, which is important in 

international marketing strategy, is confusing and inconsistent (Katsikeas, Leonidou, 

& Morgan, 2000; Sousa et al., 2008; Schmid & Kotulla, 2011; Helm & Gritsch, 

2014; Grădinaru et al., 2016). More research is needed on marketing-mix 

standardization and adaptation in service sectors (Mandler et al., 2021) and emerging 

markets (İpek, 2021). A systematic literature review revealed that the research on the 

relationship between marketing standardization and adaptation on export 

performance has concentrated on manufacturing and small and medium-sized 

enterprises from high-income nations (Mandler et al., 2021).   

Research on the determinants of EP was conducted on businesses in 

developed and developing economies, where the developed countries were getting 

more attention from researchers (Chen et al., 2016; Edeh, Obodoechi, & Ramos-
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Hidalgo, 2020). Most of the research studies on export performance focused on 

developed or highly industrialized countries, for example, in the UK (Cadogan et al., 

2016), the UK and USA (Nakos et al., 2014). Even though recent studies have started 

to focus on the emerging economy, the knowledge in these areas is still limited 

(Krammer et al., 2018; Haddoud, Jones, & Newbery, 2018). Similarly, despite the 

ongoing globalisation of higher education, few studies have evaluated higher 

education institutions in non-Western countries (Ahrari et al., 2019). Theories across 

different countries with numerous economic, cultural, and technological backgrounds 

should be evaluated (Edeh et al., 2020; Sousa, 2004; Sousa et al., 2008). There 

should be differences between developing and developed countries when it comes to 

inward export performance. Customers who choose developing may have dissimilar 

needs or wants from the rest who prefer developed countries. Therefore, more 

attention should be paid to those less considered countries, particularly to the fast-

growing developing countries.  

There is a scant specific framework of service inward export performance, 

such as higher education. Besides, there is limited study of export marketing and IEP 

of higher education (James & Derrick, 2019). Consequently, service export 

performance frameworks should be developed according to the services' purpose and 

characteristics. The higher education service export performance frameworks should 

consider capabilities such as business technologies and service innovativeness. Thus, 

this study examines management satisfaction with internal and external factors 

influencing Malaysian HEIs inward export performance. 

1.4 Research Questions 

The current study attempts to determine the factors that can increase the 

number of international students registered in Malaysian higher education 

institutions. Based on the problem statement, there are five research questions: 

RQ1)  How do the institutions’ internal capability factors influence inward export 

performance satisfaction of the Malaysian higher education industry? 
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RQ2)  How does the institution’s external factor influence inward export 

performance satisfaction of the Malaysian higher education industry? 

RQ3)  How does the institutions’ marketing-mix strategy influence inward export 

performance satisfaction of the Malaysian higher education industry? 

RQ4) How does the marketing-mix strategy mediate the relationship between the 

institution's internal capability factors and inward export performance 

satisfaction of the Malaysian higher education industry? 

RQ5)  How does the marketing-mix strategy mediate the relationship between the 

institution's external factor and inward export performance satisfaction of the 

Malaysian higher education industry? 

1.5 Research Objectives 

This study investigates the determinants of inward export performance in the 

higher education industry by examining the influence of the internal and external 

factors and export marketing strategy on inward export performance. Specifically, 

this study attempts to achieve the five following objectives:  

RO1)  To identify the relationship between internal capability factors and inward 

export performance satisfaction of the Malaysian higher education industry. 

RO2)  To determine the relationship between the institution's external factor and 

inward export performance satisfaction of the Malaysian higher education 

industry. 

RO3)  To examine the relationship between marketing-mix strategy and inward 

export performance satisfaction of the Malaysian higher education industry. 

RO4)  To investigate the mediating role of marketing-mix strategy between internal 

capability factors and inward performance satisfaction of the Malaysian 

higher education industry. 

RO5)  To examine the mediating role of export marketing-mix strategy between the 

external factor and inward performance satisfaction of the Malaysian higher 

education industry. 
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1.6 Scope of the Study 

This study investigates the inward export performance determinants of the 

higher education industry in Malaysia. Malaysia was chosen for this study since it is 

a developing country that provides a considerable research setting to determine 

various antecedents of export performance. Thus, special attention is required to 

advance the research in this area. In addition, Malaysia is an excellent example of an 

open economy for other countries. Besides, recently, the expansion of the service 

sector industry (e.g., higher education) has been one of the foremost strategies in 

Malaysia's economic development plan (Economic Planning Unit Prime Minister's 

Department, 2019). This plan aims to work on skilled human capital, increase service 

export capabilities, bring technology adoption, and solve the problems related to 

external factors to advance in service export.  

Higher education is a critical industry in Malaysia, and the MoHE aspired to 

increase access to and enrolment in higher education (MoE, 2016). Moreover, the 

higher education sector is directly linked to achieving social development goals 

(Cali, Ellis, & Velde, 2008; Organização Mundial do Comércio, 2019) and plays an 

essential role in any country's innovation system (Alexander & Yuriy, 2015). 

Additionally, the education sector is vital in developing countries such as Malaysia 

due to the effects on employment and GDP. The development of subsectors and 

industries with high knowledge intensity and the potential for creating high-income 

jobs is the focus of the Malaysia Plan (García Reyes, 2013). As the goal of the 

Economic Planning Unit Prime Minister's Department (2019) diving the economy 

towards high-income jobs, the higher education sector is potentially high to generate 

high-income jobs that have a strong influence over the economy (MoHE, 2015).  

In this study, the sample includes data on a single industry, HE in Malaysia 

and confounding industry effects are not presented.  According to Adis (2010) a 

single industry is better at providing awareness about the linkage of export marketing 

strategy and export performance. Therefore, data were collected from the 

management of 152 public and private HEIs engaged in the export of HE. 

Management viewpoint is important in this study because the objective is to see the 
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perspective and approach of HE suppliers on inward export performance (IEP) 

satisfaction of HE.  

1.7 Significance of the Study 

The study contributes theoretically and practically to the field of higher 

education export. Exporting contributes to the nation's economic prosperity and 

growth (Köksal, 2008; Lages & Montgomery, 2005; Mahmood & Munir, 2018; 

Özkaya & Yücel, 2020). In order to increase total exports, the production of goods 

and services in the domestic market needs to be raised (Özkaya & Yücel, 2020). As 

such, several researchers have looked into the internal and external factors that 

impact the export performance of businesses, and the outcomes of their works have 

provided scholars, business practitioners as well as policymakers with crucial 

insights (Dahooie et al., 2020; Edeh et al., 2020; Sousa et al., 2010). Nevertheless, 

with respect to the development and implementation of export performance 

determinants in the service sector, which is increasing internationally, it has received 

little attention.  

The present research has theoretical significance. It adds to the literature on 

export performance in international business by investigating certain internal 

capabilities, external factors and the mediating effect of marketing-mix strategy. The 

current study offers a more integrated empirical model of IEP satisfaction compared 

with past studies in the higher education service sector industry. Therefore, the 

findings of the current study provide a reference for the researchers who research 

HEI. Furthermore, in terms of service classification, higher education services fall 

under location-bound or people-processing services. Hence, the research adds to the 

location-bound or people-processing services literature explained in Chapter 2. 

Besides, export marketing strategies are tested, especially in the HE services 

industry. This study adds to the standardization and adaptation marketing-mix 

strategy literature by ascertaining the antecedents of export performance absence in 

the inward internationalism service industry. Based on the review of available 

literature, a study concerning internal, external, and 7Ps in higher education service 

is absent. 
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 Inward exports, in which clients relocate to the producer's home country, can 

help several sectors in the producer's home country, such as tourism, entertainment, 

and retail sectors (Zheng, 2014). Different types of inward export can cause an 

increase in the other type of inward exports. For instance, the inward export of higher 

education services can enhance tourism and vice versa (Irfan et al., 2017). Besides, 

international students contribute to employability, multicultural observations, global 

communication, and cooperation in their home country (Chien, 2020).  HE inward 

export leads to a greater global awareness of cultural differences and similarities 

(Chien, 2020). As a result, any inward export, such as studying abroad, may help 

increase international understanding and tolerance possibilities. In an increasingly 

interdependent world, inward export like education can boost a host country's 

competitiveness, security, and leadership in cross-cultural communication (NAFSA: 

Association of International Educators, 2001). As such, this study's findings provide 

academicians in international business research with the extension of the IEP 

neglected in the prior literature. It may create a potential ground for future research 

within the inward export performance fields. 

Remarkably, the outcome of this research contributes to managerial 

implications. The findings benefit private and public higher education institutions. 

The information collected from this study indicates which factors influence the IEP 

of Malaysia's HEIs, and it can be helpful for the marketers of HEIs to increase their 

IEP satisfaction. Higher education institutions must constantly explore opportunities 

for exporting higher education (Yousapronpaiboon, 2014). Understanding the 

practical factors of Malaysian higher education IEP satisfaction can provide a model 

for higher education exporters. In addition, the findings may shed light on paths 

useful for industries, especially those businesses planning to start inward export to 

the international market, particularly for developing countries. This study may assist 

researchers in addressing the unique situation of exporting and marketing strategies 

in developing nations because these nations possess different economic settings than 

other markets (Hoskisson et al., 2000). 
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1.8 Conceptual and Operational Definitions 

Conceptual definition describes the principles underlying a word, and 

operational definition explains the definition of a measure. After reviewing the 

literature, several explanations for the study's variables were chosen (see Table 1.4). 

The following terms and concepts are this research's conceptual and operational 

definitions. 
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Table 1.4 Conceptual and Operational Definitions of the Variables 

 Terms  Conceptual Definitions Operational Definitions 
Dependent Variable 

Inward Export 
Performance Satisfaction 

Cavusgil and Zou (1994) defined export performance "as a strategic 
response by management to the interplay of internal and external forces." 
On the other hand, Katsikeas et al. (2000) defined export performance as 
the outcome of a firm's activities in the export market. The current study 
follows  Katsikeas et al. (2000) definition. Export of services like 
education, tourism, or healthcare (Björkman & Kock, 1997; Bianchi, 
2010), production, and consumption are simultaneous activities and occur 
in in the home country of the service provider that is called inward export 
(Bianchi & Drennan, 2012). 
 

In this study, IEP satisfaction is operationally defined by the 
subjective satisfaction of internal students officer with market 
share, sale growth and value, firm profitability, and market 
penetration of Malaysian HEIS. 

Mediator 
Marketing-mix Strategy Export marketing strategy is the means by which a firm responds to the 

interplay of internal and external forces to meet the objective of the export 
venture. It involves all aspects of a marketing plan that including product, 
promotion, pricing, and distribution (Cavusgil & Zou, 1994). 
Ivy (2008), Lim, Jee, and De Run (2020) offered 7Ps marketing- mix in 
the higher education industry. Items include: programme, price, 
promotion, prospectus, people, prominence, and premiums. 
Standardization means the same marketing strategy is applied in all 
markets  Samiee and Roth, (1992). In view of that, the export marketing-
mix elements (4Ps) can be standardized across all international markets 
(Birnik & Bowman, 2007; Solberg, 2002). 
Adaptation marketing strategy is defined as modifying the domestic 
market service to make it suitable for different environments or conditions 
for market penetration (Medina & Duffy, 1998). 

The marketing-mix strategy is operationally defined with the  
adaptation/standardisation of programme, price, promotion, 
people, prospectus, prominence, premiums pursued for higher 
education in institutions. 
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 Terms  Conceptual Definitions Operational Definitions 
Independent Variables 

Service Innovativeness Innovativeness is a valuable intangible asset that can offer a competitive 
advantage to businesses by being too costly for competitors to copy it 
(Barney, 1992; Boso et al., 2013). 

Service innovativeness is defined as the extent to which HEIs are 
offering new programms and to what extent their programms are 
different from their competitors. 

Management 
Commitment 

Management commitment is the extent to which a firm's management has 
favourable attitudes toward and is willing to allocate resources to 
exporting (Cadogan et al., 2005; Leonidou, Katsikeas, & Piercy, 1998). 

Management commitment is defined as the degree of 
management attitude toward significance and export of higher 
education. 

Cultural Sensitivity Cultural sensitivity is a general open-mindedness with respect to different 
cultures and the willingness to understand the ways in which cultures 
differ ( Harich & LaBahn, 1998; Bloemer, Pluymaekers, & Odekerken, 
2013). 

In this study, cultural sensitivity is operational defined by the 
awareness, familiarity, adaptation and understanding of internal 
staff of HEIs with the culture of internal students. 

Service Climate Service climate is defined as employee perceptions of the practices, 
procedures, and behaviours that get rewarded, supported, and expected 
regarding customer service quality (Schneider, White, & Paul, 1998; 
Morgan et al., 2014). 

Service climate refers to the overall working environment of the 
HEIs, and the perceptions of employees about the rewards, 
recognition, and support in that they received in return for 
dealing with international students. 

Business Technology 
Strategy 

According to  Lefebvre, Mason, and Lefebvre (1997), and Teo and Pian 
(2003), business technology strategy refers to the degree to which a firm 
aggressively pursues technological changes in up-to-date services 
production technologies and equipment, creative products, technological 
forecasting activities, and recruitment of qualified human resources.  

Business technology strategy is operational defined as the degree 
to which HEIs are supportive in recruiting, training, and 
providing high-quality technology experts, providing 
technological equipment's and tools in dealing with international 
students.  

Government Support Government can support marketing policies as in form of financial 
incentives, product quality standards, and complementary downstream 
capabilities (Malik & Kotabe, 2011).   

- 
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1.9 Structure of Thesis 

This study is organized into five chapters, as shown in Figure 1.4. Chapter 

One discusses the introduction, background, problem statement, questions, 

objectives, significance, scope, and conceptual and operational definitions used in the 

study. Chapter 2 reviews the literature on export performance, types of services, 

inward export services, determinants of IEP satisfaction, marketing-mix strategy, and 

internal and external variables. Chapter 3 discusses the research design, which 

includes the data collection method, sampling method, conceptual framework, 

instrument development, and data analyses. Chapter 4 analyses the data from the 

quantitative research using SEM. Finally, Chapter 5 discusses the results, theoretical, 

methodological, and managerial contributions, limitations, and directions for future 

research. 

1.10 Summary 

Chapter 1, the introductory chapter of this thesis, presents the background of 

the research. This chapter outlines Malaysia's service sector, Malaysia's higher 

education industry, problem statement, research questions, and research objectives. 

Then, the scope, significance of the study to the academics and industry, and 

conceptual and operational definitions are highlighted. The next chapter discusses the 

literature review of the study. 

Figure 1.3 Chapter Organization 

Chapter 4: 
Study Results, 

Discussion 

Chapter 5: 
Contributions, Implications 

Conclusion 

Chapter 1: 
Problem Formulation, 
Research Objectives 

Chapter3: 
 Hypothesis Development, 
Statistical and Estimation 

Procedure

Chapter 2:  
Literature Review



217 

REFERENCES 

AA, Mooney, C. Z., & Duval, R. D. (1994). Bootstrapping: A Nonparametric 

Approach to Statistical Inference. In Journal of the American Statistical Association 

(Vol. 89, Issue 427). sage. https://doi.org/10.2307/2290969 

Abd Aziz, M. I., & Abdullah, D. (2014). Finding the next ‘wave’ in internationalisation 

of higher education: focus on Malaysia. Asia Pacific Education Review, 15(3), 493–

502. https://doi.org/10.1007/s12564-014-9336-7

Adnett, N. (2010). The growth of international students and economic development: 

Friends or foes? Journal of Education Policy, 25(5), 625–637. 

https://doi.org/10.1080/02680931003782827 

Agnihotri, A., & Bhattacharya, S. (2015). Determinants of export intensity in emerging 

markets: An upper echelon perspective. Journal of World Business, 50(4), 687–695. 

https://doi.org/10.1016/j.jwb.2014.11.001 

Ahrari, S., Krauss, S. E., Suandi, T., Abdullah, H., Sahimi, N. A. H. A., Olutokunbo, 

A. S., & Dahalan, D. (2019). A stranger in a strange land: Experiences of adjustment

among international postgraduate students in Malaysia. Issues in Educational 

Research, 29(3), 611–632. 

Akben-Selcuk, E. (2016). Factors affecting firm competitiveness: Evidence from an 

emerging market. International Journal of Financial Studies, 4(2), 9. 

https://doi.org/10.3390/ijfs4020009 

Al-Hemyari, Z. A., & Al-Sarmi, A. M. (2017). Heis quality improvement through 

students and academic staff’s perception: Data analysis and robustness of the results. 

International Journal for Quality Research, 11(2), 261–278. 

https://doi.org/10.18421/IJQR11.02-02 

AL-Majali, M. M. (2012). International Tourists Satisfaction: Case of Jordan. 

International Business Research, 5(9), 210. https://doi.org/10.5539/ibr.v5n9p210 

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on 

customer purchase intention. International Journal of Information Management, 42, 

65–77. https://doi.org/10.1016/j.ijinfomgt.2018.06.001 



 

218 

Aldemir, C., & Gülcan, Y. (2004). Student Satisfaction in Higher Education. Higher 

Education Management and Policy, 16(2), 109–122. https://doi.org/10.1787/hemp-

v16-art19-en 

Alexander, C., & Yuriy, H. (2015). Problems and Perspectives of Performance of 

Higher Education Institutions in the Development of Russian Innovative System 

(Regional Aspect). Procedia - Social and Behavioral Sciences, 166, 497–504. 

https://doi.org/10.1016/j.sbspro.2014.12.561 

Alfattal, E. (2016). A new conceptual model for understanding international students’ 

college needs. Journal of International Students, 6(4), 920–932. 

https://doi.org/10.32674/jis.v6i4.326 

Ali, W. (2020). Online and remote learning in higher education institutes: A necessity 

in light of COVID-19 pandemic. Higher Education Studies, 10(3), 16–25. 

Altbach, P. G., & Knight, J. (2007). The internationalization of higher education: 

Motivations and realities. Journal of Studies in International Education, 11(3–4), 

290–305. https://doi.org/10.1177/1028315307303542 

Alzaydi, Z. M., Al-Hajla, A., Nguyen, B., & Jayawardhena, C. (2018). A review of 

service quality and service delivery: Towards a customer co-production and 

customer-integration approach. Business Process Management Journal, 24(1), 295–

328. https://doi.org/10.1108/BPMJ-09-2016-0185 

Anderson, J. C., & Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A 

Review and Recommended Two-Step Approach. Psychological Bulletin, 103(3), 

411–423. https://doi.org/10.1037/0033-2909.103.3.411 

Andersson, S., Evers, N., & Kuivalainen, O. (2014). International new ventures: rapid 

internationalization across different industry contexts. European Business Review. 

Andrade, M. S. (2006). International students in English-speaking universities: 

Adjustment factors. Journal of Research in International Education, 5(2), 131–154. 

https://doi.org/10.1177/1475240906065589 

Angulo-Ruiz, F., Pergelova, A., & Cheben, J. (2016). The relevance of marketing 

activities for higher education institutions. In International Marketing of Higher 

Education (pp. 13–45). Springer. https://doi.org/10.1057/978-1-137-54291-5_2 

Angulo, F., Pergelova, A., & Rialp, J. (2010). A market segmentation approach for 

higher education based on rational and emotional factors. Journal of Marketing for 

Higher Education, 20(1), 1–17. https://doi.org/10.1080/08841241003788029 



 

219 

Anikin, I. Y. (2020). The use of technological cycles in the management of an 

educational institution by integrating marketing technologies. International Journal 

of Learning and Change, 12(1), 25–43. https://doi.org/10.1504/IJLC.2020.105953 

Anil, N. K., & Shoham, A. (2017). Testing an Integrative Model of Export 

Performance in Turkish SMEs. In The Customer is NOT Always Right? Marketing 

Orientationsin a Dynamic Business World (pp. 154–154). Springer. 

https://doi.org/10.1007/978-3-319-50008-9_39 

Anis, A., Moorthy, K., Johanthan, S., Chee Hung, C., Chee Han, K., Zi Zheng, N., Yau 

Cheng, W., Huai Yuan, W., Choong, P. Y., Faiq, M., Abdul, B., Shamsudin, M. F., 

Zainudin, Z., Ming Sia, J. K., Ahmad, S. Z., Buchanan, F. R., Chloe, T. W. S., 

Business, G., Research, M., … Ahmad, A. A. N. (2019). Published online: 20 

November 2019 To cite this article: Wan, C.D. 2019. The Universities and 

University Colleges Act in Malaysia: History, contexts and development. Studies in 

Higher Education, 42(2), 1–20. 

Anning-Dorson, T. (2018). Customer involvement capability and service firm 

performance: The mediating role of innovation. Journal of Business Research, 86, 

269–280. https://doi.org/10.1016/j.jbusres.2017.07.015 

Appiah, B. K., Donghui, Z., Majumder, S. C., & Monaheng, M. P. (2020). Effects of 

environmental strategy, uncertainty and top management commitment on the 

environmental performance: Role of environmental management accounting and 

environmental management control system. International Journal of Energy 

Economics and Policy, 10(1), 360–370. https://doi.org/10.32479/ijeep.8697 

Arndt, C., Buch, C. M., & Mattes, A. (2012). Disentangling barriers to 

internationalization. Canadian Journal of Economics, 45(1), 41–63. 

https://doi.org/10.1111/j.1540-5982.2011.01686.x 

Asaad, Y., Melewar, T. C., & Cohen, G. (2015). Export market orientation behavior of 

universities: the British scenario. Journal of Marketing for Higher Education, 25(1), 

127–154. https://doi.org/10.1080/08841241.2015.1031315 

Aswicahyono, H. H., Brooks, D., & Manning, C. (2011). Exports and employment in 

Indonesia: The decline in labor-intensive manufacturing and the rise of services. 

Asian Development Bank Economics Working Paper Series, 279. 

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing 

Intelligence and Planning, 38(5), 559–572. https://doi.org/10.1108/MIP-02-2019-

0095 



220 

Ayoub, H. F., & Abdallah, A. B. (2019). The effect of supply chain agility on export 

performance: The mediating roles of supply chain responsiveness and 

innovativeness. Journal of Manufacturing Technology Management, 30(5), 821–

839. https://doi.org/10.1108/JMTM-08-2018-0229

Azar, G., & Ciabuschi, F. (2017). Organizational innovation, technological innovation, 

and export performance: The effects of innovation radicalness and extensiveness. 

International Business Review, 26(2), 324–336. 

https://doi.org/10.1016/j.ibusrev.2016.09.002 

Azar, G., & Drogendijk, R. (2016). Cultural distance, innovation and export 

performance: An examination of perceived and objective cultural distance. 

European Business Review, 28(2), 176–207. https://doi.org/10.1108/EBR-06-2015-

0065 

Azaze-Azizi, A. A. (2010). Export performance on the malaysian wooden furniture 

industry: An empirical study. Journal of International Food and Agribusiness 

Marketing, 22(1–2), 52–69. https://doi.org/10.1080/08974430903372773 

Badwan, J. J., Al Shobaki, M. J., Naser, S. S. A., & Amuna, Y. M. A. (2017). Adopting 

Technology for Customer Relationship Management in Higher Educational 

Institutions. International Journal of Engineering and Information Systems 

(IJEAIS), 1(1), 20–28. www.ijeais.org 

Bajunid, I. A., & Wong, W. C. K. (2016). Private higher education institutions in 

Malaysia. In A Global Perspective on Private Higher Education (pp. 131–155). 

Elsevier. https://doi.org/10.1016/B978-0-08-100872-0.00008-2 

Baklashova, T. A., & Kazakov, A. V. (2016). Challenges of international students’ 

adjustment to a higher education institution. International Journal of Environmental 

and Science Education, 11(8), 1821–1832. https://doi.org/10.12973/ijese.2016.557a 

Baldauf, A., Cravens, D. W., & Wagner, U. (2000). Examining determinants of export 

performance in small open economies. Journal of World Business, 35(1), 61–79. 

https://doi.org/10.1016/S1090-9516(99)00034-6 

Ballinger, C., & Davey, C. (1998). Designing a Questionnaire: An Overview. British 

Journal of Occupational Therapy, 61(12), 547–550. 

https://doi.org/10.1177/030802269806101204 

Bangoura, O. (2008). The World Bank. In Annals of Tropical Medicine and 

Parasitology (Vol. 102, Issue SUPPL. 1). 

https://doi.org/10.1179/136485908X337463 



221 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 

Management, 17(1), 99–120. 

Barney, J. (2015). Firm resources and sustained competitive advantage. International 

Business Strategy: Theory and Practice, 17(1), 283–301. 

Barney, J. B. (1992). The distinctive competencies of strategic management. 

Presentation at the Annual Meeting of the Academy of Management, Las Vegas, 

NV. 

Barney, J. B., & Arikan, A. M. (2005). The resource‐based view: origins and 

implications. The Blackwell Handbook of Strategic Management, 123–182. 

Baron, R. M., & Kenny, D. A. (1986). The Moderator-Mediator Variable Distinction in 

Social Psychological Research. Conceptual, Strategic, and Statistical Considerations. 

Journal of Personality and Social Psychology, 51(6), 1173–1182. 

https://doi.org/10.1037/0022-3514.51.6.1173 

Bashir, S. (2007). Trends in International Trade in Higher Education: Implications and 

Options for Developing Countries. Education Working Paper Series, 6, 1–98. 

Bashiri Behmiri, N., Rebelo, J. F., Gouveia, S., & António, P. (2019). Firm 

characteristics and export performance in Portuguese wine firms. International 

Journal of Wine Business Research, 31(3), 419–440. 

https://doi.org/10.1108/IJWBR-07-2018-0032 

Batista, G. E. A. P. A., & Monard, M. C. (2003). An analysis of four missing data 

treatment methods for supervised learning. Applied Artificial Intelligence, 17(5–6), 

519–533. https://doi.org/10.1080/713827181 

Becker, J.-M., Klein, K., & Wetzels, M. (2012). Hierarchical latent variable models in 

PLS-SEM: guidelines for using reflective-formative type models. Long Range 

Planning, 45(5–6), 359–394. 

Becker, J. M., Ringle, C. M., Sarstedt, M., & Völckner, F. (2015). How collinearity 

affects mixture regression results. Marketing Letters, 26(4), 643–659. 

https://doi.org/10.1007/s11002-014-9299-9 

Behr, D. (1994). What is meant by “shearing”? Knitting Technique, 16(4), 259–260. 

Beine, M., Noël, R., & Ragot, L. (2014). Determinants of the international mobility of 

students. Economics of Education Review, 41, 40–54. 

https://doi.org/10.1016/j.econedurev.2014.03.003 

Beleska-Spasova, E. (2014). Determinants and Measures of Export Performance – 

Comprehensive Literature Review. Jcebi, 1(1), 63–74. 



 

222 

Beleska-Spasova, E., Glaister, K. W., & Stride, C. (2012). Resource determinants of 

strategy and performance: The case of British exporters. Journal of World Business, 

47(4), 635–647. https://doi.org/10.1016/j.jwb.2011.09.001 

Bennett, R. (1997). Export marketing and the Internet: Experiences of Web site use and 

perceptions of export barriers among UK businesses. International Marketing 

Review, 14(5), 324–344. https://doi.org/10.1108/02651339710184307 

Bennett, R., & Kane, S. (2011). Internationalization of U.K. university business 

schools: A survey of current practice. Journal of Studies in International Education, 

15(4), 351–373. https://doi.org/10.1177/1028315309348736 

Beoku-Betts, J. (2006). African women pursuing graduate studies in the sciences: 

Racism, gender bias, and third world marginality. Removing Barriers: Women in 

Academic Science, Technology, Engineering, and Mathematics, 142–160. 

https://doi.org/10.2979/nws.2004.16.1.116 

Bernard, A. B., Bradford Jensen, J., Redding, S. J., & Schott, P. K. (2007). Firms in 

international trade. Journal of Economic Perspectives, 21(3), 105–130. 

https://doi.org/10.1257/jep.21.3.105 

Berry, L. L. (1980). Services marketing is different. Business, 30(3), 24–29. 

Berry, L. L. (1995). Relationship marketing of services—growing interest, emerging 

perspectives. Journal of the Academy of Marketing Science: Official Publication of 

the Academy of Marketing Science, 23(4), 236–245. 

https://doi.org/10.1177/009207039502300402 

Bharadwaj, S. G., Varadarajan, P. R., & Fahy, J. (1993). Sustainable Competitive 

Advantage in Service Industries: A Conceptual Model and Research Propositions. 

Journal of Marketing, 57(4), 83. https://doi.org/10.2307/1252221 

Bianchi, C. (2010). Inward Exporting of Professional Services: Lessons From an 

Exploratory Study of Australian Educational Firms. Services Marketing Quarterly, 

31(2), 174–193. https://doi.org/10.1080/15332961003604352 

Bianchi, C. (2011). Inward internationalization of consumer services: Lessons from 

Australian firms. Journal of Services Marketing, 25(4), 282–293. 

https://doi.org/10.1108/08876041111143113 

Bianchi, C., & Drennan, J. (2012). Drivers of satisfaction and dissatisfaction for 

overseas service customers: A critical incident technique approach. Australasian 

Marketing Journal, 20(1), 97–107. https://doi.org/10.1016/j.ausmj.2011.08.004 



 

223 

Bianchi, C., & Wickramasekera, R. (2016). Antecedents of SME export intensity in a 

Latin American Market. Journal of Business Research, 69(10), 4368–4376. 

https://doi.org/10.1016/j.jbusres.2016.02.041 

Birnik, A., & Bowman, C. (2007). Marketing mix standardization in multinational 

corporations: A review of the evidence. International Journal of Management 

Reviews, 9(4), 303–324. https://doi.org/10.1111/j.1468-2370.2007.00213.x 

Bista, K., & Foster, C. E. (2011). Issues of international student retention in American 

higher education. The International Journal of Research and Review, 7(2), 1–10. 

http://www.eric.ed.gov/PDFS/ED525791.pdf 

Bitner, M. J., & Booms, B. H. (1981). Deregulation and the Future of the U.S. Travel 

Agent Industry. Journal of Travel Research, 20(2), 2–7. 

https://doi.org/10.1177/004728758102000201 

Bıçakcıoğlu-Peynirci, N., Hizarci-Payne, A. K., Özgen, Ö., & Madran, C. (2020). 

Innovation and export performance: a meta-analytic review and theoretical 

integration. European Journal of Innovation Management, 23(5), 789–812. 

https://doi.org/10.1108/EJIM-06-2019-0149 

Björkman, I., & Kock, S. (1997). Inward international activities in service firms - 

Illustrated by three cases from the tourism industry. International Journal of Service 

Industry Management, 8(5), 362–376. https://doi.org/10.1108/09564239710189808 

Bloemer, J., Pluymaekers, M., & Odekerken, A. (2013). Trust and affective 

commitment as energizing forces for export performance. International Business 

Review, 22(2), 363–380. https://doi.org/10.1016/j.ibusrev.2012.05.002 

Blyde, J., Iberti, G., & Mussini, M. (2018). When does innovation matter for 

exporting? Empirical Economics, 54(4), 1653–1671. https://doi.org/10.1007/s00181-

017-1274-x 

Blythe, J. (2008). Essentials of marketing (ed.). In Harlow: Pearson Education. 

Bolarinwa, O. (2015). Principles and methods of validity and reliability testing of 

questionnaires used in social and health science researches. Nigerian Postgraduate 

Medical Journal, 22(4), 195. https://doi.org/10.4103/1117-1936.173959 

Bollen, K. A., & Diamantopoulos, A. (2017). In defense of causal-formative indicators: 

A minority report. Psychological Methods, 22(3), 581–596. 

https://doi.org/10.1037/met0000056 

Bond, M., Marín, V. I., Dolch, C., Bedenlier, S., & Zawacki-Richter, O. (2018). Digital 

transformation in German higher education: student and teacher perceptions and 



 

224 

usage of digital media. International Journal of Educational Technology in Higher 

Education, 15(1), 1–20. 

Boso, N., Story, V. M., Cadogan, J. W., Micevski, M., & Kadić-Maglajlić, S. (2013). 

Firm innovativeness and export performance: Environmental, networking, and 

structural contingencies. Journal of International Marketing, 21(4), 62–87. 

https://doi.org/10.1509/jim.13.0052 

Bougie, R., & Sekaran, U. (1993). Research methods for business: A skill building 

approach. In Long Range Planning (Vol. 26, Issue 2). https://doi.org/10.1016/0024-

6301(93)90168-f 

Bourke, A. (2000). A model of the determinants of international trade in Higher 

Education. Service Industries Journal, 20(1), 110–138. 

https://doi.org/10.1080/02642060000000007 

Bowen, D. E., & Schneider, B. (2014). A Service Climate Synthesis and Future 

Research Agenda. Journal of Service Research, 17(1), 5–22. 

https://doi.org/10.1177/1094670513491633 

Boyle, M. A. (1987). Strategic Marketing for Educational Institutions. In The American 

Journal of Occupational Therapy (Vol. 41, Issue 7). Prentice Hall. 

https://doi.org/10.5014/ajot.41.7.477b 

Bradley, J. (2013). Integrity in higher education marketing? A typology of misleading 

data-based claims in the university prospectus. International Journal for 

Educational Integrity, 9(2). https://doi.org/10.21913/ijei.v9i2.894 

Bradley, W., & Henseler, J. (2007). Modeling reflective higher-order constructs using 

three approaches with PLS path modeling: a Monte Carlo comparison. 

Bramer, W. M., de Jonge, G. B., Rethlefsen, M. L., Mast, F., & Kleijnen, J. (2018). A 

systematic approach to searching: An efficient and complete method to develop 

literature searches. Journal of the Medical Library Association, 106(4), 531–541. 

https://doi.org/10.5195/jmla.2018.283 

Brege, H., & Kindström, D. (2020). Exploring proactive market strategies. Industrial 

Marketing Management, 84, 75–88. 

https://doi.org/10.1016/j.indmarman.2019.05.005 

Bridges, E. (2002). Principles of Service Marketing and Management,. In Review 

Literature And Arts Of The Americas (Issue 14096). University of North Carolina. 

Briggs, S., & Wilson, A. (2007). Which university? A study of the influence of cost 

and information factors on Scottish undergraduate choice. Journal of Higher 



 

225 

Education Policy and Management, 29(1), 57–72. 

https://doi.org/10.1080/13600800601175789 

Brkanlić, S., Sánchez-García, J., Esteve, E. B., Brkić, I., Ćirić, M., Tatarski, J., 

Gardašević, J., & Petrović, M. (2020). Marketing mix instruments as factors of 

improvement of students’ satisfaction in higher education institutions in Republic of 

Serbia and Spain. Sustainability (Switzerland), 12(18), 7802. 

https://doi.org/10.3390/SU12187802 

Brodrechtova, Y. (2008). Determinants of export marketing strategies of forest 

products companies in the context of transition - The case of Slovakia. Forest Policy 

and Economics, 10(7–8), 450–459. https://doi.org/10.1016/j.forpol.2007.12.004 

Brouthers, L. E., & Xu, K. (2002). Product stereotypes, strategy and performance 

satisfaction: The case of Chinese exporters. Journal of International Business 

Studies, 33(4), 657–677. https://doi.org/10.1057/palgrave.jibs.8491038 

Butcher, J., & Jeffrey, P. (2007). A view from the coal face: UK research student 

perceptions of successful and unsuccessful collaborative projects. Research Policy, 

36(8), 1239–1250. https://doi.org/10.1016/j.respol.2007.04.009 

Buzzard, C., Crittenden, V. L., Crittenden, W. F., & McCarty, P. (2011). The use of 

digital technologies in the classroom: A teaching and learning perspective. Journal 

of Marketing Education, 33(2), 131–139. 

https://doi.org/10.1177/0273475311410845 

Cadogan, J. W., Boso, N., Story, V. M., & Adeola, O. (2016). Export strategic 

orientation–performance relationship: Examination of its enabling and disenabling 

boundary conditions. Journal of Business Research, 69(11), 5046–5052. 

https://doi.org/10.1016/j.jbusres.2016.04.078 

Cadogan, J. W., Diamantopoulos, A., & Siguaw, J. A. (2002). Export market-oriented 

activities: Their antecedents and performance consequences. Journal of 

International Business Studies, 33(3), 615–626. 

https://doi.org/10.1057/palgrave.jibs.8491036 

Cadogan, J. W., Paul, N. J., Salminen, R. T., Puumalainen, K., & Sundqvist, S. (2001). 

Key antecedents to “export” market-oriented behaviors: A cross-national empirical 

examination. International Journal of Research in Marketing, 18(3), 261–282. 

https://doi.org/10.1016/S0167-8116(01)00038-6 

Cadogan, J. W., Sundqvist, S., Salminen, R. T., & Puumalainen, K. (2005). Export 

marketing, interfunctional interactions, and performance consequences. Journal of 



226 

the Academy of Marketing Science, 33(4), 520–535. 

https://doi.org/10.1177/0092070305276148 

Cai, Y., Hölttä, S., & Kivistö, J. (2012). Finnish Higher Education Institutions as 

Exporters of Education--Are They Ready? Higher Education Research in Finland: 

Emerging Structures and Contemporary Issues, 215–233. 

Calantone, R. J., Cavusgil, S. T., & Zhao, Y. (2002). Learning orientation, firm 

innovation capability, and firm performance. Industrial Marketing Management, 

31(6), 515–524. https://doi.org/10.1016/S0019-8501(01)00203-6 

Calantone, R. J., Kim, D., Schmidt, J. B., & Cavusgil, S. T. (2006). The influence of 

internal and external firm factors on international product adaptation strategy and 

export performance: A three-country comparison. Journal of Business Research, 

59(2), 176–185. https://doi.org/10.1016/j.jbusres.2005.05.001 

Cali, M., Ellis, K., & Velde, D. W. te. (2008). The Contribution of Services to 

Development & The Role of Trade Libralisation & Regulation-Uk. In Overseas 

Development Institute. Overseas Dev’t Institute. 

Camilleri, M. A. (2019). Higher education marketing: Opportunities and challenges in 

the digital Era. Academia (Greece), 2019(16–17), 4–28. 

https://doi.org/10.26220/aca.3169 

Campbell, D. T., & Fiske, D. W. (1959). Convergent and discriminant validation by the 

multitrait-multimethod matrix. Psychological Bulletin, 56(2), 81–105. 

https://doi.org/10.1037/h0046016 

Canada, S. (2003). Innovativeness and Export Orientation Among Establishments in 

Knowledge-Intensive Business Services ( KIBS ), 2003. In Statistics (Issue 88). 

Citeseer. http://www.statcan.gc.ca/pub/88f0006x/88f0006x2007001-eng.htm 

Cannon, T. (1989). International marketing. In Environment & Planning A (Vol. 21, 

Issue 5). Cengage Learning. https://doi.org/10.1068/a210643 

Canterbury, R. M. (2000). Higher education marketing: A challenge. Journal of 

Marketing for Higher Education, 9(3), 15–24. 

https://doi.org/10.1300/J050v09n03_02 

Carboni, O. A., & Medda, G. (2018). R&D, export and investment decision: evidence 

from European firms. Applied Economics, 50(2), 187–201. 

https://doi.org/10.1080/00036846.2017.1332747 

Carman, J. M., & Langeard, E. (1980). Growth strategies for service firms. Strategic 

Management Journal, 1(1), 7–22. https://doi.org/10.1002/smj.4250010103 



227 

Carneiro, J., Farias, I., da Rocha, A., & Ferreira da Silva, J. (2016a). How to measure 

export performance? Scholars’ vs. practitioners’ answers. Journal of Business 

Research, 69(2), 410–417. https://doi.org/10.1016/j.jbusres.2015.06.046 

Carneiro, J., Farias, I., da Rocha, A., & Ferreira da Silva, J. (2016b). How to measure 

export performance? Scholars’ vs. practitioners’ answers. Journal of Business 

Research, 69(2), 410–417. https://doi.org/10.1016/j.jbusres.2015.06.046 

Caruana, E. J., Roman, M., Hernández-Sánchez, J., & Solli, P. (2015). Longitudinal 

studies. Journal of Thoracic Disease, 7(11), E537–E540. 

https://doi.org/10.3978/j.issn.2072-1439.2015.10.63 

Catana, S., & Toma, S. (2016). Marketing Mix in Services. Ovidius University Annals: 

Economic Sciences Series, 16(1), 311–314. 

Cavusgil, S. T., & Zou, S. (1994). Marketing Strategy-Performance Relationship: An 

Investigation of the Empirical Link in Export Market Ventures. Journal of 

Marketing, 58(1), 1. https://doi.org/10.2307/1252247 

Chadee, D. D., & Mattsson, J. (1998). Do service and merchandiseexporters behave 

andperform differently? European Journal of Marketing, 32(9/10), 830–842. 

https://doi.org/10.1108/03090569810232282 

Chankseliani, M. (2019). Big business in a small state: Rationales of higher education 

internationalisation in Latvia. European Educational Research Journal, 18(6), 639–

655. https://doi.org/10.1177/1474904119830507

Charoensukmongkol, P. (2016). Cultural intelligence and export performance of small 

and medium enterprises in Thailand: Mediating roles of organizational capabilities. 

International Small Business Journal: Researching Entrepreneurship, 34(1), 105–

122. https://doi.org/10.1177/0266242614539364

Chellaraj, G., Maskus, K. E., & Mattoo, A. (2008). The contribution of international 

graduate students to US innovation. Review of International Economics, 16(3), 444–

462. https://doi.org/10.1111/j.1467-9396.2007.00714.x

Chen, H.-J. (2018). What drives consumers’ mobile shopping? 4Ps or shopping 

preferences? Asia Pacific Journal of Marketing and Logistics. 

Chen, J., Sousa, C. M. P., & He, X. (2016). The determinants of export performance: a 

review of the literature 2006-2014. International Marketing Review, 33(5), 626–670. 

https://doi.org/10.1108/IMR-10-2015-0212 

Chin, J. M. C., Wu, C. T., & Ching, G. S. (2012). Apple and oranges: Comparison of 

Taiwan higher education institutions’ internationalization. International Journal of 



228 

Research Studies in Education, 1(2), 3–22. 

https://doi.org/10.5861/ijrse.2012.v1i2.24 

Chin, Y. F. (2019). Malaysia: From Hub to Exporter of Higher Education and 

Implications. International Journal of Business and Social Science, 10(2), 48–54. 

https://doi.org/10.30845/ijbss.v10n2p6 

Christopher, M., & Peck, H. (2012). Marketing Logistics. In Marketing Logistics. 

Routledge. https://doi.org/10.4324/9780080496429 

Chugan, P. K., & Singh, S. (2015). Export Commitment and Its Impact on Firm-level 

Export Performance: Evidence from SMEs Cluster of Ahmedabad, India. Journal of 

Behavioural Economics, Finance, Entrepreneurship, Accounting and Transport, 

3(3), 90–95. http://ssrn.com/abstract=2736385 

Chui, T. B., Ahmad, M. S. bin, Bassim, F. binti A., & Zaimi, N. binti A. (2016). 

Evaluation of Service Quality of Private Higher Education Using Service 

Improvement Matrix. Procedia - Social and Behavioral Sciences, 224, 132–140. 

https://doi.org/10.1016/j.sbspro.2016.05.417 

Chung, H. F. L., Wang, C. L., & Huang, P. how. (2012). A contingency approach to 

international marketing strategy and decision-making structure among exporting 

firms. International Marketing Review, 29(1), 54–87. 

https://doi.org/10.1108/02651331211201543 

Cicic, M., Patterson, P. G., & Shoham, A. (1999). A conceptual model of the 

internationalization of services firms. Journal of Global Marketing, 12(3), 81–106. 

https://doi.org/10.1300/J042v12n03_06 

Cicic, M., Patterson, P., & Shoham, A. (2002). Antecedents of international 

performance. European Journal of Marketing, 36(9/10), 1103–1118. 

https://doi.org/10.1108/03090560210437352 

Çiftçi, E. Y. (2016). A review of research on intercultural learning through computer-

based digital technologies. Educational Technology and Society, 19(2), 313–327. 

Clark, T., Rajaratnam, D., & Smith, T. (1996). Toward a Theory of International 

Services: Marketing Intangibles in a World of Nations. Journal of International 

Marketing, 4(2), 9–28. https://doi.org/10.1177/1069031x9600400203 

Clark, V. L. P., & Creswell, J. W. (2014). Understanding research: A consumer’s 

guide. Pearson Higher Ed. 

Cohen, J. (1988). Statistical power calculations for the behavioural sciences. In 2Nd 

Edition. Laurence E. 



229 

Collins, J. M. (2008). Coming to America: Challenges for faculty coming to United 

States’ universities. Journal of Geography in Higher Education, 32(2), 179–188. 

https://doi.org/10.1080/03098260701731215 

Constantinides, E., & Stagno, M. C. Z. (2011). Potential of the social media as 

instruments of higher education marketing: A segmentation study. Journal of 

Marketing for Higher Education, 21(1), 7–24. 

https://doi.org/10.1080/08841241.2011.573593 

Contractor, F. J., & Mudambi, S. M. (2008). The influence of human capital investment 

on the exports of services and goods: an analysis of the top 25 services outsourcing 

countries. Management International Review, 48(4), 433–445. 

https://doi.org/10.1007/s11575-008-0025-9 

Cooil, B., Aksoy, L., Keiningham, T. L., & Maryott, K. M. (2009). The relationship of 

employee perceptions of organizational climate to business-unit Outcomes: An 

MPLS approach. Journal of Service Research, 11(3), 277–294. 

https://doi.org/10.1177/1094670508328984 

Cooper, D. R., & Schindler, P. S. (1998). Business research methods, 6e druk. Irwin 

McGraw. 

Cooper, R. G., & Kleinschmidt, E. J. (1985). The Impact of Export Strategy on Export 

Sales Performance. Journal of International Business Studies, 16(1), 37–55. 

https://doi.org/10.1057/palgrave.jibs.8490441 

Creswell, J. W. (2014). Educational research: Planning, conducting, and evaluating 

quantitative and qualitative research. In Educational Research (Vol. 4, p. 667). 

Boston, MA. 

Crick, D., & Lindsay, V. (2015). Service and service-intensive New Zealand 

Internationalising SMEs: Managers’ perceptions of government assistance. 

Marketing Intelligence and Planning, 33(3), 366–393. https://doi.org/10.1108/MIP-

11-2013-0194

Cubillo, J. M., Sánchez, J., & Cerviño, J. (2006). International students’ 

decision‐making process. International Journal of Educational Management. 

Dahooie, J. H., Meidute-Kavaliauskiene, I., Vanaki, A. S., Podviezko, A., & Beheshti 

Jazan Abadi, E. (2020). Development of a firm export performance measurement 

model using a hybrid multi-attribute decision-making method. Management 

Decision, 58(11), 2349–2385. https://doi.org/10.1108/MD-09-2019-1156 



230 

Dalila, Latif, H., Jaafar, N., Aziz, I., & Afthanorhan, A. (2020). The mediating effect of 

personal values on the relationships between attitudes, subjective norms, perceived 

behavioral control and intention to use. Management Science Letters, 10(1), 153–

162. https://doi.org/10.5267/j.msl.2019.8.007

Damanpour, F., & Aravind, D. (2012). Managerial Innovation: Conceptions, Processes, 

and Antecedents. Management and Organization Review, 8(2), 423–454. 

https://doi.org/10.1111/j.1740-8784.2011.00233.x 

Dearden, J. (1978). Cost accounting comes to service industries. Harvard Business 

Review, 56(5), 132–140. 

Delgado-Márquez, B. L., Escudero-Torres, M. Á., & Hurtado-Torres, N. E. (2013). 

Being highly internationalised strengthens your reputation: An empirical 

investigation of top higher education institutions. Higher Education, 66(5), 619–633. 

https://doi.org/10.1007/s10734-013-9626-8 

Department of Statistics Malaysia. (2020). DEPARTMENT OF STATISTICS, 

MALAYSIA PRESS RELEASE Revenue for Services Sector Up to RM437.8 

billion in First Quarter 2020. Department of Statistics Malaysia, May, 1–3. 

https://www.dosm.gov.my/v1/index.php?r=column/pdfPrev&id=ckFwSE12dWtqM

Eh6M1NDVUFoUU9nQT09 

Department of Statistics Malaysia. (2021). Department of Statistics (Issue May). 

https://www.dosm.gov.my/v1/index.php?r=column/cthemeByCat&cat=398&bul_id

=QjJINVh4ODZ1ZzJCTmZ2cGJMMWxIZz09&menu_id=b0pIV1E3RW40VWRT

UkZocEhyZ1pLUT09 

Deshpandé, R., Farley, J. U., & Webster, F. E. (2012). Corporate Culture, Customer 

Orientation, and Innovativeness in Japanese Firms: A Quadrad Analysis. Developing 

a Market Orientation, 57(1), 79–102. https://doi.org/10.4135/9781452231426.n4 

Deyo, R. A. (2000). Quality and its dimensions. Spine, 25(6), 661. 

https://doi.org/10.1097/00007632-200003150-00002 

Diamantopoulos, A. (1996). Export performance measurement. In  editors. N. Y. J. P. 

In Advances in International Marketing. S Tamer Cavusgil and Tage Koed Madsen 

(Ed.), International Marketing Review (Vol. 12, Issue 10). 

http://www.emeraldinsight.com/10.1108/02651330210430686 

Diamantopoulos, A., Riefler, P., & Roth, K. P. (2008). Advancing formative 

measurement models. Journal of Business Research, 61(12), 1203–1218. 



231 

Dias Lopes, A. (2020). International mobility and education inequality among Brazilian 

undergraduate students. Higher Education, 80(4), 779–796. 

https://doi.org/10.1007/s10734-020-00514-5 

Ding, Y., & Keh, H. T. (2016). A re-examination of service standardization versus 

customization from the consumer’s perspective. Journal of Services Marketing, 

30(1), 16–28. https://doi.org/10.1108/JSM-02-2015-0088 

Ding, Y., & Keh, H. T. (2017). Consumer reliance on intangible versus tangible 

attributes in service evaluation: the role of construal level. Journal of the Academy 

of Marketing Science, 45(6), 848–865. https://doi.org/10.1007/s11747-017-0527-8 

Dueñas-Caparas, T. (2006). Determinants of Export Performance in the Philippine 

Manufacturing Sector. In Microeconomics Working Papers. PIDS Discussion Paper 

Series. 

Durmuşoǧlu, S. S., Apfelthaler, G., Nayir, D. Z., Alvarez, R., & Mughan, T. (2012a). 

The effect of government-designed export promotion service use on small and 

medium-sized enterprise goal achievement: A multidimensional view of export 

performance. Industrial Marketing Management, 41(4), 680–691. 

https://doi.org/10.1016/j.indmarman.2011.09.016 

Durmuşoǧlu, S. S., Apfelthaler, G., Nayir, D. Z., Alvarez, R., & Mughan, T. (2012b). 

The effect of government-designed export promotion service use on small and 

medium-sized enterprise goal achievement: A multidimensional view of export 

performance. Industrial Marketing Management, 41(4), 680–691. 

https://doi.org/10.1016/j.indmarman.2011.09.016 

Eckardt, R., & Skaggs, B. C. (2018). Service diversification and growth of professional 

service firms. Long Range Planning, 51(1), 111–126. 

https://doi.org/10.1016/j.lrp.2017.06.003 

Economic Planning Unit Prime Minister’s Department. (2019). Shared Propesrity 

Vision 2030. In Jabatan Perdana Menteri (Vol. 4, Issue 1). 

http://library1.nida.ac.th/termpaper6/sd/2554/19755.pdf 

Edeh, J. N., Obodoechi, D. N., & Ramos-Hidalgo, E. (2020). Effects of innovation 

strategies on export performance: New empirical evidence from developing market 

firms. Technological Forecasting and Social Change, 158, 120167. 

https://doi.org/10.1016/j.techfore.2020.120167 



 

232 

Edvardsson, B., Holmlund, M., & Strandvik, T. (2008). Initiation of business 

relationships in service-dominant settings. Industrial Marketing Management, 37(3), 

339–350. https://doi.org/10.1016/j.indmarman.2007.07.009 

Eickelpasch, A., & Vogel, A. (2011). Determinants of the export behaviour of German 

business services companies. Service Industries Journal, 31(4), 513–526. 

https://doi.org/10.1080/02642069.2010.504304 

Eisend, M., Evanschitzky, H., & Calantone, R. J. (2016). The relative advantage of 

marketing over technological capabilities in influencing new product performance: 

The moderating role of country institutions. Journal of International Marketing, 

24(1), 41–56. https://doi.org/10.1509/jim.15.0068 

Enache, I.-C. (2011). Marketing Higher Education Using the 7 Ps Framework. Bulletin 

of the Transilvania University of Brasov. Series V: Economic Sciences, 4(1), 23–30. 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=66180380&lang=

fr&site=ehost-live 

Engel, R. J., & Schutt, R. K. (2016). The practice of research in social work. Sage 

Publications. 

EPU. (2015). Eleventh Malaysia Plan 2016-2020. In EPU. 

http://rmk11.epu.gov.my/book/eng/Elevent-Malaysia-Plan/RMKe-11 Book.pdf 

Erdil, T. S., & Özdemir, O. (2016). The Determinants of Relationship between 

Marketing Mix Strategy and Drivers of Export Performance in Foreign Markets: An 

Application on Turkish Clothing Industry. Procedia - Social and Behavioral 

Sciences, 235, 546–556. https://doi.org/10.1016/j.sbspro.2016.11.067 

Esteve-Pérez, S., & Rodríguez, D. (2013). The dynamics of exports and R&D in SMEs. 

Small Business Economics, 41(1), 219–240. https://doi.org/10.1007/s11187-012-

9421-4 

Ettlie, J. E. (1983). Organizational Policy and Innovation Among Suppliers to the Food 

Processing Sector. Academy of Management Journal, 26(1), 27–44. 

https://doi.org/10.5465/256133 

Ettlie, J. E., & Bridges, W. P. (1982). Environmental Uncertainty and Organizational 

Technology Policy. IEEE Transactions on Engineering Management, EM-29(1), 2–

10. https://doi.org/10.1109/TEM.1982.6447460 

Evans, D. S. (2009). The online advertising industry: Economics, evolution, and 

privacy. Journal of Economic Perspectives, 23(3), 37–60. 

https://doi.org/10.1257/jep.23.3.37 



 

233 

Falahat, M., Ramayah, T., Soto-Acosta, P., & Lee, Y. Y. (2020). SMEs 

internationalization: The role of product innovation, market intelligence, pricing and 

marketing communication capabilities as drivers of SMEs’ international 

performance. Technological Forecasting and Social Change, 152, 119908. 

https://doi.org/10.1016/j.techfore.2020.119908 

Falk, M., & de Lemos, F. F. (2019). Complementarity of R&D and productivity in 

SME export behavior. Journal of Business Research, 96, 157–168. 

https://doi.org/10.1016/j.jbusres.2018.11.018 

Faqih, K. M. S. (2016). An empirical analysis of factors predicting the behavioral 

intention to adopt Internet shopping technology among non-shoppers in a 

developing country context: Does gender matter? Journal of Retailing and 

Consumer Services, 30, 140–164. https://doi.org/10.1016/j.jretconser.2016.01.016 

Farhadi, H., Salehi, H., Yunus, M., Chadegani, A. A., Farhadi, M., & Kebangsaan, U. 

(2013). Does it Matter Which Citation Tool is Used to Compare the h-index of a 

Group of Highly Cited Researchers? Australian Journal of Basic and Applied 

Sciences, 7(4), 198–202. 

Faria, S., Rebelo, J., & Gouveia, S. (2020). Firms’ export performance: A fractional 

econometric approach. Journal of Business Economics and Management, 21(2), 

521–542. https://doi.org/10.3846/jbem.2020.11934 

Faroque, A. R., Morrish, S. C., & Ferdous, A. S. (2017). Networking, business process 

innovativeness and export performance: the case of South Asian low-tech industry. 

Journal of Business and Industrial Marketing, 32(6), 864–875. 

https://doi.org/10.1108/JBIM-06-2015-0113 

Fernández-Sastre, J., & Montalvo-Quizhpi, F. (2019). The effect of developing 

countries’ innovation policies on firms’ decisions to invest in R&D. Technological 

Forecasting and Social Change, 143, 214–223. 

https://doi.org/10.1016/j.techfore.2019.02.006 

Ferreras-Méndez, J. L., Fernández-Mesa, A., & Alegre, J. (2019). Export Performance 

in SMEs: The Importance of External Knowledge Search Strategies and Absorptive 

Capacity. Management International Review, 59(3), 413–437. 

https://doi.org/10.1007/s11575-019-00379-6 

Filatotchev, I., Liu, X., Buck, T., & Wright, M. (2009). The export orientation and 

export performance of high-technology SMEs in emerging markets: The effects of 



234 

knowledge transfer by returnee entrepreneurs. Journal of International Business 

Studies, 40(6), 1005–1021. https://doi.org/10.1057/jibs.2008.105 

Filipe Lages, L., & Montgomery, D. B. (2004). Export performance as an antecedent of 

export commitment and marketing strategy adaptation. European Journal of 

Marketing, 38(9/10), 1186–1214. https://doi.org/10.1108/03090560410548933 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with 

Unobservable Variables and Measurement Error. Journal of Marketing Research, 

18(1), 39. https://doi.org/10.2307/3151312 

Foroudi, P. (2019). Influence of brand signature, brand awareness, brand attitude, brand 

reputation on hotel industry’s brand performance. International Journal of 

Hospitality Management, 76, 271–285. https://doi.org/10.1016/j.ijhm.2018.05.016 

França, T., Alves, E., & Padilla, B. (2018). Portuguese policies fostering international 

student mobility: a colonial legacy or a new strategy? Globalisation, Societies and 

Education, 16(3), 325–338. https://doi.org/10.1080/14767724.2018.1457431 

Freeman, J., Styles, C., & Lawley, M. (2012). Does firm location make a difference to 

the export performance of SMEs? International Marketing Review, 29(1), 88–113. 

https://doi.org/10.1108/02651331211201552 

Fryges, H., Vogel, A., & Wagner, J. (2021). The impact of R&D activities on exports 

of german business services enterprises: First evidence from a continuous treatment 

approach. Microeconometric Studies Of Firms Imports And Exports: Advanced 

Methods Of Analysis And Evidence From German Enterprises, 38(4), 265–285. 

https://doi.org/10.1142/9781786349699_0015 

Fuchs, M., & Köstner, M. (2016). Antecedents and consequences of firm’s export 

marketing strategy: An empirical study of Austrian SMEs (a contingency 

perspective). Management Research Review, 39(3), 329–355. 

https://doi.org/10.1108/MRR-07-2014-0158 

Fuller, C. M., Simmering, M. J., Atinc, G., Atinc, Y., & Babin, B. J. (2016). Common 

methods variance detection in business research. Journal of Business Research, 

69(8), 3192–3198. https://doi.org/10.1016/j.jbusres.2015.12.008 

G. David Garson. (2016). Partial Least Squares: regression and structural models.

Statistical Publishing Associates.

Gajic, J. (2012). Importance of marketing mix in higher education institutions. 

Singidunum Journal of Applied Sciences, 9(1), 29–41. 

https://doi.org/10.5937/sjas1201029g 



 

235 

Gao, Y., & Liu, J. (2020). International student recruitment campaign: experiences of 

selected flagship universities in China. Higher Education, 80(4), 663–678. 

https://doi.org/10.1007/s10734-020-00503-8 

García Reyes, L. E. (2013). Tenth Malaysia Plan. Journal of Chemical Information and 

Modeling, 53(9), 1689–1699. 

Garousi, V., Felderer, M., & Mäntylä, M. V. (2019). Guidelines for including grey 

literature and conducting multivocal literature reviews in software engineering. 

Information and Software Technology, 106, 101–121. 

https://doi.org/10.1016/j.infsof.2018.09.006 

Geddie, K. (2015). Policy mobilities in the race for talent: Competitive state strategies 

in international student mobility. Transactions of the Institute of British 

Geographers, 40(2), 235–248. https://doi.org/10.1111/tran.12072 

Geue, P. E. (2018). Positive Practices in the Workplace: Impact on Team Climate, 

Work Engagement, and Task Performance. Journal of Applied Behavioral Science, 

54(3), 272–301. https://doi.org/10.1177/0021886318773459 

Ghasemy, M., Teeroovengadum, V., Becker, J. M., & Ringle, C. M. (2020). This fast 

car can move faster: a review of PLS-SEM application in higher education research. 

Higher Education, 80(6), 1121–1152. https://doi.org/10.1007/s10734-020-00534-1 

Gnizy, I., Cadogan, J. W., Oliveira, J. S., & Nizam, A. (2017). The empirical link 

between export dispersion and export performance: A contingency-based approach. 

International Business Review, 26(2), 239–249. 

https://doi.org/10.1016/j.ibusrev.2016.07.002 

Goerzen, A., & Makino, S. (2007). Multinational corporation internationalization in the 

service sector: A study of Japanese trading companies. Journal of International 

Business Studies, 38(7), 1149–1169. https://doi.org/10.1057/palgrave.jibs.8400310 

Gourlay, A., Seaton, J., & Suppakitjarak, J. (2005). The determinants of export 

behaviour in UK service firms. Service Industries Journal, 25(7), 879–889. 

https://doi.org/10.1080/02642060500134154 

Grace Chien, Y. (2020). Studying Abroad in Britain: Advantages and Disadvantages. 

Journal of Research in International Education, 19(1), 69–83. 

https://doi.org/10.1177/1475240920916944 

Graf, L. (2009). Applying the Varieties of Capitalism Approach to Higher Education: 

Comparing the internationalisation of German and British universities. European 



236 

Journal of Education, 44(4), 569–585. https://doi.org/10.1111/j.1465-

3435.2009.01401.x 

Grapragasem, S., Krishnan, A., & Mansor, A. N. (2014). Current Trends in Malaysian 

Higher Education and the Effect on Education Policy and Practice: An Overview. 

International Journal of Higher Education, 3(1), 85–93. 

Gravetter, F. J. & Forzano, L. B. (2016). Research methods for the behavioral sciences. 

In Choice Reviews Online (Vol. 53, Issue 12, pp. 53-5295-53–5295). Edition 

Belmont: Thomson wadsworth. https://doi.org/10.5860/choice.197263 

Grewal, D., Hulland, J., Kopalle, P. K., & Karahanna, E. (2020). The future of 

technology and marketing: a multidisciplinary perspective. In Journal of the 

Academy of Marketing Science (Vol. 48, Issue 1). Springer. 

https://doi.org/10.1007/s11747-019-00711-4 

Gribble, C. (2008). Policy options for managing international student migration: The 

sending country’s perspective. Journal of Higher Education Policy and 

Management, 30(1), 25–39. https://doi.org/10.1080/13600800701457830 

Grönroos, C. (1982). An Applied Service Marketing Theory. European Journal of 

Marketing, 16(7), 30–41. https://doi.org/10.1108/EUM0000000004859 

Grönroos, C. (1999). Internationalization strategies for services. Journal of Services 

Marketing, 13(4/5), 290–297. https://doi.org/10.1108/08876049910282547 

Grönroos, C., & Voima, P. (2013). Critical service logic: Making sense of value 

creation and co-creation. Journal of the Academy of Marketing Science, 41(2), 133–

150. https://doi.org/10.1007/s11747-012-0308-3

Groth-Marnat, G. (2009). Handbook of psychological assessment. John Wiley & Sons. 

Guillory, R. M., & Wolverton, M. (2008). It’s about family: Native American student 

persistence in higher education. Journal of Higher Education, 79(1), 58–87. 

https://doi.org/10.1353/jhe.2008.0001 

Guimón, J., & Narula, R. (2020). When Developing Countries Meet Transnational 

Universities: Searching for Complementarity and Dealing With Dual 

Embeddedness. Journal of Studies in International Education, 24(3), 314–336. 

https://doi.org/10.1177/1028315319835536 

Gul, M. C., & Kaytaz, M. (2021). Impact of COVID-19 on People-Processing vs. 

Information-Processing Services: Case of Food Service and Banking Industries. The 

Future of Service Post-COVID-19 Pandemic, Volume 2: Transformation of Services 

Marketing, 87–102. https://doi.org/10.1007/978-981-33-4134-0_5 



 

237 

Gummesson, E. (1991). Marketing-orientation revisited: the crucial role of the part-

time marketer. European Journal of Marketing, 25(2), 60–75. 

Gümüş, S., Apak, S., Gümüş, H. G., & Kurban, Z. (2013). An Application in Human 

Resources Management for Meeting Differentiation and Innovativeness 

Requirements of Business: Talent Management. Procedia - Social and Behavioral 

Sciences, 99, 794–808. https://doi.org/10.1016/j.sbspro.2013.10.551 

Haahti, A., Madupu, V., Yavas, U., & Babakus, E. (2005). Cooperative strategy, 

knowledge intensity and export performance of small and medium sized enterprises. 

Journal of World Business, 40(2), 124–138. 

https://doi.org/10.1016/j.jwb.2005.02.003 

Haddoud, M. Y., Jones, P., & Newbery, R. (2018). Smes’ export performance in 

algeria: A configuration approach. In Contemporary Issues in Entrepreneurship 

Research (Vol. 9A, pp. 91–111). Emerald Publishing Limited. 

https://doi.org/10.1108/S2040-72462018000009A006 

Haddoud, M. Y., Nowinski, W., Jones, P., & Newbery, R. (2019). Internal and external 

determinants of export performance: Insights from Algeria. Thunderbird 

International Business Review, 61(1), 43–60. https://doi.org/10.1002/tie.21972 

Hair. (2019). Advanced Issues in Partial Least Squares Structural Equation Workshop : 

Advanced Issues in Partial Least Squares Structural Equation Modeling ( PLS-SEM 

). In saGe publications (Issue 1). saGe publications. 

https://books.google.com.my/books?hl=en&lr=&id=-

f1rDgAAQBAJ&oi=fnd&pg=PP1&ots=vY_2fpD1cU&sig=yGGPkxdCk9anwhI553

2WZE_aTJU 

Hair, Black, B., Babin, B., Anderson, R. E., & Tatham, R. L. (2010). Multivariate data 

and data analysis . Englewood Cliff. New Jersey, USA, 5(3), 207–2019. 

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis: A 

Global Perspective. In Multivariate Data Analysis: A Global Perspective (Vol. 7th). 

Upper Saddle River, NJ: Pearson. 

Hair, J. F., Harrison, D. E., & Risher, J. J. (2018). Marketing research in the 21st 

century: Opportunities and challenges. Revista Brasileira de Marketing, 17(5), 666–

699. https://doi.org/10.5585/bjm.v17i5.4173 

Hair, J. F., Hult, G. T. M., Ringle, C., Sarstedt, M., Danks, N., & Ray, S. (2021). 

Partial least squares structural equation modeling (PLS-SEM) using R: A workbook. 

In Springer (pp. 1–208). Springer Nature. 



 

238 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 

Journal of Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/MTP1069-6679190202 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to 

report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in business 

research. European Business Review, 26(2), 106–121. https://doi.org/10.1108/EBR-

10-2013-0128 

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The Use of Partial 

Least Squares Structural Equation Modeling in Strategic Management Research: A 

Review of Past Practices and Recommendations for Future Applications. Long 

Range Planning, 45(5–6), 320–340. https://doi.org/10.1016/j.lrp.2012.09.008 

Hair, J., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An updated 

and expanded assessment of PLS-SEM in information systems research. Industrial 

Management and Data Systems, 117(3), 442–458. https://doi.org/10.1108/IMDS-04-

2016-0130 

Hair Jr., J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or 

CB-SEM: updated guidelines on which method to use. International Journal of 

Multivariate Data Analysis, 1(2), 107. https://doi.org/10.1504/ijmda.2017.10008574 

Hamel, G., & Skarzynski, P. (2001). Innovation: The new route to wealth. Journal of 

Accountancy, 192(5), 65. 

Hammer, M., & Champy, J. (1993). Reengineering the corporation: A manifesto for 

business revolution. Business Horizons, 36(5), 90–91. 

https://doi.org/10.1016/S0007-6813(05)80064-3 

Hammond, K. L., Harmon, H. A., & Webster, R. L. (2007). University performance 

and strategic marketing: An extended study. Marketing Intelligence and Planning, 

25(5), 436–459. https://doi.org/10.1108/02634500710774932 

Hansson, R. O., Jones, W. H., & Carpenter, B. N. (1984). Relational Competence and 

Social Support. Review of Personality & Social Psychology, 5, 265–284. 

Harich, K. R., & LaBahn, D. W. (1998). Enhancing international business 

relationships: A focus on customer perceptions of salesperson role performance 



 

239 

including cultural sensitivity. Journal of Business Research, 42(1), 87–101. 

https://doi.org/10.1016/S0148-2963(97)00100-8 

Harmon, G. (2015). Australia as an Higher Education Exporter. International Higher 

Education, 42. https://doi.org/10.6017/ihe.2006.42.7881 

Hassler, E., Carver, J. C., Kraft, N. A., & Hale, D. (2014). Outcomes of a community 

workshop to identify and rank barriers to the systematic literature review process. 

ACM International Conference Proceeding Series, 1–10. 

https://doi.org/10.1145/2601248.2601274 

Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the 

new millennium. Communication Monographs, 76(4), 408–420. 

https://doi.org/10.1080/03637750903310360 

He, X., Brouthers, K. D., & Filatotchev, I. (2013). Resource-Based and Institutional 

Perspectives on Export Channel Selection and Export Performance. Journal of 

Management, 39(1), 27–47. https://doi.org/10.1177/0149206312445926 

Heffernan, T., & Poole, D. (2005). In search of “the vibe”: Creating effective 

international education partnerships. Higher Education, 50(2), 223–245. 

https://doi.org/10.1007/s10734-004-6352-2 

Helm, R., & Gritsch, S. (2014). Examining the influence of uncertainty on marketing 

mix strategy elements in emerging business to business export-markets. 

International Business Review, 23(2), 418–428. 

https://doi.org/10.1016/j.ibusrev.2013.06.007 

Hemsley-Brown, J. (2011). Market heal thyself: The challenges of a free market in 

higher education. In Journal of Marketing for Higher Education (Vol. 21, Issue 2, 

pp. 115–132). Routledge. https://doi.org/10.1080/08841241.2011.623832 

Hemsley-Brown, J., & Goonawardana, S. (2007). Brand harmonization in the 

international higher education market. Journal of Business Research, 60(9), 942–

948. https://doi.org/10.1016/j.jbusres.2007.01.019 

Hemsley-Brown, J., & Oplatka, I. (2006). Universities in a competitive global 

marketplace: A systematic review of the literature on higher education marketing. 

International Journal of Public Sector Management, 19(4), 316–338. 

https://doi.org/10.1108/09513550610669176 

Henrie, C. R., Halverson, L. R., & Graham, C. R. (2015). Measuring student 

engagement in technology-mediated learning: A review. Computers and Education, 

90, 36–53. https://doi.org/10.1016/j.compedu.2015.09.005 



240 

Henry, G. (2014). Practical Sampling. In The SAGE Handbook of Applied Social 

Research Methods (Vol. 21). Sage. https://doi.org/10.4135/9781483348858.n3 

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new 

technology research: Updated guidelines. Industrial Management and Data Systems, 

116(1), 2–20. https://doi.org/10.1108/IMDS-09-2015-0382 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal of the 

Academy of Marketing Science, 43(1), 115–135. https://doi.org/10.1007/s11747-

014-0403-8

Hillebrand, J. D., & Berg, B. L. (2000). Qualitative Research Methods for the Social 

Sciences. In Teaching Sociology (Vol. 28, Issue 1). Pearson. 

https://doi.org/10.2307/1319429 

Hoffman, J. W., Gilbert, T. B., & Hyder, M. L. (2002). Cold agglutinins complicating 

repair of aortic dissection using cardiopulmonary bypass and hypothermic 

circulatory arrest: Case report and review. Perfusion, 17(5), 391–394. 

https://doi.org/10.1191/0267659102pf601cr 

Hogan, O., Charles, M. B., & Kortt, M. A. (2021). Business education in Australia: 

COVID-19 and beyond. Journal of Higher Education Policy and Management, 

43(6), 559–575. https://doi.org/10.1080/1360080X.2021.1926616 

Hollensen, S. (2007). Global marketing: A decision-oriented approach. Pearson 

education. 

Hong, M. (2020). A comparative study of the internationalization of higher education 

policy in Australia and China (2008–2015). Studies in Higher Education, 45(4), 

768–779. https://doi.org/10.1080/03075079.2018.1553154 

Hong, Y., Liao, H., Hu, J., & Jiang, K. (2013). Missing link in the service profit chain: 

A meta-analytic review of the antecedents, consequences, and moderators of service 

climate. Journal of Applied Psychology, 98(2), 237–267. 

https://doi.org/10.1037/a0031666 

Hoskisson, R. E., Eden  Lau, M.C., L., & Wright, M. (2000). “Strategy in emerging 

economies”, . The Academy of Management Journal, 43(3), 249–267. 

Hultman, M., Katsikeas, C. S., & Robson, M. J. (2011). Export promotion strategy and 

performance: The role of international experience. Journal of International 

Marketing, 19(4), 17–39. https://doi.org/10.1509/jim.11.0022 



 

241 

Hultman, M., Robson, M. J., & Katsikeas, C. S. (2009). Export product strategy fit and 

performance: An empirical investigation. Journal of International Marketing, 17(4), 

1–23. https://doi.org/10.1509/jimk.17.4.1 

Human, G., Beneke, J., & Human, G. (2015). Student recruitment marketing in South 

Africa – An exploratory study into the adoption of a relationship orientation Student 

recruitment marketing in South Africa – An exploratory study into the adoption of a 

relationship orientation. African Journal of Business Management, 4(October), 435–

447. 

Hung, N. T., & Yen, K. L. (2022). Towards Sustainable Internationalization of Higher 

Education: Innovative Marketing Strategies for International Student Recruitment. 

Sustainability 2022, 14, 8522. s Note: MDPI stays neu-tral with regard to 

jurisdictional claims in …. 

Hussain, S. Y. (2019). Internationalisation: The opportunities and challenges associated 

with student outward mobility at undergraduate level in UK higher education 

[Manchester Metropolitan University]. https://e-space.mmu.ac.uk/id/eprint/626367 

Hwarng, H. B., & Teo, C. (2001). Translating customers’ voices into operations 

requirements: A QFD application in higher education. International Journal of 

Quality and Reliability Management, 18(2), 195–225. 

https://doi.org/10.1108/02656710110379075 

Hyder, A. S., & Fregidou-Malama, M. (2009). Services marketing in a cross-cultural 

environment: The case of Egypt. Journal of Services Marketing, 23(4), 261–271. 

https://doi.org/10.1108/08876040910965593 

Imran, M., Abdul Hamid, S. N. B., & Aziz, A. B. (2018). The influence of TQM on 

export performance of SMEs: Empirical evidence from manufacturing sector in 

Pakistan using PLS-SEM. Management Science Letters, 8(5), 483–496. 

https://doi.org/10.5267/j.msl.2018.3.003 

İpek, İ. (2021). The relevance of international marketing strategy to emerging-market 

exporting firms: from a systematic review towards a conceptual framework. 

International Marketing Review, 38(2), 205–248. https://doi.org/10.1108/IMR-02-

2020-0017 

Irfan, A., Rasli, A., Sami, A., & Liaquat, H. (2017). Role of social media in promoting 

education tourism. Advanced Science Letters, 23(9), 8728–8731. 

https://doi.org/10.1166/asl.2017.9959 



 

242 

Ivy, J. (2008). A new higher education marketing mix: The 7Ps for MBA marketing. 

International Journal of Educational Management, 22(4), 288–299. 

https://doi.org/10.1108/09513540810875635 

Jakovljevic, M. (2018). A model for innovation in higher education. South African 

Journal of Higher Education, 32(4), 109–131. https://doi.org/10.20853/32-4-2432 

James-MacEachern, M., & Yun, D. (2017). Exploring factors influencing international 

students’ decision to choose a higher education institution: A comparison between 

Chinese and other students. International Journal of Educational Management, 

31(3), 343–363. https://doi.org/10.1108/IJEM-11-2015-0158 

James, M., & Derrick, G. (2019). Export marketing in higher education: an 

international comparison. Journal of International Education in Business, 14(1), 59–

76. https://doi.org/10.1108/JIEB-05-2019-0026 

Jameson, J. (2012). Leadership Values, Trust and Negative Capability: Managing the 

Uncertainties of Future English Higher Education. Higher Education Quarterly, 

66(4), 391–414. https://doi.org/10.1111/j.1468-2273.2012.00533.x 

Javalgi, R. G., Griffith, D. A., & Steven White, D. (2003). An empirical examination of 

factors influencing the internationalization of service firms. Journal of Services 

Marketing, 17(2), 185–201. https://doi.org/10.1108/08876040310467934 

Javalgi, R. G., & Martin, C. L. (2007). Internationalization of services: Identifying the 

building-blocks for future research. Journal of Services Marketing, 21(6), 391–397. 

https://doi.org/10.1108/08876040710818886 

Jayawardena, N. S., Ross, M., & Grace, D. (2020). Exploring the relationship between 

Australian university websites and international student enrolments. International 

Journal of Educational Management, 34(10), 1527–1557. 

https://doi.org/10.1108/IJEM-02-2019-0068 

Jensen, M. B., Johnson, B., Lorenz, E., & Lundvall, B. Å. (2007). Forms of knowledge 

and modes of innovation. Research Policy, 36(5), 680–693. 

https://doi.org/10.1016/j.respol.2007.01.006 

Jewel, M. R., . M. Y., & . M. J. H. (2018). an Empirical Study on the Role of Private 

Universities in Higher Education in Bangladesh. International Journal of Advanced 

Multidisciplinary Scientific Research, 1(3), 1–8. 

https://doi.org/10.31426/ijamsr.2018.1.3.128 



 

243 

Jha, S., Deitz, G. D., Babakus, E., & Yavas, U. (2013). The Role of Corporate Image 

for Quality in the Formation of Attitudinal Service Loyalty. Journal of Service 

Research, 16(2), 155–170. https://doi.org/10.1177/1094670512466441 

Jin, B., & Cho, H. J. (2018). Examining the role of international entrepreneurial 

orientation, domestic market competition, and technological and marketing 

capabilities on SME’s export performance. Journal of Business and Industrial 

Marketing, 33(5), 585–598. https://doi.org/10.1108/JBIM-02-2017-0043 

Johnson, B., & Larry, C. (2003). Quantitative, Qualitative, and Mixed Approaches. In 

Educational Research. Sage publications. 

Johnson, H. (2001). Neutral, Colluding or Subversive?: Recognizing the Political 

Implications of the Marketing Subdiscourses in English Higher Education. 

Educational Management Administration & Leadership, 29(3), 261–274. 

http://ema.sagepub.com/cgi/content/abstract/29/3/261 

Johnson, J. L., Cullen, J. B., Sakano, T., & Takenouch, H. (1996). Setting the stage for 

trust and strategic integration in Japanese-U.S. Cooperative alliances. Journal of 

International Business Studies, 27(5), 981–1004. 

https://doi.org/10.1057/palgrave.jibs.8490160 

Jolfaei, N. G., Haghighi, M., & Gorjian, N. (2017). Marketing mix elements - A case 

study on steel industry export. Iranian Economic Review, 21(1), 121–136. 

Jones, B. T., Power, A., Gray, T., Downey, G., & Hall, T. (2016). If you build it, they 

may not come: Why Australian university students do not take part in outbound 

mobility experiences. Journal of University Teaching and Learning Practice, 13(3). 

https://doi.org/10.53761/1.13.3.9 

Joseph, M., & Joseph, B. (1998). Identifying needs of potential students in tertiary 

education for strategy development. Quality Assurance in Education, 6(2), 90–96. 

https://doi.org/10.1108/09684889810205741 

Judd, R. C. (1964). The Case for Redefining Services. Journal of Marketing, 28(1), 58. 

https://doi.org/10.2307/1249228 

Julian, C. C. (2003). Export marketing performance: A study of Thailand firms. 

Journal of Small Business Management, 41(2), 213–221. 

https://doi.org/10.1111/1540-627x.00077 

Julian, C. C. (2018). The theoretical underpinnings of government policy, turbulence 

and performance in the service sector: A conceptual framework. Journal of 



 

244 

Financial Services Marketing, 23(1), 1–11. https://doi.org/10.1057/s41264-018-

0041-1 

Kalinić, Z., Marinković, V., Djordjevic, A., & Liebana-Cabanillas, F. (2020). What 

drives customer satisfaction and word of mouth in mobile commerce services? A 

UTAUT2-based analytical approach. Journal of Enterprise Information 

Management, 33(1), 71–94. https://doi.org/10.1108/JEIM-05-2019-0136 

Kamaruddin, M. A., & Shamsudin, M. F. (2021). An overview of service sector in 

Malaysian economy: survival of SMEs. Journal of Postgraduate Current Business 

Research, 6(1), 1–8. 

Kanan, H. M., & Baker, A. M. (2006). Student satisfaction with an educational 

administration preparation program - A comparative perspective. Journal of 

Educational Administration, 44(2), 159–169. 

https://doi.org/10.1108/09578230610652042 

Kang, H. J. (Annette), & Busser, J. A. (2018). Impact of service climate and 

psychological capital on employee engagement: The role of organizational 

hierarchy. International Journal of Hospitality Management, 75, 1–9. 

https://doi.org/10.1016/j.ijhm.2018.03.003 

Kanji, G. K., & Tambi, A. M. B. A. (1999). Total quality management in UK higher 

education institutions. Total Quality Management, 10(1), 129–153. 

https://doi.org/10.1080/0954412998126 

Kantola, M., & Kettunen, J. (2012). Integration of education with research and 

development and the export of higher education. On the Horizon, 20(1), 7–16. 

https://doi.org/10.1108/10748121211202026 

Katsikeas, C. S., Leonidou, L. C., & Morgan, N. A. (2000). Firm-level export 

performance assessment: Review, evaluation, and development. Journal of the 

Academy of Marketing Science, 28(4), 493–511. 

https://doi.org/10.1177/0092070300284003 

Katsikeas, C. S., Piercy, N. F., & Ioannidis, C. (1996). Determinants of export 

performance in a European context. European Journal of Marketing, 30(6), 6–35. 

https://doi.org/10.1108/03090569610121656 

Katsikeas, C. S., Samiee, S., & Theodosiou, M. (2006). Strategy fit and performance 

consequences of international marketing standardization. Strategic Management 

Journal, 27(9), 867–890. https://doi.org/10.1002/smj.549 



 

245 

Keele University. (2007). Guidelines for performing systematic literature reviews in 

software engineering. Technical Report, Ver. 2.3 EBSE Technical Report. EBSE, 1, 

1–54. 

Keller, K. L. (2009). Building strong brands in a modern marketing communications 

environment. In Journal of Marketing Communications (Vol. 15, Issues 2–3). 

Marketing Science Institute Cambridge, MA. 

https://doi.org/10.1080/13527260902757530 

Kenesei, Z., & Stier, Z. (2017). Managing communication and cultural barriers in 

intercultural service encounters: Strategies from both sides of the counter. Journal of 

Vacation Marketing, 23(4), 307–321. https://doi.org/10.1177/1356766716676299 

Khodakarami, P., Zakaria, Z., Jamil, R., Teck, T. S., Mohammed, H. D., & Najmaei, 

M. (2022). The Effect of Business Technology Strategy on Inward Export 

Performance in the Malaysian Higher Education Industry. Sustainability, 14(15), 

9307. 

Kim, J. (2011). Aspiration for global cultural capital in the stratified realm of global 

higher education: Why do Korean students go to US graduate schools? British 

Journal of Sociology of Education, 32(1), 109–126. 

https://doi.org/10.1080/01425692.2011.527725 

Kim, J. H. (2016). Racism, Equity, and Quality of Education for International Students 

in South Korean Higher Education Institutes. Frontiers of Education in China, 

11(3), 338–355. https://doi.org/10.1007/BF03397126 

Kim, J. J., & Hemmert, M. (2016). What drives the export performance of small and 

medium-sized subcontracting firms? A study of Korean manufacturers. International 

Business Review, 25(2), 511–521. https://doi.org/10.1016/j.ibusrev.2015.09.002 

Kim, S., Kim, E., Suh, Y., & ZHENG, Z. (2016). The effect of service innovation on 

R&D activities and government support systems: the moderating role of government 

support systems in Korea. Journal of Open Innovation: Technology, Market, and 

Complexity, 2(1), 5. https://doi.org/10.1186/s40852-016-0032-1 

Kirbach, M., & Schmiedeberg, C. (2008). Innovation and export performance: 

Adjustment and remaining differences in East and West German manufacturing. 

Economics of Innovation and New Technology, 17(5), 435–457. 

https://doi.org/10.1080/10438590701357189 



246 

Knight, G. (1999). International services marketing: Review of research, 1980-1998. 

Journal of Services Marketing, 13(4/5), 347–360. 

https://doi.org/10.1108/08876049910282619 

Knight, G. A., & Cavusgil, S. T. (2004). Innovation, organizational capabilities, and 

the born-global firm. Journal of International Business Studies, 35(2), 124–141. 

Koch, A., & Stahlecker, T. (2006). Regional innovation systems and the foundation of 

knowledge intensive business services. A comparative study in Bremen, Munich, 

and Stuttgart, Germany. European Planning Studies, 14(2), 123–146. 

https://doi.org/10.1080/09654310500417830 

Köksal, M. H. (2008). How export marketing research affects company export 

performance: Evidence from Turkish companies. Marketing Intelligence and 

Planning, 26(4), 416–430. https://doi.org/10.1108/02634500810879313 

Kor, Y. Y., & Mahoney, J. T. (2005). How dynamics, management, and governance of 

resource deployments influence firm-level performance. Strategic Management 

Journal, 26(5), 489–496. https://doi.org/10.1002/smj.459 

Korez Vide, R., Bobek, V., Čančer, V., Perko, I., & Hauptman, L. (2010). The 

efficiency of entrepreneurship policy support for the internationalisation of SMEs: 

the case of Slovenia. European Journal of International Management, 4(6), 644–

664. https://doi.org/10.1504/EJIM.2010.035593

Kotler, P. (1986). Global standardization—courting danger. Journal of Consumer 

Marketing, 3(2), 13–15. 

Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson education. 

Kotler, P., & Fox, K. F. A. (1995). Strategic marketing for educational institutions. 

Prentice Hall. 

Kotorri, M., & Krasniqi, B. A. (2018). Managerial Characteristics and Export 

Performance - Empirical Evidence from Kosovo. South East European Journal of 

Economics and Business, 13(2), 32–48. https://doi.org/10.2478/jeb-2018-0008 

Krammer, S. M. S., Strange, R., & Lashitew, A. (2018). The export performance of 

emerging economy firms: The influence of firm capabilities and institutional 

environments. International Business Review, 27(1), 218–230. 

https://doi.org/10.1016/j.ibusrev.2017.07.003 

Kropp, F., Lindsay, N. J., & Shoham, A. (2006). Entrepreneurial, market, and learning 

orientations and international entrepreneurial business venture performance in South 



 

247 

African firms. International Marketing Review, 23(5), 504–523. 

https://doi.org/10.1108/02651330610703427 

Kueh, K., & Voon, B. H. (2007). Culture and service quality expectations: Evidence 

from Generation Y consumers in Malaysia. Managing Service Quality, 17(6), 656–

680. https://doi.org/10.1108/09604520710834993 

Kuemmerle, W. (1999). The drivers of foreign direct investment into research and 

development: An empirical investigation. Journal of International Business Studies, 

30(1), 1–24. https://doi.org/10.1057/palgrave.jibs.8490058 

Kumar, P., Singh, S. K., Pereira, V., & Leonidou, E. (2020). Cause-related marketing 

and service innovation in emerging country healthcare: Role of service flexibility 

and service climate. International Marketing Review, 37(5), 803–827. 

https://doi.org/10.1108/IMR-03-2019-0101 

Kumar, R. N., Hass, S. L., Li, J. Z., Nickens, D. J., Daenzer, C. L., & Wathen, L. K. 

(2003). Validation of the Health-Related Productivity Questionnaire Diary (HRPQ-

D) on a sample of patients with infectious mononucleosis: Results from a phase 1 

multicenter clinical trial. Journal of Occupational and Environmental Medicine, 

45(8), 899–907. https://doi.org/10.1097/01.jom.0000083039.56116.79 

Kumar, S. (2015). India’s trade in higher education. Higher Education, 70(3), 441–467. 

https://doi.org/10.1007/s10734-014-9846-6 

Kunz, W. H., & Hogreve, J. (2011). Toward a deeper understanding of service 

marketing: The past, the present, and the future. International Journal of Research 

in Marketing, 28(3), 231–247. https://doi.org/10.1016/j.ijresmar.2011.03.002 

Kurian, G. (2014). Partial Least Squares. The Encyclopedia of Political Science, 52–78. 

https://doi.org/10.4135/9781608712434.n1137 

La, V. Q., Patterson, P. G., & Styles, C. W. (2005). Determinants of export 

performance across service types: A conceptual model. Journal of Services 

Marketing, 19(6), 379–391. https://doi.org/10.1108/08876040510620157 

LaBahn, D. W., & Harich, K. R. (1997). Sensitivity to National Business Culture: 

Effects on U.S.-Mexican Channel Relationship Performance. Journal of 

International Marketing, 5(4), 29–51. https://doi.org/10.1177/1069031x9700500404 

Lado, N., Martínez-Ros, E., & Valenzuela, A. (2004). Identifying successful marketing 

strategies by export regional destination. International Marketing Review, 21(6), 

573–597. https://doi.org/10.1108/02651330410568024 



 

248 

Lages, L. F., Jap, S. D., & Griffith, D. A. (2008). The role of past performance in 

export ventures: A short-term reactive approach. Journal of International Business 

Studies, 39(2), 304–325. https://doi.org/10.1057/palgrave.jibs.8400339 

Lages, L. F., & Montgomery, D. B. (2004). Export performance as an antecedent of 

export commitment and marketing strategy adaptation: Evidence from small and 

medium‐sized exporters. European Journal of Marketing, 38(9/10), 1186–1214. 

Lages, L. F., & Montgomery, D. B. (2005). The relationship between export assistance 

and performance improvement in Portuguese export ventures. An empirical test of 

the mediating role of pricing strategy adaptation. European Journal of Marketing, 

39(7–8), 755–784. https://doi.org/10.1108/03090560510601752 

Lages, L. F., Silva, G., & Styles, C. (2009). Relationship capabilities, quality, and 

innovation as determinants of export performance. Journal of International 

Marketing, 17(4), 47–70. https://doi.org/10.1509/jimk.17.4.47 

Lahaut, V. M. H. C. J., Jansen, H. A. M., Van De Mheen, D., Garretsen, H. F. L., 

Verdurmen, J. E. E., & Van Dijk, A. (2003). Estimating non-response bias in a 

survey on alcohol consumption: Comparison of response waves. Alcohol and 

Alcoholism, 38(2), 128–134. https://doi.org/10.1093/alcalc/agg044 

Laura, P. A. (2015). Dilemmas on student’s place in defining the higher education 

institutions’ marketing strategy. Marketing, 1009, 4Ps. 

Lawrence, P. R., & Lorsch, J. W. (1967). Differentiation and integration in complex 

organizations. Administrative Science Quarterly, 1–47. 

LeBlanc, G., & Nguyen, N. (1997). Searching for excellence in business education: An 

exploratory study of customer impressions of service quality. International Journal 

of Educational Management, 11(2), 72–79. 

https://doi.org/10.1108/09513549710163961 

Lee, C., & Griffith, D. A. (2004). The marketing strategy-performance relationship in 

an export-driven developing economy: A Korean illustration. International 

Marketing Review, 21(3), 321–334. https://doi.org/10.1108/02651330410539648 

Lee, I. H., Paik, Y., & Uygur, U. (2016). Does Gender Matter in the Export 

Performance of International New Ventures? Mediation Effects of Firm-specific and 

Country-specific Advantages. Journal of International Management, 22(4), 365–

379. https://doi.org/10.1016/j.intman.2016.05.004 

Lee, J.-W., & McKibbin, W. J. (2018). Service sector productivity and economic 

growth in Asia. Economic Modelling, 74, 247–263. 



 

249 

Lee, J., & Hong, I. B. (2016). Predicting positive user responses to social media 

advertising: The roles of emotional appeal, informativeness, and creativity. 

International Journal of Information Management, 36(3), 360–373. 

https://doi.org/10.1016/j.ijinfomgt.2016.01.001 

Lee, S., Oh, H. Y., & Choi, J. (2021). Service design management and organizational 

innovation performance. Sustainability (Switzerland), 13(1), 1–18. 

https://doi.org/10.3390/su13010004 

Lefebvre, L. A., Mason, R., & Lefebvre, É. (1997). The influence prism in SMEs: The 

power of CEOs’ perceptions on technology policy and its organizational impacts. 

Management Science, 43(6), 856–878. https://doi.org/10.1287/mnsc.43.6.856 

Lejpras, A. (2019). Determinants of export performance: differences between service 

and manufacturing SMEs. Service Business, 13(1), 171–198. 

https://doi.org/10.1007/s11628-018-0376-7 

Leonidou, L. C., Katsikeas, C. S., & Piercy, N. F. (1998). Indentifying Managerial 

Influences on Exporting: Past Research and Future Directions. Journal of 

International Marketing, 6(2), 7. https://doi.org/10.1177/1069031X9800600205 

Leonidou, L. C., Katsikeas, C. S., & Samiee, S. (2002). Marketing strategy 

determinants of export performance: A meta-analysis. Journal of Business Research, 

55(1), 51–67. https://doi.org/10.1016/S0148-2963(00)00133-8 

Li, F. (2016). The Internationalization Of Higher Education In China: The Role Of 

Government. Journal of International Education Research (JIER), 12(1), 47–52. 

https://doi.org/10.19030/jier.v12i1.9566 

Li, G., Li, L., Choi, T. M., & Sethi, S. P. (2020). Green supply chain management in 

Chinese firms: Innovative measures and the moderating role of quick response 

technology. Journal of Operations Management, 66(7–8), 958–988. 

https://doi.org/10.1002/joom.1061 

Li, J., & Xue, E. (2022). Exploring High-Quality Institutional Internationalization for 

Higher Education Sustainability in China: Evidence from Stakeholders. In 

Sustainability (Vol. 14, Issue 13). https://doi.org/10.3390/su14137572 

Li, M., He, X., & Sousa, C. M. P. (2017). A review of the empirical research on export 

channel selection between 1979 and 2015. International Business Review, 26(2), 

303–323. https://doi.org/10.1016/j.ibusrev.2016.09.001 



 

250 

Li, S. (2014). The Conversion of Homogeneous State to Global Society: The Changes 

in Japan from a Higher Education Perspective. Procedia - Social and Behavioral 

Sciences, 140, 553–557. https://doi.org/10.1016/j.sbspro.2014.04.469 

Li, T., Qiu, L., & Xue, Y. (2016). Understanding china’s foreign trade policy: A 

literature review. Frontiers of Economics in China, 11(3), 410–438. 

https://doi.org/10.3868/S060-005-016-0023-3 

Lien, D., Yao, F., & Zhang, F. (2018). Confucius Institute’s Effects on China’s Higher 

Education Exports: A Perspective from Cultural Difference and Institutional 

Quality. 

Lim, W. M., Jee, T. W., & De Run, E. C. (2020). Strategic brand management for 

higher education institutions with graduate degree programs: empirical insights from 

the higher education marketing mix. Journal of Strategic Marketing, 28(3), 225–

245. https://doi.org/10.1080/0965254X.2018.1496131 

Lin, C. A., & Kim, T. (2016). Predicting user response to sponsored advertising on 

social media via the technology acceptance model. Computers in Human Behavior, 

64, 710–718. https://doi.org/10.1016/j.chb.2016.07.027 

Lindner, J. R., Murphy, T. H., & Briers, G. E. (2001). Handling nonresponse in social 

science research. Journal of Agricultural Education, 42(4), 43–53. 

LiPuma, J. A., Newbert, S. L., & Doh, J. P. (2013). The effect of institutional quality 

on firm export performance in emerging economies: A contingency model of firm 

age and size. Small Business Economics, 40(4), 817–841. 

https://doi.org/10.1007/s11187-011-9395-7 

Lisboa, L. B., Garcia, V. C., Lucrédio, D., de Almeida, E. S., de Lemos Meira, S. R., & 

de Mattos Fortes, R. P. (2010). A systematic review of domain analysis tools. 

Information and Software Technology, 52(1), 1–13. 

https://doi.org/10.1016/j.infsof.2009.05.001 

Lo, M. F., & Tian, F. (2020). Enhancing competitive advantage in Hong Kong higher 

education: Linking knowledge sharing, absorptive capacity and innovation 

capability. Higher Education Quarterly, 74(4), 426–441. 

https://doi.org/10.1111/hequ.12244 

Löfsten, H. (2014). Product innovation processes and the trade-off between product 

innovation performance and business performance. European Journal of Innovation 

Management, 17(1), 61–84. https://doi.org/10.1108/EJIM-04-2013-0034 



 

251 

Lohmöller, J.-B. (2013). Latent variable path modeling with partial least squares. 

Springer Science & Business Media. 

López-Rodríguez, J., Dopico, D. C., & Del Castillo Puente, A. M. (2018). Export 

performance in Spanish wineries: The role of human capital and quality 

management system. European Journal of International Management, 12(3), 311–

333. https://doi.org/10.1504/ejim.2018.091372 

Lorenz, E., & Lundvall, B.-A. (2006). How Europe’s Economies Learn: Coordinating 

Competing Models. In edited by Edward Lorenz and Bengt-Ake Lundvall (Vol. 3, 

Issue 9). Oxford University Press on Demand. 

Love, J. H., & Roper, S. (2015). SME innovation, exporting and growth: A review of 

existing evidence. International Small Business Journal: Researching 

Entrepreneurship, 33(1), 28–48. https://doi.org/10.1177/0266242614550190 

Love, J. H., Roper, S., & Bryson, J. R. (2011). Openness, knowledge, innovation and 

growth in UK business services. Research Policy, 40(10), 1438–1452. 

https://doi.org/10.1016/j.respol.2011.05.016 

Love, J. H., Roper, S., & Hewitt-Dundas, N. (2010). Service innovation, embeddedness 

and business performance: Evidence from Northern Ireland. Regional Studies, 44(8), 

983–1004. https://doi.org/10.1080/00343400903401568 

Love, J. H., Roper, S., & Zhou, Y. (2016). Experience, age and exporting performance 

in UK SMEs. International Business Review, 25(4), 806–819. 

https://doi.org/10.1016/j.ibusrev.2015.10.001 

Lovelock, C. (2015). Service Marketing Text Cases and Readings Prentice-Hall 

Englewood Cliffs. New Jersey. 

Lovelock, C., & Gummesson, E. (2004). Whither Services Marketing?: In Search of a 

New Paradigm and Fresh Perspectives. Journal of Service Research, 7(1), 20–41. 

https://doi.org/10.1177/1094670504266131 

Lovelock, C. H. (1983). Classifying Services to Gain Strategic Marketing Insights. 

Journal of Marketing, 47(3), 9. https://doi.org/10.2307/1251193 

Lovelock, C. H., & Yip, G. S. (1996). Developing Global Strategies for Service 

Businesses. California Management Review, 38(2), 64–86. 

https://doi.org/10.2307/41165833 

Lu, V. N., & Julian, C. C. (2007). The internet and export marketing performance: The 

empirical link in export market ventures. Asia Pacific Journal of Marketing and 

Logistics, 19(2), 127–144. https://doi.org/10.1108/13555850710738480 



252 

Lu, V. N., Quester, P. G., Medlin, C. J., & Scholz, B. (2012). Determinants of export 

success in professional business services: A qualitative study. Service Industries 

Journal, 32(10), 1637–1652. https://doi.org/10.1080/02642069.2012.665893 

MacCallum, R. C., & Austin, J. T. (2000). Applications of structural equation modeling 

in psychological research. Annual Review of Psychology, 51(1), 201–226. 

https://doi.org/10.1146/annurev.psych.51.1.201 

Madsen, T. K., & Moen, Ø. (2018). Managerial assessments of export performance: 

What do they reflect? International Business Review, 27(2), 380–388. 

https://doi.org/10.1016/j.ibusrev.2017.09.005 

Magnusson, P., Westjohn, S. A., Semenov, A. V., Randrianasolo, A. A., & Zdravkovic, 

S. (2013). The role of cultural intelligence in marketing adaptation and export

performance. Journal of International Marketing, 21(4), 44–61. 

https://doi.org/10.1509/jim.13.0055 

Mahajan, P., & Golahit, S. (2020). Service marketing mix as input and output of higher 

and technical education: A measurement model based on students’ perceived 

experience. Journal of Applied Research in Higher Education, 12(2), 151–193. 

https://doi.org/10.1108/JARHE-01-2019-0022 

Mahajan, P. T., & Golahit, S. B. (2017). Incorporating 11 p’s of service marketing mix 

and its impact on the development of technical education. Journal of 

Entrepreneurship Education, 20(2). 

Mahmood, K., & Munir, S. (2018). Agricultural exports and economic growth in 

Pakistan: an econometric reassessment. Quality and Quantity, 52(4), 1561–1574. 

https://doi.org/10.1007/s11135-017-0534-3 

Mahmoud, M. A., Adams, M., Abubakari, A., Commey, N. O., & Kastner, A. N. A. 

(2020). Social media resources and export performance: the role of trust and 

commitment. International Marketing Review, 37(2), 273–297. 

https://doi.org/10.1108/IMR-02-2019-0084 

Makri, K., Theodosiou, M., & Katsikea, E. (2017). An empirical investigation of the 

antecedents and performance outcomes of export innovativeness. International 

Business Review, 26(4), 628–639. https://doi.org/10.1016/j.ibusrev.2016.12.004 

Makrini, H. El, & Chaibi, A. (2015). On the role of management commitment in export 

performance: A meta-analysis. Journal of Applied Business Research, 31(4), 1205–

1222. https://doi.org/10.19030/jabr.v31i4.9296 



 

253 

Malaysian Investment Development Authority. (2020). Strengthening Malaysia’s 

international trade in services to grow investment opportunities. Malaysian 

Investment Development Authority. https://www.mida.gov.my/strengthening-

malaysias-international-trade-in-services-to-grow-investment-opportunities/ 

Malik, O. R., & Kotabe, M. (2011). Dynamic Capabilities, Government Policies, and 

Performance in Firms from Emerging Economies: Evidence from India and 

Pakistan. The Future of Global Business: A Reader, 46(3), 195–238. 

Mandler, T., Sezen, B., Chen, J., & Özsomer, A. (2021). Performance consequences of 

marketing standardization/adaptation: A systematic literature review and future 

research agenda. Journal of Business Research, 125, 416–435. 

https://doi.org/10.1016/j.jbusres.2020.12.023 

Marshall, S. (2019). Are New Zealand universities underperforming? An analysis of 

international enrolments in Australian and New Zealand universities. Compare: A 

Journal of Comparative and International Education, 49(3), 471–488. 

https://doi.org/10.1080/03057925.2018.1425608 

Martin-Rios, C., & Pasamar, S. (2018). Service innovation in times of economic crisis: 

the strategic adaptation activities of the top E.U. service firms. R and D 

Management, 48(2), 195–209. https://doi.org/10.1111/radm.12276 

Masserini, L., Bini, M., & Pratesi, M. (2019). Do Quality of Services and Institutional 

Image Impact Students’ Satisfaction and Loyalty in Higher Education? Social 

Indicators Research, 146(1–2), 91–115. https://doi.org/10.1007/s11205-018-1927-y 

Matanda, M. J., & Freeman, S. (2009). Effect of perceived environmental uncertainty 

on exporter-importer inter-organisational relationships and export performance 

improvement. International Business Review, 18(1), 89–107. 

https://doi.org/10.1016/j.ibusrev.2008.12.004 

Maurel, C. (2009). Determinants of export performance in French wine SMEs. 

International Journal of Wine Business Research, 21(2), 118–142. 

https://doi.org/10.1108/17511060910967971 

Mavrogiannis, M., Bourlakis, M. A., Dawson, P. J., & Ness, M. R. (2008). Assessing 

export performance in the Greek food and beverage industry: An integrated 

structural equation model approach. British Food Journal, 110(7), 638–654. 

https://doi.org/10.1108/00070700810887130 



 

254 

Maxwell, A. E., & Harman, H. H. (1968). Modern Factor Analysis. In Journal of the 

Royal Statistical Society. Series A (General) (Vol. 131, Issue 4). University of 

Chicago press. https://doi.org/10.2307/2343736 

Mayer, D., Ehrhart, M., & Schneider, B. (2009). Service attribute boundary conditions 

of the service climate-customer satisfaction link. Academy of Management Journal, 

52(5), 1034–1050. https://doi.org/10.5465/AMJ.2009.44635617 

Mazzarol, T. (1998). Critical success factors for international education marketing. 

International Journal of Educational Management, 12(4), 163–175. 

https://doi.org/10.1108/09513549810220623 

McCarthy, E. J. (1964). Basic Marketing, Richard D. Irwin, Homewood, IL. 

Medina, J. F., & Duffy, M. F. (1998). Standardization vs globalization: A new 

perspective of brand strategies. Journal of Product & Brand Management, 7(3), 

223–243. https://doi.org/10.1108/10610429810222859 

Melikyan, A. (2018). Internal factors of education export performance in Russian 

universities. Voprosy Obrazovaniya / Educational Studies Moscow, 3, 146–179. 

https://doi.org/10.17323/1814-9545-2018-3-146-179 

Migin, M. W., Falahat, M., Yajid, M. S. A., & Khatibi, A. (2015). Impacts of 

Institutional Characteristics on International Students’ Choice of Private Higher 

Education Institutions in Malaysia. Higher Education Studies, 5(1), 31–42. 

https://doi.org/10.5539/hes.v5n1p31 

Ming, P. X., Azam, S. M. F., Haur, F. C., & Khatibi, A. (2020). Determining Factors 

for China Undergraduate To Study in Malaysian Higher Learning Institutions. Of 

Social Sciences Studies. 

https://www.oapub.org/soc/index.php/EJSSS/article/view/774 

Ministry of Education Malaysia. (2014). Perangkaan Pendidikan Negara : Sektor 

Pengajian Tinggi 2013. Ministry of Education Malaysia, 1–202. 

http://www.moe.gov.my/cms/upload_files/publicationfile/2014/pubfile_file_002043.

pdf 

Mintzberg, H. (1979). The structuring of organizations. Engle-wood Cliffs. J: Prentice-

Hall. 

MoE. (2001). National council on higher education act 1996. January, Act 546. 

MoE. (2015). Malaysia Education Blueprint 2015-2025 (Higher Education). In 

Ministry of Education Malaysia (Vol. 2025). 



255 

MoE. (2016). EDUCATION 2030 : Challenges and Implementation. In Symposium on 

Operationalising the 2030 Agenda for Sustainable Development (Issue 23 

February). 

MoE. (2018). Preschool - Ministry of Education Malaysia. 

http://www.moe.gov.my/index.php/en/sekolah/prasekolah?highlight=WyJwcmFzZ

WtvbGFoIl0=%0Ahttps://moe.gov.my/index.php/en/kurikulum/prasekolah 

Mohd Taib Hj. Dora  Sharimllah Devi Ramachandran, Anisah Kasim, Mohd Shamsuri 

Md Saad, N. R. D. W. I. (2009). a Study on Factors That Influence Choice of 

Malaysian Institution of Higher Learning for International Graduate Students. 

Journal of Human Capital Development, Vol. 2 No.(1), 105–114. 

MoHE. (2015). Malaysia Service Sector Blueprint.18-78. 

MoHE. (2017). List of Universities in Malaysia. 

https://www.mohe.gov.my/en/download/statistics 

MoHE. (2021). Senarai Daftar dan Statistik IPTS. In Ministry of Higher Education. 

http://jpt.mohe.gov.my/portal/ipts/institusi-pendidikan-tinggi-swasta/senarai-daftar-

dan-statistik-ipts 

Moher, D., Liberati, A., Tetzlaff, J., & Altman, D. G. (2009). Preferred reporting items 

for systematic reviews and meta-analyses: the PRISMA statement. Journal of 

Clinical Epidemiology, 62(10), 1006–1012. 

https://doi.org/10.1016/j.jclinepi.2009.06.005 

Mohsin, M., & Kamal, M. A. (2012). Managing Quality Higher Education in 

Bangladesh: Lessons from the Singaporean and Malaysian Strategies and Reforms. 

International Journal of Business and Management, 7(20), 59. 

https://doi.org/10.5539/ijbm.v7n20p59 

Molesworth, M., Nixon, E., & Scullion, R. (2009). Having, being and higher education: 

The marketisation of the university and the transformation of the student into 

consumer. Teaching in Higher Education, 14(3), 277–287. 

https://doi.org/10.1080/13562510902898841 

Monteiro, A. P., Soares, A. M., & Rua, O. L. (2017). Linking intangible resources and 

export performance: The role of entrepreneurial orientation and dynamic 

capabilities. Baltic Journal of Management, 12(3), 329–347. 

https://doi.org/10.1108/BJM-05-2016-0097 



256 

Moogan, Y. J. (2011). Can a higher education institution’s marketing strategy improve 

the student-institution match? International Journal of Educational Management, 

25(6), 570–589. https://doi.org/10.1108/09513541111159068 

Morgan, T. R., Rapp, A., Glenn Richey, R., & Ellinger, A. E. (2014). Marketing 

culture to service climate: The influence of employee control and flexibility. Journal 

of Services Marketing, 28(6), 498–508. https://doi.org/10.1108/JSM-08-2013-0226 

Mortimer, K. (1997). Recruiting Overseas Undergraduate Students: Are their 

Information Requirements being Satisfied? Higher Education Quarterly, 51(3), 

225–238. https://doi.org/10.1111/1468-2273.00041 

Munawar, F., Rahayu, A., Disman, D., & Wibowo, L. A. (2019). Management 

commitment and export performance of creative industry: The mediating role of 

partner relationship program. International Journal of Innovation, Creativity and 

Change, 6(12), 285–306. 

Munro, M. (2018). The complicity of digital technologies in the marketisation of UK 

higher education: exploring the implications of a critical discourse analysis of 

thirteen national digital teaching and learning strategies. International Journal of 

Educational Technology in Higher Education, 15(1), 11. 

https://doi.org/10.1186/s41239-018-0093-2 

Musabah, S., Zefeiti, B. Al, & Noor Azmi, M. (2017). - The Influence of 

Organizational Commitment on Omani Public Employees ’ Work Performance. 

International Review of Management and Marketing, 7(2), 151–160. http: 

www.econjournals.com 

Mwantimwa, K. (2021). What motivates students’ decisions on programmes to pursue 

at university level: the role of information and knowledge. Higher Education, 82(2), 

349–367. https://doi.org/10.1007/s10734-021-00698-4 

Mwiti, E., Ofafa, G. A., & Jagongo, A. (2013). Determinants of Initial Export Market 

Participation : (An Empirical Study on the Internal-Proactive and Internal-Reactive 

Factors among Micro and Small Enterprises in the Commercial Craft Sector in 

Kenya). International Journal of Business and Social Science, 4(7), 64–88. 

Mysen, T. (2013). Towards a framework for controls as determinants of export 

performance: A review and analysis of empirical literature 1995-2011. European 

Business Review, 25(3), 224–242. https://doi.org/10.1108/09555341311314807 

Nagaraj, S., Munisamy, S., Jaafar, N. I. M., Wahab, D. A., & Mirzaei, T. (2008). How 

do undergraduates choose their university? A study of first year University of 



257 

Malaya students. In Academy of Marketing Third International Conference in 

Higher Education Marketing. FEA Working Paper. 

Naidoo, V. (2010). From ivory towers to international business: Are universities export 

ready in their recruitment of international students? Journal of Studies in 

International Education, 14(1), 5–28. https://doi.org/10.1177/1028315308327953 

Nakos, G., Brouthers, K. D., & Dimitratos, P. (2014). International alliances with 

competitors and non-competitors: The disparate impact on SME international 

performance. Strategic Entrepreneurship Journal, 8(2), 167–182. 

https://doi.org/10.1002/sej.1169 

Namiki, N. (1994). A taxonomic analysis of export marketing strategy: An exploratory 

study of u.s. exporters of electronic products. Journal of Global Marketing, 8(1), 

27–50. https://doi.org/10.1300/J042v08n01_03 

Nantel, J., & Glaser, E. (2008). The impact of language and culture on perceived 

website usability. Journal of Engineering and Technology Management - JET-M, 

25(1–2), 112–122. https://doi.org/10.1016/j.jengtecman.2008.01.005 

Narver, J. C., Slater, S. F., & MacLachlan, D. L. (2004). Responsive and proactive 

market orientation and new-product success. Journal of Product Innovation 

Management, 21(5), 334–347. https://doi.org/10.1111/j.0737-6782.2004.00086.x 

Nassimbeni, G. (2001). Technology, innovation capacity, and the export attitude of 

small manufacturing firms: A logit/tobit model. Research Policy, 30(2), 245–262. 

https://doi.org/10.1016/S0048-7333(99)00114-6 

Navarro-García, A., Arenas-Gaitán, J., Javier Rondán-Cataluña, F., & Rey-Moreno, M. 

(2016). Global model of export performance: Moderator role of export department. 

Journal of Business Research, 69(5), 1880–1886. 

https://doi.org/10.1016/j.jbusres.2015.10.073 

Navarro-García, A., Arenas-Gaitán, J., & Rondán-Cataluña, F. J. (2014). External 

environment and the moderating role of export market orientation. Journal of 

Business Research, 67(5), 740–745. https://doi.org/10.1016/j.jbusres.2013.11.037 

Nazar, M. S., & Saleem, H. M. N. (2011). Firm-Level Determinants Of Export 

Performance. International Business & Economics Research Journal (IBER), 8(2), 

105–112. https://doi.org/10.19030/iber.v8i2.3107 

Ndum, V. E., & Udoye, R. N. (2020). Role of Government in the Internationalization 

of Tertiary Education in Nigeria. Iconic Research and Engineering Journals, 3(9), 

94–99. 



 

258 

Nemoto, T., & Beglar, D. (2014). Likert-scale questionnaires. JALT 2013 Conference 

Proceedings, 1–8. 

Newbert, S. L. (2007). Empirical research on the resource‐based view of the firm: an 

assessment and suggestions for future research. Strategic Management Journal, 

28(2), 121–146. 

Ng, I. C. L., & Forbes, J. (2009). Education as service: The understanding of university 

experience through the service logic. Journal of Marketing for Higher Education, 

19(1), 38–64. https://doi.org/10.1080/08841240902904703 

Ng, S. W. (2010). What is Missing in Internationalization of Higher Education in a 

Time of Globalization in the Asia-Pacific Region ? 

NG, S. W. (2011). Can Hong Kong export its higher education services to the Asian 

markets? Educational Research for Policy and Practice, 10(2), 115–131. 

https://doi.org/10.1007/s10671-011-9099-4 

Nguyen, T. T. M., & Nguyen, T. D. (2014). The impact of cultural sensitivity and 

information exchange on relationship quality. Marketing Intelligence & Planning. 

Nicholls, J., Harris, J., Morgan, E., Clarke, K., & Sims, D. (1995). Marketing higher 

education: The MBA experience. International Journal of Educational 

Management, 9(2), 31–38. https://doi.org/10.1108/09513549510082369 

Njegić, K., Damnjanović, J., & Komnenić, B. (2020). Mediated effect of export 

assistance on export performance of Serbian manufacturing SMEs. Baltic Journal of 

Management, 15(5), 649–667. https://doi.org/10.1108/BJM-03-2020-0084 

Njinyah, S. Z. (2018). The effectiveness of government policies for export promotion 

on the export performance of SMEs Cocoa exporters in Cameroon. International 

Marketing Review, 35(1), 164–185. https://doi.org/10.1108/IMR-05-2016-0103 

Nunnally, J., & Bernstein, I. (1994). Psychometric Theory, 3rd edn, 1994. McGraw-

Hill, New York, 3, 701. 

http://scholar.google.com.vn/scholar?q=Psychometric+Theory+3rd&btnG=&hl=vi&

as_sdt=0,5#0 

O’Cass, A., & Julian, C. (2003). Examining firm and environmental influences on 

export marketing mix strategy and export performance of Australian exporters. 

European Journal of Marketing, 37(3/4), 366–384. 

https://doi.org/10.1108/03090560310459005 

Oduori, F. N. (2010). New service development: strategy and process in the hospitality 

sector in Kenya. In 19th EDAMBA Summer Academy (Vol. 27, Issue July, pp. 0–13). 



 

259 

Oflac, B. S., Dobrucalı, B., Yavas, T., & Escobar, M. G. (2015). Services Marketing 

Mix Efforts of a Global Services Brand: The Case of DHL Logistics. Procedia 

Economics and Finance, 23, 1079–1083. https://doi.org/10.1016/s2212-

5671(15)00457-8 

Ogunmokun, G., & Ng, S. (2004). Factors Influencing Export Performance in 

International Marketing: A Study of Australian Firms. International Journal of 

Management, 21(2), 172. 

http://search.proquest.com/openview/cf0a099707721eddebaec1be31c7e0c8/1?pq-

origsite=gscholar&cbl=5703 

Oliveira, J. S., Cadogan, J. W., & Souchon, A. (2012). Level of analysis in export 

performance research. International Marketing Review, 29(1), 114–127. 

https://doi.org/10.1108/02651331211201561 

Organização Mundial do Comércio. (2019). The Future of Services Trade. World 

Trade Report, 227. 

Osman, A. R., Saha, J., & Alam, M. M. D. (2017). The Impact of Service Climate and 

Job Satisfaction on Service Quality in a Higher Education Platform. International 

Journal of Learning and Development, 7(3), 48. 

https://doi.org/10.5296/ijld.v7i3.10926 

Ostrom, A. L., Bitner, M. J., Brown, S. W., Burkhard, K. A., Goul, M., Smith-Daniels, 

V., Demirkan, H., & Rabinovich, E. (2010). Moving forward and making a 

difference: Research priorities for the science of service. Journal of Service 

Research, 13(1), 4–36. https://doi.org/10.1177/1094670509357611 

Oura, M. M., Zilber, S. N., & Lopes, E. L. (2016). Innovation capacity, international 

experience and export performance of SMEs in Brazil. International Business 

Review, 25(4), 921–932. https://doi.org/10.1016/j.ibusrev.2015.12.002 

Özkaya, M. H., & Yücel, T. (2020). The Effect of Export Diversification on Economic 

Growth. In Handbook of Research on Institutional, Economic, and Social Impacts of 

Globalization and Liberalization (pp. 381–393). IGI Global. 

https://doi.org/10.4018/978-1-7998-4459-4.ch021 

Ozsomer, A., & Cavusgil, S. T. (1991). Country-of-origin effects on product 

evaluations: A sequel to Bilkey and Nes review. Proceedings of the American 

Marketing Association Conference Summer, 2(June), 269–277. 



260 

Öztuna, D., Elhan, A. H., & Tüccar, E. (2006). Investigation of four different normality 

tests in terms of type 1 error rate and power under different distributions. Turkish 

Journal of Medical Sciences, 36(3), 171–176. 

Padlee, S. F., Kamaruddin, A. R., & Baharun, R. (2010). International Students’ Choice 

Behavior for Higher Education at Malaysian Private Universities. International 

Journal of Marketing Studies, 2(2), 202. https://doi.org/10.5539/ijms.v2n2p202 

Pajusaari, M.-L. (2021). Education export: The knowledge transfer perspective. 

Park, J. H., & Tran, T. B. H. (2018). Internal marketing, employee customer-oriented 

behaviors, and customer behavioral responses. Psychology and Marketing, 35(6), 

412–426. https://doi.org/10.1002/mar.21095 

Patterson, P. G. (2004). A study of perceptions regarding service firms’ attitudes 

towards exporting. Australasian Marketing Journal, 12(2), 19–38. 

https://doi.org/10.1016/S1441-3582(04)70095-6 

Patterson, P. G., & Cicic, M. (1995). A Typology of Service Firms in International 

Markets: An Empirical Investigation. Journal of International Marketing, 3(4), 57–

83. https://doi.org/10.1177/1069031x9500300409

Peng, M. W., Wang, D. Y. L., & Jiang, Y. (2008). An institution-based view of 

international business strategy: A focus on emerging economies. Journal of 

International Business Studies, 39(5), 920–936. 

https://doi.org/10.1057/palgrave.jibs.8400377 

Pereira, J. A., Constantino, K., & Figueiredo, E. (2014). A systematic literature review 

of software product line management tools. Lecture Notes in Computer Science 

(Including Subseries Lecture Notes in Artificial Intelligence and Lecture Notes in 

Bioinformatics), 8919, 73–89. https://doi.org/10.1007/978-3-319-14130-5_6 

Pham, H. H., Lai, S. L., & Vuong, Q. H. (2019). The Role of Subjective Task Value in 

Forming Satisfaction and Loyalty Among Vietnamese International Students: A 

Structural Equation Model. Asia-Pacific Education Researcher, 28(5), 399–409. 

https://doi.org/10.1007/s40299-019-00439-3 

Pieters, W. (2013). On thinging things and serving services: Technological mediation 

and inseparable goods. Ethics and Information Technology, 15(3), 195–208. 

https://doi.org/10.1007/s10676-013-9317-2 

Pine, B. J. (1993). Mass customizing products and services. Planning Review, 21(4), 6–

55. https://doi.org/10.1108/eb054420



261 

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common 

Method Biases in Behavioral Research: A Critical Review of the Literature and 

Recommended Remedies. Journal of Applied Psychology, 88(5), 879–903. 

https://doi.org/10.1037/0021-9010.88.5.879 

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method 

bias in social science research and recommendations on how to control it. Annual 

Review of Psychology, 63, 539–569. https://doi.org/10.1146/annurev-psych-120710-

100452 

Pogorelova, E., Yakhneeva, I., Agafonova, A., & Prokubovskaya, A. (2016). 

Marketing Mix for E-commerce. International Journal of Environmental & Science 

Education, 11(14), 6744–6759. 

Pope, C., & Mays, N. (2019). The role of theory in qualitative research. Qualitative 

Research in Health Care, 17(1), 15–26. https://doi.org/10.1002/9781119410867.ch2 

Powers, T. L., & Loyka, J. J. (2010). Adaptation of marketing mix elements in 

international markets. Journal of Global Marketing, 23(1), 65–79. 

Prim, A. L., Amal, M., & Carvalho, L. (2016). Regional cluster, innovation and export 

performance: An empirical study. BAR - Brazilian Administration Review, 13(2). 

https://doi.org/10.1590/1807-7692bar2016160028 

Prokop, V., & Stejskal, J. (2017). Different approaches to managing innovation 

activities: An analysis of strong, moderate, and modest innovators. Engineering 

Economics, 28(1), 47–55. https://doi.org/10.5755/j01.ee.28.1.16111 

Psomas, E. L., & Jaca, C. (2016). The impact of total quality management on service 

company performance: evidence from Spain. International Journal of Quality and 

Reliability Management, 33(3), 380–398. https://doi.org/10.1108/IJQRM-07-2014-

0090 

Pucciarelli, F., & Kaplan, A. (2016). Competition and strategy in higher education: 

Managing complexity and uncertainty. Business Horizons, 59(3), 311–320. 

https://doi.org/10.1016/j.bushor.2016.01.003 

Racela, O. C., & Thoumrungroje, A. (2020). Enhancing Export Performance through 

Proactive Export Market Development Capabilities and ICT Utilization. Journal of 

Global Marketing, 33(1), 46–63. https://doi.org/10.1080/08911762.2018.1549302 

Rafiq, M., & Ahmed, P. K. (1995). Using the 7Ps as a generic marketing mix: An 

exploratory survey of UK and European marketing academics. Marketing 

Intelligence & Planning, 13(9), 4–15. https://doi.org/10.1108/02634509510097793 



 

262 

Raj, D. M. A., Raguraman, M., & Veerappan, R. (2013). Marketing of Educational 

Services : A New Strategy for Customer Satisfaction. International Journal of 

Scientific Research and Management (IJSRM), 1(8), 435–440. 

www.ijsrm.in%0AAll Papers/R/Raj et al. 2013 - Marketing of Educational Services 

- A New Strategy for Customer Satisfaction.pdf 

Rao-Nicholson, R., & Khan, Z. (2017). Standardization versus adaptation of global 

marketing strategies in emerging market cross-border acquisitions. International 

Marketing Review, 34(1), 138–158. https://doi.org/10.1108/IMR-12-2015-0292 

Rezwan Mahmood, S. M. K. (2014). Impact of Service Marketing Mixes on Customer 

Perception: A Study on Eastern Bank Limited, Bangladesh. European Journal of 

Business and ManagementOnline), 6(34), 2222–2839. 

Richardson, H. A., Simmering, M. J., & Sturman, M. C. (2009). A tale of three 

perspectives: Examining post hoc statistical techniques for detection and correction 

of common method variance. Organizational Research Methods, 12(4), 762–800. 

https://doi.org/10.1177/1094428109332834 

Ringle, C. M., Sarstedt, M., & Straub, D. W. (2012). Editor’s comments: a critical look 

at the use of PLS-SEM in" MIS Quarterly". MIS Quarterly, iii–xiv. 

Road, R., & Mechinda, P. (1844). Marketing Strategies of Thai Spa Operators 

Marketing Strategies of Thai Spa. Signs, 1–19. 

Robertson, C., & Chetty, S. K. (2000). A contingency-based approach to understanding 

export performance. International Business Review, 9(2), 211–235. 

https://doi.org/10.1016/S0969-5931(99)00037-2 

Robson, P. J. A., Akuetteh, C. K., Westhead, P., & Wright, M. (2012). Exporting 

intensity, human capital and business ownership experience. International Small 

Business Journal, 30(4), 367–387. https://doi.org/10.1177/0266242610364426 

Rodríguez-Ardura, I., & Meseguer-Artola, A. (2020). Editorial: How to prevent, detect 

and control common method variance in electronic commerce research. Journal of 

Theoretical and Applied Electronic Commerce Research, 15(2), I–V. 

https://doi.org/10.4067/S0718-18762020000200101 

Roskosa, A., & Stukalina, Y. (2019). Marketing in Higher Education in the Agenda of 

Increasing International Enrolment. Rural Environment. Education. Personality, 12, 

119–125. https://doi.org/10.22616/reep.2019.015 



 

263 

Ross, M., & Grace, D. (2012). Exploring the international student recruitment industry 

through the Strategic Orientation Performance Model. Journal of Marketing 

Management, 28(5–6), 522–545. https://doi.org/10.1080/0267257X.2010.517709 

Ross, M., Heaney, J. G., & Cooper, M. (2007). Institutional and managerial factors 

affecting international student recruitment smanagement. International Journal of 

Educational Management, 21(7), 593–605. 

https://doi.org/10.1108/09513540710822193 

Rutter, R., Lettice, F., & Nadeau, J. (2017). Brand personality in higher education: 

anthropomorphized university marketing communications. Journal of Marketing for 

Higher Education, 27(1), 19–39. https://doi.org/10.1080/08841241.2016.1213346 

Ryan, J. (2011). Teaching and learning for international students: Towards a 

transcultural approach. Teachers and Teaching: Theory and Practice, 17(6), 631–

648. https://doi.org/10.1080/13540602.2011.625138 

Sadeghi, A., Rose, E. L., & Madsen, T. K. (2021). Perceived export performance: A 

contingent measurement approach. Journal of International Marketing, 29(3), 63–

84. 

Safari, A., & Saleh, A. S. (2020). Key determinants of SMEs’ export performance: a 

resource-based view and contingency theory approach using potential mediators. 

Journal of Business and Industrial Marketing, 35(4), 635–654. 

https://doi.org/10.1108/JBIM-11-2018-0324 

Sakthivel, P. B. (2007). Top management commitment and overall engineering 

education excellence. TQM Magazine, 19(3), 259–273. 

https://doi.org/10.1108/09544780710745676 

Samiee, S., & Roth, K. (1992). The Influence of Global Marketing Standardization on 

Performance. Journal of Marketing, 56(2), 1. https://doi.org/10.2307/1252038 

Sanchez-Peinado, E., & Pla-Barber, J. (2006). A multidimensional concept of 

uncertainty and its influence on the entry mode choice: An empirical analysis in the 

service sector. International Business Review, 15(3), 215–232. 

https://doi.org/10.1016/j.ibusrev.2006.02.002 

Santoro, G., Thrassou, A., Bresciani, S., & Giudice, M. Del. (2021). Do Knowledge 

Management and Dynamic Capabilities Affect Ambidextrous Entrepreneurial 

Intensity and Firms’ Performance? IEEE Transactions on Engineering Management, 

68(2), 378–386. https://doi.org/10.1109/TEM.2019.2907874 



 

264 

Saridakis, G., Idris, B., Hansen, J. M., & Dana, L. P. (2019). SMEs’ 

internationalisation: When does innovation matter? Journal of Business Research, 

96, 250–263. https://doi.org/10.1016/j.jbusres.2018.11.001 

Sarkar, A., & Perényi, Á. (2017). Education agents as competitiveness enhancers of 

Australian universities by internationalisation facilitation. Entrepreneurial Business 

and Economics Review, 5(4), 61–89. https://doi.org/10.15678/EBER.2017.050403 

Sarstedt, M., Hair, J. F., Nitzl, C., Ringle, C. M., & Howard, M. C. (2020). Beyond a 

tandem analysis of SEM and PROCESS: Use of PLS-SEM for mediation analyses! 

International Journal of Market Research, 62(3), 288–299. 

https://doi.org/10.1177/1470785320915686 

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair, J. F. (2014). Partial least 

squares structural equation modeling (PLS-SEM): A useful tool for family business 

researchers. Journal of Family Business Strategy, 5(1), 105–115. 

https://doi.org/10.1016/j.jfbs.2014.01.002 

Schatz, M. (2015). Toward One of the Leading Education-Based Economies? 

Investigating Aims, Strategies, and Practices of Finland’s Education Export 

Landscape. Journal of Studies in International Education, 19(4), 327–340. 

https://doi.org/10.1177/1028315315572897 

Schatz, M. (2016). Engines without fuel? - Empirical findings on Finnish higher 

education institutions as education exporters. Policy Futures in Education, 14(3), 

392–408. https://doi.org/10.1177/1478210316633950 

Schmid, S., & Kotulla, T. (2011). 50 years of research on international standardization 

and adaptation-From a systematic literature analysis to a theoretical framework. 

International Business Review, 20(5), 491–507. 

https://doi.org/10.1016/j.ibusrev.2010.09.003 

Schneider, B. (1975). Organizational climates: An essay 1. Personnel Psychology, 

28(4), 447–479. 

Schneider, B., Bowen, D., Ehrhart, M., & Holcombe, K. (2000). The climate for 

service: Evolution of a construct. In Handbook of organizational culture and climate 

(pp. 21–36). Thousand Oaks, CA: Sage. 

Schneider, B., Macey, W. H., Lee, W. C., & Young, S. A. (2009). Organizational 

service climate drivers of the American Customer Satisfaction Index (ACSI) and 

financial and market performance. Journal of Service Research, 12(1), 3–14. 

https://doi.org/10.1177/1094670509336743 



 

265 

Schneider, B., White, S. S., & Paul, M. C. (1998). Linking service climate and 

customer perceptions of service quality: Test of a causal model. Journal of Applied 

Psychology, 83(2), 150–163. https://doi.org/10.1037/0021-9010.83.2.150 

Schreiber, J. B. (2008). Core reporting practices in structural equation modeling. 

Research in Social and Administrative Pharmacy, 4(2), 83–97. 

https://doi.org/10.1016/j.sapharm.2007.04.003 

Schulz, C. (2005). Foreign environments: The internationalisation of environmental 

producer services. Service Industries Journal, 25(3), 337–354. 

https://doi.org/10.1080/02642060500050418 

Sekaran, U. (2006). Research method of business: A skill-building approach. Writing. 

New York: John Wiley & Sons. http://doi. org/http://www. slideshare. net. 

Selwyn, N. (2015). Technology and Education—Why It’s Crucial to be Critical. In 

Critical Perspectives on Technology and Education (pp. 245–255). Springer. 

https://doi.org/10.1057/9781137385451_14 

Seo, H. J., Lee, Y. S., & Kim, H. S. (2012). The determinants of export market 

performance in Organisation for Economic Co-operation and Development service 

industries. Service Industries Journal, 32(8), 1343–1354. 

https://doi.org/10.1080/02642069.2010.550140 

Seres, L., Pavlicevic, V., & Tumbas, P. (2018). Digital Transformation of Higher 

Education: Competing on Analytics. INTED2018 Proceedings, 1, 9491–9497. 

https://doi.org/10.21125/inted.2018.2348 

Shah, A., & Laino, H. (2006). Marketing a U.S. university to international students: 

Which approach is best - Standardization, adaptation, or contingency? An 

investigation of consumer needs in seven countries. Journal of Marketing for Higher 

Education, 16(1), 1–24. https://doi.org/10.1300/J050v16n01_01 

Shamsuddoha, A. K. (2004). Antecedents of Firm Performance: The Role of Export 

Promotion Programs. In School of Advertising, Marketing and Public Relations, 

Faculty of Business: Vol. Doctor of. Queensland University of Technology. 

Sheng, S., Zhou, K. Z., & Li, J. J. (2011). The effects of business and political ties on 

firm performance: Evidence from China. Journal of Marketing, 75(1), 1–15. 

https://doi.org/10.1509/jmkg.75.1.1 

Shoham, A. (1998). Export Performance: A Conceptualization and an Empirical 

Assessment. Journal of International Marketing, 6(3), 11. 

https://doi.org/10.1177/1069031X9800600305 



 

266 

Shoham, A. (2021). Standardization of international strategy and export performance: a 

meta-analysis. In Strategic Global Marketing: Issues and Trends (pp. 97–120). 

Routledge. 

Shostack, G. L. (1977). Breaking Free from Product Marketing. Journal of Marketing, 

41(2), 73. https://doi.org/10.2307/1250637 

Sibanda, K., Erwee, R., & Ng, E. (2011). Differences between high- and low-

performing exporting firms in a developing country. In Advances in International 

Marketing (Vol. 21, pp. 207–228). Emerald Group Publishing Limited. 

https://doi.org/10.1108/S1474-7979(2011)0000021012 

Sichtmann, C., & Von Selasinsky, M. (2010). Exporting services successfully: 

Antecedents and performance implications of customer relationships. Journal of 

International Marketing, 18(1), 86–108. https://doi.org/10.1509/jimk.18.1.86 

Sichtmann, C., Von Selasinsky, M., & Diamantopoulos, A. (2011). Service quality and 

export performance of business-to-business service providers: The role of service 

employee- and customer-oriented quality control initiatives. Journal of International 

Marketing, 19(1), 1–22. https://doi.org/10.1509/jimk.19.1.1 

Silva, G. M., Styles, C., & Lages, L. F. (2017). Breakthrough innovation in 

international business: The impact of tech-innovation and market-innovation on 

performance. International Business Review, 26(2), 391–404. 

https://doi.org/10.1016/j.ibusrev.2016.10.001 

Sin, C., Tavares, O., & Cardoso, S. (2019). Portuguese institutions’ strategies and 

challenges to attract international students: External makeover or internal 

transformation? Journal of International Students, 9(4), 1095–1114. 

https://doi.org/10.32674/jis.v9i4.185 

Singh, D. A. (2009). Export performance of emerging market firms. International 

Business Review, 18(4), 321–330. https://doi.org/10.1016/j.ibusrev.2009.03.002 

Singh, H., & Mahmood, R. (2014). Aligning Manufacturing Strategy to Export 

Performance of Manufacturing Small and Medium Enterprises in Malaysia. In C. T. 

B. Chui & W. E. W. Rashid (Eds.), Procedia - Social and Behavioral Sciences (Vol. 

130, pp. 85–95). https://doi.org/10.1016/j.sbspro.2014.04.011 

Singh, J. K. N. (2021). Academic resilience among international students: lived 

experiences of postgraduate international students in Malaysia. Asia Pacific 

Education Review, 22(1), 129–138. https://doi.org/10.1007/s12564-020-09657-7 



267 

Singh, J. K. N., & Jack, G. (2018). The benefits of overseas study for international 

postgraduate students in Malaysia. Higher Education, 75(4), 607–624. 

https://doi.org/10.1007/s10734-017-0159-4 

Sirat, M., & Wan, C. Da. (2022). Higher education in Malaysia. In International 

Handbook on Education in South East Asia (pp. 1–23). Springer. 

Sivalingam, G. (2007). Privatization of Higher Education in Malaysia. Forum on 

Public Policy Online, 2007(1), n1. 

Skarmeas, D., Katsikeas, C. S., & Schlegelmilch, B. B. (2002). Drivers of commitment 

and its impact on performance in cross-cultural buyer-seller relationships: The 

importer’s perspective. Journal of International Business Studies, 33(4), 757–783. 

https://doi.org/10.1057/palgrave.jibs.8491043 

Sobel, M. E. (1982). Asymptotic Confidence Intervals for Indirect Effects in Structural 

Equation Models. Sociological Methodology, 13, 290. 

https://doi.org/10.2307/270723 

Sohag, K., Begum, R. A., Abdullah, S. M. S., & Jaafar, M. (2015). Dynamics of energy 

use, technological innovation, economic growth and trade openness in Malaysia. 

Energy, 90, 1497–1507. 

Sojkin, B., Bartkowiak, P., & Skuza, A. (2012). Determinants of higher education 

choices and student satisfaction: The case of Poland. Higher Education, 63(5), 565–

581. https://doi.org/10.1007/s10734-011-9459-2

Solberg, C. A. (2000). Educator insights: Standardization or adaptation of the 

international marketing mix: The role of the local subsidiary/representative. Journal 

of International Marketing, 8(1), 78–98. https://doi.org/10.1509/jimk.8.1.78.19559 

Solberg, C. A. (2002). The perennial issue of adaptation or standardization of 

international marketing communication: Organizational contingencies and 

performance. Journal of International Marketing, 10(3), 1–21. 

https://doi.org/10.1509/jimk.10.3.1.19546 

Solnet, D., & Paulsen, N. (2006). Service climate, employee identification, and 

customer outcomes in hotel property rebrandings. Journal of Hospitality and Leisure 

Marketing, 13(3–4), 3–27. https://doi.org/10.1300/J150v13n03_02 

Soo, K. T., & Elliott, C. (2010). Does price matter? Overseas students in UK higher 

education. Economics of Education Review, 29(4), 553–565. 

https://doi.org/10.1016/j.econedurev.2009.10.016 



 

268 

Sousa, C. M. P. (2004). Export Performance Measurement : An Evaluation of the 

Empirical Research in the Literature Export Performance Measurement : An 

Evaluation of the Empirical Re- search in the Literature. Academy of Marketing 

Science Review, 2004(09), 1–22. 

Sousa, C. M. P., & Bradley, F. (2008). Antecedents of international pricing adaptation 

and export performance. Journal of World Business, 43(3), 307–320. 

https://doi.org/10.1016/j.jwb.2007.11.007 

Sousa, C. M. P., & Lengler, J. F. B. (2009). Psychic distance, marketing strategy and 

performance in export ventures of Brazilian firms. Journal of Marketing 

Management, 25(5–6), 591–610. https://doi.org/10.1362/026725709X461876 

Sousa, C. M. P., Lengler, J. F. B., & Martínez-López, F. J. (2014). Testing for Linear 

and Quadratic Effects between Price Adaptation and Export Performance: The 

Impact of Values and Perceptions. Journal of Small Business Management, 52(3), 

501–520. https://doi.org/10.1111/jsbm.12046 

Sousa, C. M. P., Martínez-López, F. J., & Coelho, F. (2008). The determinants of 

export performance: A review of the research in the literature between 1998 and 

2005. International Journal of Management Reviews, 10(4), 343–374. 

https://doi.org/10.1111/j.1468-2370.2008.00232.x 

Sousa, C. M. P., & Novello, S. (2014). The influence of distributor support and price 

adaptation on the export performance of small and medium-sized enterprises. 

International Small Business Journal, 32(4), 359–385. 

https://doi.org/10.1177/0266242612466876 

Sousa, C. M. P., Ruzo, E., & Losada, F. (2010). The key role of managers’ values in 

exporting: Influence on customer responsiveness and export performance. Journal of 

International Marketing, 18(2), 1–19. https://doi.org/10.1509/jimk.18.2.1 

Spyropoulou, S., Skarmeas, D., & Katsikeas, C. S. (2010). The role of corporate image 

in business-to-business export ventures: A resource-based approach. Industrial 

Marketing Management, 39(5), 752–760. 

https://doi.org/10.1016/j.indmarman.2010.02.014 

Srivastava, R. K., Fahey, L., & Christensen, H. K. (2001). The resource-based view 

and marketing: The role of market-based assets in gaining competitive advantage. 

Journal of Management, 27(6), 777–802. https://doi.org/10.1016/S0149-

2063(01)00123-4 



269 

Statistics of Higher Education. (2021). https://www.mohe.gov.my/muat-

turun/statistik/stat-2018 

Steele, K. (2007). Standing out on paper: Best practices in university viewbooks. 

Atlantic Association of Registrars and Admissions Officers, Fredericton. NB 

Canada. 

Stoian, M. C., Rialp, A., & Rialp, J. (2011). Export performance under the microscope: 

A glance through Spanish lenses. International Business Review, 20(2), 117–135. 

https://doi.org/10.1016/j.ibusrev.2010.07.002 

Styles, C., Patterson, P. G., & Ahmed, F. (2008). A relational model of export 

performance. Journal of International Business Studies, 39(5), 880–900. 

https://doi.org/10.1057/palgrave.jibs.8400385 

Sundarrajh, S., & Zulkfili, N. (2019). Factors Influencing International Students 

Decision of University Selection in Malaysia. International Journal of Education, 

Learning and Training, 4(1). 

Suryandari, R., Jaafar, M., & Hamzah, N. (2014). Mengantarabangsakan ruang 

pendidikan tinggi Malaysia. Malaysian Journal of Society and Space, 10(3), 60–72. 

Sweeney, S. (2012). Going Mobile: Internationalisation, mobility, and the European 

Higher Education Area. York: Higher Education Academy. 

Symaco, L. P., & Wan, C. Da. (2017). Development of higher education in Malaysia: 

Issues and challenges. Education in Malaysia, 53–66. 

Szekeres, J. (2010). Sustaining student numbers in the competitive marketplace. 

Journal of Higher Education Policy and Management, 32(5), 429–439. 

https://doi.org/10.1080/1360080X.2010.511116 

Tabachnick, B. G., & Fidell, L. S. (2001). Using multivariate statistics. Needham 

heights. MA: Allyn & Bacon. 

Tabachnick, B. G., Fidell, L. S., & Ullman, J. B. (2007). Using multivariate statistics 

(Vol. 5). pearson Boston, MA. 

Taber, K. S. (2018). The Use of Cronbach’s Alpha When Developing and Reporting 

Research Instruments in Science Education. Research in Science Education, 48(6), 

1273–1296. https://doi.org/10.1007/s11165-016-9602-2 

Taherdoost, H. (2016). Validity and reliability of the research instrument; how to test 

the validation of a questionnaire/survey in a research. How to Test the Validation of 

a Questionnaire/Survey in a Research (August 10, 2016). 



 

270 

Tan, Q., & Sousa, C. M. P. (2011). Research on export pricing: Still moving toward 

maturity. Journal of International Marketing, 19(3), 1–35. 

https://doi.org/10.1509/jimk.19.3.1 

Tan, Q., & Sousa, C. M. P. (2013). International Marketing Standardization: A Meta-

Analytic Estimation of Its Antecedents and Consequences. Management 

International Review, 53(5), 711–739. https://doi.org/10.1007/s11575-013-0172-5 

Tanchaitranon, N., & Charoensukmongkol, P. (2016). Effects of global networks and 

the foreign migrant workforce on Thai SMEs’ satisfaction with their export 

performance: The mediating role of international knowledge. International Journal 

of Globalisation and Small Business, 8(3), 251–268. 

https://doi.org/10.1504/IJGSB.2016.080378 

Tantong, P., Karande, K., Nair, A., & Singhapakdi, A. (2010). The effect of product 

adaptation and market orientation on export performance: A survey of thai 

managers. Journal of Marketing Theory and Practice, 18(2), 155–170. 

https://doi.org/10.2753/MTP1069-6679180204 

Ten Raa, T., & Wolff, E. N. (2001). Outsourcing of Services and the Productivity 

Recovery in U.S. Manufacturing in the 1980s and 1990s. Journal of Productivity 

Analysis, 16(2), 149–165. https://doi.org/10.1023/A:1011683310955 

Teo, T. S. H., & Pian, Y. (2003). A contingency perspective on Internet adoption and 

competitive advantage. European Journal of Information Systems, 12(2), 78–92. 

https://doi.org/10.1057/palgrave.ejis.3000448 

Terui, S. (2012). Second Language Learners’ Coping Strategy in Conversations with 

Native Speakers. Journal of International Students, 2(2), 168–183. 

https://doi.org/10.32674/jis.v2i2.530 

Thakkar, J. J. (2020). Introduction to Structural Equation Modelling. In Studies in 

Systems, Decision and Control (Vol. 285, pp. 1–11). Springer. 

https://doi.org/10.1007/978-981-15-3793-6_1 

Tong, S., Luo, X., & Xu, B. (2020). Personalized mobile marketing strategies. Journal 

of the Academy of Marketing Science, 48(1), 64–78. https://doi.org/10.1007/s11747-

019-00693-3 

Toquero, C. M. (2020). Challenges and Opportunities for Higher Education amid the 

COVID-19 Pandemic: The Philippine Context. Pedagogical Research, 5(4), 

em0063. https://doi.org/10.29333/pr/7947 



 

271 

Tsikriktsis, N. (2005). A review of techniques for treating missing data in OM survey 

research. Journal of Operations Management, 24(1), 53–62. 

https://doi.org/10.1016/j.jom.2005.03.001 

Tsoukatos, E., & Rand, G. K. (2007). Cultural influences on service quality and 

customer satisfaction: Evidence from Greek insurance. Managing Service Quality, 

17(4), 467–485. https://doi.org/10.1108/09604520710760571 

Tun-Pin, C., Keng-Soon, W. C., Yen-San, Y., Pui-Yee, C., Hong-Leong, J. T., & 

Shwu-Shing, N. (2019). An adoption of fintech service in Malaysia. South East Asia 

Journal of Contemporary Business, 18(5), 134–147. 

Turner, D. (2008). UK warned over foreign students. http://html#axzz1xDNrFeDu) 

Upah, G. D. (1980). Mass Marketing in Service Retailing: A Review and Synthesis of 

Major Methods. Journal of Retailing, 56(3), 59–76. 

Urbach  Frederik, N. and A. (2010). Structural Equation Modeling in Information 

Systems Research Using Partial Least Squares. Journal of Information Technology 

Theory and Application (JITTA), 11(2), 5–40. http://aisel.aisnet.org/jitta/vol11/iss2/2 

Usman, M., Kayani, M. B., Haroon, F., & Khan, M. A. (2012). The impact of 

marketing mix and market orientation on export performance. Journal of Economics 

and Behavioral Studies, 4(1), 66–71. 

van der Westhuizen, L. M. (2018). Brand loyalty: exploring self-brand connection and 

brand experience. Journal of Product and Brand Management, 27(2), 172–184. 

https://doi.org/10.1108/JPBM-07-2016-1281 

Van Der Zee, K. I., & Brinkmann, U. (2004). Construct validity evidence for the 

intercultural readiness check against the multicultural personality questionnaire. 

International Journal of Selection and Assessment, 12(3), 285–290. 

https://doi.org/10.1111/j.0965-075X.2004.283_1.x 

Vargo, S. L., & Lusch, R. F. (2014). Evolving to a new dominant logic for marketing. 

The Service-Dominant Logic of Marketing: Dialog, Debate, and Directions, 68(1), 

3–28. 

Vida, I., & Obadia, C. (2018). Foreignness in Export and Import Social Relationships: 

The Liability of Psychic Distance. In Advances in Global Marketing (pp. 387–425). 

Springer. https://doi.org/10.1007/978-3-319-61385-7_16 

Villena Manzanares, F. (2019). Export Performance of SMEs: An Empirical Analysis 

of the Mediating Role of Corporate Image. Journal of Small Business Management, 

57(2), 386–399. https://doi.org/10.1111/jsbm.12337 



 

272 

Vinet, L., & Zhedanov, A. (2011). A “missing” family of classical orthogonal 

polynomials. Journal of Physics A: Mathematical and Theoretical, 44(8), 27–42. 

https://doi.org/10.1088/1751-8113/44/8/085201 

Viswanathan, N. K., & Dickson, P. R. (2007). The fundamentals of standardizing 

global marketing strategy. International Marketing Review, 24(1), 46–63. 

https://doi.org/10.1108/02651330710727187 

Vogel, A. (2011). Exporter performance in the German business services sector. 

Service Industries Journal, 31(7), 1015–1031. 

https://doi.org/10.1080/02642060903079410 

Voorhees, C. M., Brady, M. K., Calantone, R., & Ramirez, E. (2016). Discriminant 

validity testing in marketing: an analysis, causes for concern, and proposed 

remedies. Journal of the Academy of Marketing Science, 44(1), 119–134. 

https://doi.org/10.1007/s11747-015-0455-4 

Voss, R., Gruber, T., & Szmigin, I. (2007). Service quality in higher education: The 

role of student expectations. Journal of Business Research, 60(9), 949–959. 

https://doi.org/10.1016/j.jbusres.2007.01.020 

Walonick, D. (1993). StatPac Gold IV: Survey & Marketing Research Edition. 

Minneapolis, MN: StatPac Inc. 

Wang, F., Liu, J., & Su, C. (2017). Outward foreign direct investment and export 

performance in China. Canadian Public Policy, 43, S72–S87. 

https://doi.org/10.3138/cpp.2016-073 

Wanyi, M. F., & Nyagindi, J. (2016). Effects of Managing the Extended Marketing 

Mix on Organization Performance of Parastatals in Nairobi. European Journal of 

Business and Strategic Management, 1(2), 115–130. 

Webster, J., & Watson, R. T. (2002). Analyzing the Past to Prepare for the Future: 

Writing a Literature Review. MIS Quarterly, 26(2), xiii–xxiii. 

https://doi.org/10.1.1.104.6570 

Wernerfelt, B. (1984). A resource‐based view of the firm. Strategic Management 

Journal, 5(2), 171–180. 

Westjohn, S. A., & Magnusson, P. (2017). Export performance: A focus on 

discretionary adaptation. Journal of International Marketing, 25(4), 70–88. 

https://doi.org/10.1509/jim.16.0114 



 

273 

Weston, R., & Gore, P. A. (2006). A Brief Guide to Structural Equation Modeling. In 

The Counseling Psychologist (Vol. 34, Issue 5). psychology press. 

https://doi.org/10.1177/0011000006286345 

White, D. S., Griffith, D. A., & Ryans, J. K. (1998). Measuring export performance in 

service industries. International Marketing Review, 15(4), 188–204. 

https://doi.org/10.1108/02651339810221106 

Wiklund, J., & Shepherd, D. A. (2011). Where to from here? EO-as-experimentation, 

failure, and distribution of outcomes. Entrepreneurship: Theory and Practice, 35(5), 

925–946. https://doi.org/10.1111/j.1540-6520.2011.00454.x 

Wilkins, S. (2020). The positioning and competitive strategies of higher education 

institutions in the United Arab Emirates. International Journal of Educational 

Management, 34(1), 139–153. https://doi.org/10.1108/IJEM-05-2019-0168 

Wilkinson, T., & Brouthers, L. E. (2006). Trade promotion and SME export 

performance. International Business Review, 15(3), 233–252. 

https://doi.org/10.1016/j.ibusrev.2006.03.001 

Willaby, H. W., Costa, D. S. J., Burns, B. D., MacCann, C., & Roberts, R. D. (2015). 

Testing complex models with small sample sizes: A historical overview and 

empirical demonstration of what Partial Least Squares (PLS) can offer differential 

psychology. Personality and Individual Differences, 84, 73–78. 

https://doi.org/10.1016/j.paid.2014.09.008 

Williamson, G. R. (2006). Introduction to Social Research Quantitative and Qualitative 

Approaches, 2nd edn. In Journal of Advanced Nursing (Vol. 54, Issue 5). sage. 

https://doi.org/10.1111/j.1365-2648.2006.03918_1.x 

Wirtz, J., & Lovelock, C. (2016). Services marketing: people, technology, strategy. 

World Scientific Publishing Co Inc. 

https://books.google.com/books?id=dKJIDQAAQBAJ&lpg=PR4&ots=gaJY6jaTgd

&dq=Services marketing%3A people%2C technology%2C 

strategy&lr&pg=PR8#v=onepage&q=Services marketing: people, technology, 

strategy&f=false 

Wong, K. L., Ong, S. F., & Kuek, T. Y. (2012). Constructing a survey questionnaire to 

collect data on service quality of business academics. European Journal of Social 

Sciences, 29(2), 209–221. 

World Development Report. (2020). World Development Report 2020: Trading for 

Development in the Age of Global Value Chains. In World Development Report 



 

274 

2020: Trading for Development in the Age of Global Value Chains. 

https://doi.org/10.1596/978-1-4648-1457-0 

Wymbs, C. (2000). How e-commerce is transforming and internationalizing service 

industries. Journal of Services Marketing, 14(6), 463–477. 

https://doi.org/10.1108/08876040010347598 

Yalcinkaya, G., Calantone, R. J., & Griffith, D. A. (2007). An examination of 

exploration and exploitation capabilities: Implications for product innovation and 

market performance. Journal of International Marketing, 15(4), 63–93. 

https://doi.org/10.1509/jimk.15.4.63 

Yan, H., Wickramasekera, R., & Tan, A. (2018). Exploration of Chinese SMEs’ export 

development: The role of managerial determinants based on an adapted innovation-

related internationalization model. Thunderbird International Business Review, 

60(4), 633–646. https://doi.org/10.1002/tie.21969 

Yassin, A. A., Razak, N. A., Qasem, Y. A. M., & Mohammed, M. A. S. (2020). 

Intercultural learning challenges affecting international students’ sustainable 

learning in Malaysian higher education institutions. Sustainability (Switzerland), 

12(18), 7490. https://doi.org/10.3390/su12187490 

Yee, C. P. (2014). IHE: A literature Review. International Journal of Asian Social 

Science, 4(2), 258–273. http://www.aessweb.com/journals/5007 

Yee, R. W. Y., Yeung, A. C. L., & Edwin Cheng, T. C. (2010). An empirical study of 

employee loyalty, service quality and firm performance in the service industry. 

International Journal of Production Economics, 124(1), 109–120. 

https://doi.org/10.1016/j.ijpe.2009.10.015 

Yılmaz, D. V. (2018). Studying Abroad: Experiences of International Students in a 

Turkish University. Yuksekogretim Dergisi, 8(1), 23–32. 

https://doi.org/10.2399/yod.17.027 

Yousapronpaiboon, K. (2014). SERVQUAL: Measuring Higher Education Service 

Quality in Thailand. Procedia - Social and Behavioral Sciences, 116, 1088–1095. 

https://doi.org/10.1016/j.sbspro.2014.01.350 

Yusof, Z. A., & Bhattasali, D. (2008). Commission on Growth and Development. In 

Economic Growth and Development in Malaysia : Policy Making and Leadership 

(Vol. 235, Issue 15). 

Zarin Negar, N. a. V. D., H. (2009). Effect of export promotion program on firm export 

performance. Journal of Commercial Survey, 20(33), 3–13. 



 

275 

Zeeshan, M., Sabbar, S. D., Bashir, S., & Hussain, R. I. (2013). Foreign Students’ 

Motivation for Studying in Malaysia. International Journal of Asian Social Science, 

3(3), 833–846. 

Zehir, C., Köle, M., & Yıldız, H. (2015). The Mediating Role of Innovation Capability 

on Market Orientation and Export Performance: An Implementation on SMEs in 

Turkey. In M. Ozsahin (Ed.), Procedia - Social and Behavioral Sciences (Vol. 207, 

pp. 700–708). Elsevier Science Bv. https://doi.org/10.1016/j.sbspro.2015.10.141 

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1985). Problems and Strategies in 

Services Marketing. Journal of Marketing, 49(2), 33. 

https://doi.org/10.2307/1251563 

Zeithaml, V. a. (1981). How consumer evaluation processes differ between goods and 

services. Marketing of Services, 9(1), 186–190. 

http://scholar.google.com/scholar?hl=en&btnG=Search&q=intitle:How+consumer+

evaluation+processes+differ+between+goods+and+services#0 

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths 

and truths about mediation analysis. Journal of Consumer Research, 37(2), 197–

206. https://doi.org/10.1086/651257 

Zheng, P. (2014). Antecedents to international student inflows to UK higher education: 

A comparative analysis. Journal of Business Research, 67(2), 136–143. 

https://doi.org/10.1016/j.jbusres.2012.11.003 

Ziegler, P. (2002). Palmerston. Macmillan International Higher Education. 

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business Research 

Method (8th ed.). In South-Western Cengage Learning. Cengage Learning. 

Zlatanović, D., Babić, V., & Nikolić, J. (2020). Higher Education Institutions as Viable 

Systems. In Handbook of Research on Enhancing Innovation in Higher Education 

Institutions. IGI Global. https://doi.org/10.4018/978-1-7998-2708-5.ch001 

Zou, S., Andrus, D. M., & Norvell, D. W. (1997). Standardization of international 

marketing strategy by firms from a developing country. International Marketing 

Review, 14(2), 107–123. https://doi.org/10.1108/02651339710170203 

Zou, S., & Stan, S. (1998). The determinants of export performance: A review of the 

empirical literature between 1987 and 1997. International Marketing Review, 15(5), 

333–356. https://doi.org/10.1108/02651339810236290 

 





 

277 

APPENDIX 

Appendix A Systematic Literature Review Keyword Strings  

  

Scopus: TITLE-ABS-KEY (("higher education") AND (export* OR "export 
performance") AND (education*)  AND  (universit*)  OR  "internationali*" AND  
("international student")  OR  ("inward export") OR ("service export")) AND 
(LIMIT-TO ( PUBYEAR, 2021) OR  LIMIT-TO (PUBYEAR , 2020) OR  LIMIT-
TO (PUBYEAR , 2019) OR LIMIT-TO (PUBYEAR,  2018) OR LIMIT-TO ( 
PUBYEAR, 2017) OR LIMIT-TO (PUBYEAR , 2016)  OR  LIMIT-TO (PUBYEAR 
, 2015)  OR  LIMIT-TO ( PUBYEAR, 2014) OR LIMIT-TO (PUBYEAR, 2013) OR 
LIMIT-TO (PUBYEAR, 2012)) AND (LIMIT-TO (SUBJAREA, "SOCI") OR 
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LIMIT-TO (LANGUAGE, "English")) 

WOS: (((((((ALL= ("higher education")) AND ALL= ("export 
performance" OR "export*")) AND ALL=(education*)) AND 
ALL=(universit*)) OR ALL= (internationali*)) AND ALL= ("international 
student")) OR ALL= ("inward export")) OR ALL= ("service export") 

Google Scholar: (((((((ALL= ("higher education")) AND ALL= ("export 
performance" OR "export*")) AND ALL=(education*)) AND 
ALL=(universit*)) OR ALL= (international*)) AND ALL= ("international 
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Hogan, 
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business 
education 
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change will 
impact business 
education in 
Australia over the 
next 10 years. 

Geopolitical 
volatility, 
Responsible 
business and 
sustainability, 
Relevance, 
International 
study experience, 
Value of business 
education, 
Technology of 
education, The 
future of work & 
organizations, 
Experiential 
learning, Global 
socio-economic 
trends, Learner 
preferences 

18 experts A four-round 
Delphi method 
was 
implemented to 
collect the data 

Yes In the future, business 
education will face 
even more significant 
challenges to its 
legitimacy without 
dramatic changes in 
policy & strategy. 

Jokila, Kallo, 
& Mikkilä-
Erdmann 
(2019) 

Finland International 
student 
recruitment 

No No To analyse the 
justifications & 
persuasion 
strategies used in 
national policy 
texts for 

Internationalisation  The data 
consist of key 
internationalis
ation 
strategies 
from the 

Secondary data - There is a marked 
shift from neoliberally 
toned crisis talk to 
opportunity rhetoric in 
the main persuasion 
mechanisms in the 
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recruitment 
initiatives. 

Ministry of 
Education and 
Culture from 
2001 to 2017 

strategies. 

Melikyan 
(2018) 

Russia Education 
export 
Performance 

Yes, 
Internation-
al 
education 
marketing 

No To analyse the 
relationship 
between the 
universities’ 
internal factors 
and their 
education export 
performance 
indicators. 

Diversification of 
education 
programs, 
Number of dual 
degree programs, 
Engagement in 
TNE programs, 
Number of 
international 
network 
partnerships, 
Average annual  
tuition,  
Percentage of fee-
paying, University 
position in the 
Webometrics 
Ranking, Average 
passing USE 
score   

173 
universities 

Quantitative, 
Survey 

No There is a positive 
relationship between 
the number of 
international network 
partnerships, the 
number of double 
degree programs & 
the EP indicators. The 
level of IS tuition & 
commercialization 
shows a positive 
relationship with 
education export 
profitability but not 
with the enrolment of 
IS. Universities’ web 
presence, participation 
in transnational 
education programs, 
& education EP did 
not correlate. 

Ortiga, 
(2018) 

Philippines Creation of an 
education hub  

Yes No How Philippine 
universities 
attempt to educate 
graduates for 

International 
student mobility 

Total of 31 
individuals: 7 
state officials, 
4 4 education 

Qualitative, in-
depth 
interviews 

- Philippine schools 
promote their 
universities as being 
the best place in the 



 

280 

R
ef

er
en

ce
 

C
ou

nt
ry

 

D
ep

en
de

n t
 

V
ar

ia
bl

e 

M
ar

ke
ti

ng
 is

 
E

xa
m

in
ed

 

M
ar

ke
ti

ng
 m

ix
 is

 
E

xa
m

in
ed

 

R
es

ea
rc

h 
O

bj
ec

tiv
es

 

V
ar

ia
bl

es
 

Sa
m

pl
e 

Si
ze

 

M
et

ho
do

lo
gy

 

V
al

id
ity

 

Su
m

m
ar

y 
of

 
Fi

nd
in

gs
 

‘export’, adjusting 
school policies & 
curriculum 
according to the 
anticipated needs 
of foreign 
employers 

agents, and 20 
private school 
owners & 
administrators 

world to train for 
international jobs. 
Creating new forms of 
knowledge mobility 
in an increasingly 
segmented HE 
market. 

Healey 
(2017) 

UK International-
isation 

No No To discusses the 
attempt by one 
UK university to 
change direction 
and develop a new 
approach to 
internationalisation.   

International 
learning 
experience - to 
prepare students 
to become highly 
employable global 
citizens 

Reviews some 
of the lessons 
learned over a 
four-year 
period of 
moving away 
from an 
export 
education 
orientation  

Review - The university should 
focus on 
internationalisation 
instead of 
international student 
recruitment. 

Sarkar, & 
Perényi, 
(2017) 

Australia International-
isation 
of HE 

No No To explore the 
role of education 
agents as drivers 
of competitiveness 
of Australian 
Universities by 
facilitating 
internationalisat-
ion 

Networking 
capacity of the 
agents, Education 
agents, Market 
knowledge 

Two 
University 
international 
officers, An 
education 
officer with 
Victorian 
Government, 
An education 
agent 

Qualitative, 
Semi-structured 
interviews 

- It is evident that the 
agents play an 
extremely vital role in 
the internationalisation 
process. The 
interviews identified 
four key themes: 
market knowledge, 
network facilitators, 
financial interest, 
reliance & trust 
factors. 
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Lapina, 
Roga,  & 
Müürsepp 
(2016) 

Mixed 
Europe 

Export of HE Yes No To analyse factors 
influencing 
international 
students’ decision 
regarding the 
country and HEIs 
and to develop 
suggestions for 
the improvement 
of different 
dimensions 
related to the 
quality and export 
of HE 

Academic quality, 
Academic 
reputation, 
International staff 
& student, 
Internationalisatio
n, Tuition fees, 
Support, 
Scholarship, 
Variety, 
Organizational 
culture, Family 
and friends’ 
suggestions, 
Marketing, 
Reparation and 
opportunities, 
Parking 
availability, 
Location, 
logistics.  

350 
questionnaires 

Several research 
methods, such 
as literature 
review, logical 
and comparative 
analysis, as well 
as the empirical 
method to 
obtain 
information by 
conducting a 
survey 

Yes Academic staff 
quality and study 
programmes play a 
significant role in 
creating value for IS. 
Living cost is vital 
too. In the periphery 
of the European 
Union, factors such as 
parking availability, 
sports reputation and 
opportunities, and 
location are 
considered low 
important. HEIs 
should engage in 
proactive marketing 
efforts on social 
networks, microblogs 
and other websites, 
especially in foreign 
languages, focusing 
on the desired target 
audience. 

Kumar 
(2015) 

India Trade in 
Education 

No No To identify the 
factors that help 
countries attract 
international 
students, 

Hostel facility & 
fellowships, have 
a dedicated 
agency, are 
accredited, 

69 
host countries 

Secondary data, 
panel 
data techniques 

- Per capita income, 
gross enrollment ratio, 
per-pupil expenditure 
on 
education and world 
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privately-owned 
& unitary type 

university rankings 
have a positive & 
significant effect on 
attracting 
international students 
by country. 

Asaad, 
Melewar, & 
Cohen 
(2015) 

UK Export 
performance 

Yes No To extend our 
knowledge of  
EMO in the 
context of British 
universities with 
regard to 
recruitment of 
international 
students. 

Export market 
information 
generation, 
dissemination 
&responsiveness, 
university 
international 
reputation, export 
coordination, 
Government 
founding, 
University 
national ranking, 
Perceived HE 
country image 

130 
Universities, 
63 useable 

Quantitative, 
questionnaire 

Yes EMO’s direct effects 
on university 
export performance 
and its indirect effects 
mediated through 
university 
international 
reputation. 

Schatz 
(2015) 

Finland Education 
Export 

No No To explores aims, 
strategies, and 
practices from the 
perspective of the 
Finnish 
government, 
Finnish education 
institutions, and 

Motives,Aims, 
and Product 

Reports of the 
MOEC from 
2010 
and 2013 

Qualitative 
content analysis 

- Education export 
strategy lacked a clear 
market 
orientation and a 
defined product. 
Education export 
strategy did not match 
the local realities  
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the private sector, 
& sets Finnish 
education export 
in a global 
perspective. 

Asaad, 
Melewar, 
Cohen, & 
Balmer, 
(2013) 

UK International 
student 
recruitment. 

Yes No To explore how 
post-92 UK 
universities 
perceive and 
manage market 
orientation (MO) 
in their export 
operations of 
educational 
services to IS. 

EMO 92 UK 
universities 

Qualitative 
research, Semi-
structured in-
depth interviews 

- EMO in HE consists 
of information-based 
activities geared 
towards foreign 
markets. This 
involves market 
information 
generation and 
dissemination, & the 
need for rapid 
responsiveness due to 
the changing nature of 
the HE market. 

Tham (2013) Malaysia Internationalis
ation of higher 
education 

No No To examine 
government 
policies, their 
rationales, and the 
response of public 
and private 
institutions 
toward these 
policies in 
internationalisat-
ion. 

Government 
Policies & 
Institutions’ 
Response 

Public & 
private 
universities 

Review - Despite a new focus 
on research and 
knowledge 
production, 
government policies 
predominately focus 
on increasing inbound 
students to increase 
export revenues. 
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Chan (2013) Japan, 
Taiwan, 
Singapore 
& Malaysia 

Internationalis
ing HE sectors 

No No To explore the 
approaches that 
have been used to 
strengthen 
linkages to 
recruit 
international 
students. 

Policies and 
strategies of 
internationalisatio
n in four countries 

Last decades 
approaches in 
Japan, 
Taiwan, 
Singapore, & 
Malaysia 

An in-depth 
examination 
into the 
approaches that 
certain Asian 
countries have 
employed. 

- Histories, priorities, 
and social-political 
structures may play 
major roles in 
selecting HEIs. Also, 
In facing of the tidal 
wave of 
internationalisation, 
governments in these 
four countries do not 
surrender their 
sovereignty to pure 
market competition 
but take a stronger 
role in directing 
the development of 
HE system at the 
policy level. 

Bianchi& 
Drennan, 
(2012) 

Australia International 
students’ 
satisfaction of 
higher 
education 

No No To contribute to 
the inward export 
process of service 
firms by exploring 
the main drivers 
of satisfaction & 
dissatisfaction for 
service customers 
in a foreign 
country. 

External 
environment, 
Educational 
service 
performance, 
Socialization 
performance 

107 cases Critical incident 
technique (CIT), 
Semi-structured 
interviews 

Yes The reasons for 
international students’ 
service satisfaction or 
dissatisfaction are: 
educational service 
performance,  
personal performance, 
& external 
environment.  

James  & Canada, International Yes No To examine the Export marketing Three Using a Yes The way each 
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Derrick 
(2019) 

Hong Kong 
& UK 

student 
recruitment 

similarities and 
differences of 
export 
marketing 
orientation 
amongst three 
higher education 
institutions. 

adaptation, 
national policy, 
competition, 
resources,  
capabilities, 
export market 
orientation 

universities 
from 3 
countries 

comparative 
analysis of three 
HEIs, analysed 
international 
student 
recruitment 
practice across 
three countries. 

institution approaches 
international student 
differs and highlights 
the need to understand 
how factors like 
national policy and 
institutional strategy 
can affect the use of 
an EMO in HE. 

Wu (2018) China International 
student 
recruitment 

No No Investigates 
China’s 
international 
student 
recruitment 
strategy and 
policies as a 
dimension of its 
present approach of 
using HE 
internationalisatio
n for soft power 
and image 
enhancement. 

Political system, 
Ideological roots, 
Development 
status, Deep 
cultural roots 

68/ 
international 
students 

Qualitative and 
quantitative 

No The IS recruitment 
strategy and 
institutional-level 
implementations of 
China tend to be 
viewed negatively by 
source countries with 
a more advanced 
development status, 
democratic political 
systems, and no 
socialist ideological 
roots. China still 
requires further 
improvement in  
policy formulation 
and institutional-level 
implementation in 
treating its ISs. 

James & Canada, International Yes No To explore the The strategic plan Comparison Qualitative - Practitioners of  IS 
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Derrick, 
2020 

Hong 
Kong, & 
UK 

student 
recruitment 

strategic practices 
of international 
student 
recruitment at 
three HEIs. 

of three 
universities, 
28 semi-
structured 
interviews 
(n = 28) were 
conducted  

research recruitment are 
influenced by their 
institutional strategic 
plans, & the extent of 
this influence on 
practice is mediated 
by institutional culture 
& the practitioner’s 
position within the 
institutional hierarchy. 

Gao, & Liu, 
(2020) 

China International 
student 
recruitment 

Yes No To investigate the 
motivation for 
selected flagship 
universities in 
China to campaign 
to recruit IS, & in 
what way these are 
nested with the 
national priorities 
& the key 
employed 
recruitment 
strategies & 
technologies.   

Recruit 
international 
students are 
related to 4 
aspects: Political, 
Economic, 
Educational, 
Cultural 

Three top-
universities in 
Beijing, six 
professional 
staff, four 
faculty 
members 

In-depth semi-
structured 
interviews 

- There have been shifts 
in priorities & 
controversies over 
recruiting strategies. 
All three universities 
employ three major 
strategies to attract IS: 
the development of 
programs in English, 
scholarship provision, 
& targeted support 
services. 

Marks et al. 
(2018) 

USA International 
student 
enrollment 

No No To examine 
international 
student enrollment 
to understand the 
determinants that 

Twenty potential 
explanatory 
variables 
were identified.   

The result was 
a final data set 
comprised of 
1034 
institutions 

Data obtained 
from the 
National Center 
for 
Education 

- The confluence of 
socioeconomic status 
and cost is a 
prominent driver of 
observed 
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drive critical 
components of 
campus. 
internationalisation 

Statistics, participation rates. 
The analysis confirms 
that the gender 
balance of individual 
campuses affects 
participation rates. 

Levatino 
(2017) 

Australia International 
student 
enrollment 

No No To investigate 
whether & to what 
extent the macro-
determinants 
of traditional 
student mobility 
related to 
enrolment. 

Onshore 
Commencements, 
Offshore 
Commencements, 
Geographical 
distance, 
Common official 
Language, GDP 
per capita, Total 
population, Gross 
enrolment ratio, 
Tertiary, Gross 
mobility ratio, 
Unemployment 
rate, Visa 

Data analysis 
of enrolment 
in 
Australian HE 
from 2002 to 
2011 

Macro-level 
data on 
enrolment in 
Australian 
higher 
education 

- These results suggest 
that the macro-factors 
which impact onshore 
enrolment also affect 
offshore enrollment, 
even if they occur in 
different ways & with 
varying strengths. 

Ma (2014) Taiwan International 
student 
recruitment 

No No To examine the 
development of 
Taiwan’s 
international 
student 
recruitment 
policies from 
1950 to 2011 

Policy orientation 24 
interviewed 
respondents 
from the 
government 
and 
universities 

Qualitative, 
interview 

- This article provides 
evidence supporting the 
"global agency 
approach" suggested by 
Rhoades and Marginson 
(2002), which argues 
that local, national, & 
global aspects & forces 
are interconnected. 
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Therefore, equally 
important to 
understanding of 
globalization & HE. 

Haapakoski
& Pashby 
(2017) 

Europe: 
England, 
Scotland, 
Ireland, 
Sweden, 
Finland  

International-
isation 
strategies 

Yes No To examine the 
main rationales 
for and possible 
implications of 
the policy of 
increasing IS 
numbers in HE. 

Neoliberal and 
secondarily of 
liberal 
orientations 

Interviews 
collected at 
eight 
universities in 
four national 
contexts in 
Europe 

Qualitative, 
Interviews 

- International student 
numbers are 
increasingly driven by 
economic factors 
across national 
contexts, marking the 
emergence of a 
corporatization trend. 

Gottlieb, & 
Beatson 
(2018) 

Nine 
different 
Countries: 
Singapore, 
Vietnam, 
China, 
Indonesia, 
India, 
USA, 
Germany, 
Egypt & 
France 

International 
student 
recruitment 

Yes No To investigate 
how IS 
recruitment trade 
shows can 
positively 
influence the 
perceived value 
students obtain 
from visiting 
these trade shows. 

Emotional value 
dimension such as 
affective values of 
confidence and 
trust 

14 
interviewees 

Qualitative - Higher levels of social 
emotion influence 
students' perceptions 
of international study 
options from pre-
purchase through 
post-consumption as 
well as the 
effectiveness of 
student recruitment 
trade shows. 

Schatz 
(2015) 

Finland Education 
export 

No No To explore 
motives, Aims, 
and Product to 
export Finnish 
education. 

Demand, 
Reputation, 
Strength, Profit, 
and Threats 

The first 
document 
from 2010, 
The second 
document 

Qualitative, 
analyse 2 
documents’ 
presentation of 
education 

- Both documents 
present Finnish 
education export quite 
differently. 
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from 2013 export in depth 
Sá & 
Sabzalieva 
(2018) 

Australia, 
Canada, 
England & 
the USA 

International 
student 
recruitment 

No No To seek through a 
longitudinal 
analysis of the 
politics and public 
policies impacting 
IS in four major 
recruiting 
countries:Australi
a, Canada, 
England & the 
USA. 

Public policy, 
policy 
frameworks, and 
political factors 

Comparative 
analysis of the 
period 2000 to 
2016 in 4 
countries. 
Document 
analysis that 
encompassed 
over 200 
academic 
works, 
government 
and policy 
organizations’ 
websites, and 
reports 

Inter- and intra-
jurisdictional 
literature review 

 Comparative analysis 
demonstrated that IS 
numbers across the 
jurisdictions have 
grown steadily but 
this appears to be 
decoupled from 
political and policy 
changes. 

Hudson 
(2016) 

131 
countries 

Internationalis
ation of HE 

Yes No To examine the 
changing 
perceptions of 
internationalisat-
ion of HE, and 
analyse whether 
the key motivators 
for institutions in 
pursuit of 
internationalisat-
ion goals are 
economic 

Increased cultural 
understanding, 
Collaboration, and 
improved quality 
of teaching, 
Learning & 
research, Lack of 
internal & 
external 
funding to support 
internationalisation  

Responses 
from1,336 
HE 
institutions in 
131 countries. 
(604 HE 
institutions in 
Europe) 

Quantitative, 
Questionnaire 

No Internationalisation in 
European universities 
is not driven by 
economic or 
competitive concerns 
but by increasing 
recognition and 
funding. 
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Chankseliani 
& Wells 
(2019) 

Latvia Higher 
education 
international-
isation 

No No To examine the 
core rationales of 
IS recruitment 
in Latvia 

International 
student mobility, 
Economic 
interests, Student 
recruitment 
agencies 

8 out of 58 
Latvian HEIs. 

In-depth semi-
structured 
individual 
interviews 

- Student recruitment 
agencies work closely 
with universities to 
bring in more mobile 
students. Several 
universities appear to 
benefit from working 
closely with student 
recruitment agencies. 

Guo & Guo 
(2017) 

Canada Higher 
education 
internationalis
ation 

No No To examine how 
internationalisatio
n policies at a 
university in 
Western Canada 
were interpreted 
&experienced by 
international 
undergraduates. 

Internationalisation 
Policy,Experience 
of international 
students, 
Acquiring 
information,  
Research training, 
Analytical skill  

26 
students from 
9 countries 

Qualitative, 
Interview 

- There are problems 
including a neoliberal 
approach that treats 
internationalisation as 
a marketing strategy, 
limited 
internationalisation of 
the curriculum, & 
gaps between the 
internationalisation 
policy and the 
experience of IS. 

Al-Thagafi, 
Mannion, & 
Siddiqui 
(2020) 

Saudi 
Arabia & 
Scotland  

International 
student 
recruitment 

Yes No To develop a 
digital marketing 
capability 
maturity model 
(CMM) as a 
guiding 
framework in 
support of 

Digital marketing SAPUs & 
Scottish 
universities. 
Analysis 
performed a 
content 
analysis of 
more than 

CMM was 
constructed 

- All SAPUs use Web 
2.0 to recruit IS, 
focusing on awareness 
& interest, but the 
content often lacks 
consistency & depth. 
Scottish universities 
use Web 2.0 across all 
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increasing IS 
recruitment to the 
public universities 
in Saudi Arabia 
(SAPUs). 

4,500 Twitter, 
Facebook, & 
Instagram 
posts made in 
2018 

stages of the AIDA 
model, & the content 
often has greater 
consistency & depth. 

Makarova, 
Makarova, & 
Egorova, 
(2021) 

France, 
Germany, 
the Russian 
Federation, 
Austria, 
Italy, the 
Netherlands, 
Turkey & 
others 

Educational 
services 
export in 
modern 
students’ 
exchange 
programmes 

No No To study 
managing 
international 
education 
characteristics to 
promote 
educational 
services 
export 

Academic 
mobility, 
International 
student exchange, 
Main economic 
tendencies 

IS enrolled in 
each destination 
country as a 
share of all 
mobile students 
in Economic 
Co-Operation 
&Development 
(OECD) & 
partner 
countries 

Modeling 
educational 
policy processes 
and analysing 
the results 

- The exchange of IS
encourages the
globalization of
educational goods and
services. Currently,
exporting educational
services on the
international
education market is
very diverse.

Abd Aziz, & 
Abdullah 
(2014) 

Malaysia Internationalis
ation of higher 
education 

No No To investigate 
Malaysia’s current 
standing regarding 
internationalisatio
n and the need to 
facilitate HE 
institutions to 
build their 
capacity in 
internationalisatio
n. 

International 
student mobility, 
International 
student-research 

International 
student 
population 
from 2002 to 
2011, 2013 

Report paper In Malaysia, 
internationalisation is 
diverse, vibrant, & 
complex. Western & 
Eastern values, 
beliefs, structures, & 
agencies are woven 
into the curriculum, 
research, 
management, & 
operational models of 
respective institutions, 
with mixed results.  

O’Connor Ireland Internationalis No No To explore the University policy Online survey Quantitative No Both government 
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(2018) -ation of HE contradictions & 
tensions that arise 
from the drive to 
recruit IS with the 
need to embed 
policies that 
enshrine the 
integration of 
migrants more 
broadly. 

& support, The 
National Strategic 
Value of 
International 
Students in 
Ireland, The 
Strategic Value of 
IS 

sent to 806 
full-time, non-
EU IS, 25 in-
depth 
semi-
structured 
interviews 
with students, 6 
interviews 
with 
international 
education 
support & 
recruitment 
staff,campus 
accommodat-
ion 
management 
& Director 

&qualitative immigration policies 
& university 
recruitment strategies 
make up hierarchies 
of desirability, 
wherein IS are valued 
for their revenue 
generation, but also 
subject to 
surveillance, 
racialization, 
increasing restrictions, 
& divisive rhetoric 
depending on their 
status as non-EU 
students. 

Snodin, 
(2019) 

Thailand International 
student 
recruitment 

No No To better 
understand the 
current 
phenomenon 
regarding 
challenges of and 
potential for 
increased 
international 
recruitment & 

Availability of 
scholarships, 
word-of-mouth 
referrals, and 
geographical and 
cultural proximity 
to a home country 

Interviews 
with 
international 
students from 
many 
different 
cultures, from 
both 
developed and 
developing 

Qualitative 
approach, 
narrative 
interviews 

- Scholarships, word-
of-mouth referrals, 
geographical & 
cultural proximity to 
home are all 
important pull factors. 
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enhancement of 
the teaching & 
learning 
experience in Thai 
HE. 

countries 

Marshall 
(2019) 

New 
Zealand 

Enrolment of 
international 
students 

No No To explores the 
evidence of that  
observation by 
examining the 
patterns of 
enrolment by ISs 
in New Zealand & 
Australian 
universities 

Quality, Price,  
Network effect, 
Ranking 

Annual 
reports for 
45universities 
(8 New 
Zealand & 
37Australian). 
A fully 
completed 
reporting the 
year 2013. 

Report paper - New Zealand 
universities are less 
successful than 
Australian universities 
in attracting 
international students, 
which demonstrates 
the success of 
Australian 
universities' 
transnational 
education strategy. 

Gokturk, 
Kaymaz,  & 
Bozoglu, 
(2018) 

Turkey Internationalis
ation of higher 
education 

Yes No To investigate 
challenges of 
HEIs in Turkey 
with recent 
uncertainty in the 
free movement of 
students and 
academics in 
internationalisatio
n process. 

Security concerns, 
Country Image, 
Quality versus 
Quantity, 
Hostility among 
students, 
Enhanced support 
for students, 
Partnering with 
alternative 
institutions, 
Intensive 

Four 
universities 

Qualitative, 
Case study  

- Both national and 
international 
instabilities posed 
several challenges for 
HEIs regarding 
security, image, & 
ethnic tension related 
to their 
internationalisation 
efforts. 



 

294 

R
ef

er
en

ce
 

C
ou

nt
ry

 

D
ep

en
de

n t
 

V
ar

ia
bl

e 

M
ar

ke
ti

ng
 is

 
E

xa
m

in
ed

 

M
ar

ke
ti

ng
 m

ix
 is

 
E

xa
m

in
ed

 

R
es

ea
rc

h 
O

bj
ec

tiv
es

 

V
ar

ia
bl

es
 

Sa
m

pl
e 

Si
ze

 

M
et

ho
do

lo
gy

 

V
al

id
ity

 

Su
m

m
ar

y 
of

 
Fi

nd
in

gs
 

marketing, 
Networking, 
Political 
distancing 

Robinson-
Pant & 
Magyar 
(2018) 

UK International-
isation of 
higher 
education 

Yes, 
Marketing 
theory 

No Seeks to bridge 
the gap, in the 
belief that a better 
understanding of 
the relationship 
between agents 
and students will 
be of value to all 
those who have 
responsibility for 
teaching, planning 
and assessing 
learning. 

Recruitment 
agents 

Observation 
of a university 
briefing 
session for 
recruitment 
agents visiting 
the UK from 
19 agencies in 
13 countries, 
22 ISs 
that got 
guidance from 
agents. 

Comprehensive 
literature review 
& of research 
informed by 
different 
theoretical 
perspectives 
played a central 
role. A small-
scale empirical 
study was 
developed as a 
way of 
extending & 
interrogating 
our theoretical 
analysis 

No Applied theoretical 
studies on mobility, 
migration, & 
ethnography of 
communication, 
including the 
geopolitics of text 
production, can 
provide useful 
perspectives on how 
agents aid 
international students 
in navigating the 
process of entering & 
subsequently leaving 
UK higher education. 

Wen, Hu,  & 
Hao (2018) 

China Development 
of higher 
education 
internationalis
ation 

No No To examine the 
influx of 
international 
students to China 
in recent years & 
the corresponding 
internationalisatio
n strategies in the 

Socio-cultural 
adjustment, 
Faculty 
interaction 

Survey of 
eight 
universities 
each hosting 
more than 
1000 ISs,  
Several 
follow-up 

Mixed methods, 
Online survey & 
Interview 

R
el

ia
bi

lit
y Students from 

developing countries 
are increasingly 
choosing to study in 
China, particularly 
students from Asia. 
Some challenges 
facing ISs include 
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HE sector interviews limited English 
resources, poor 
student-faculty 
interaction on 
campus, & difficulty 
adjusting to a 
different culture.  

Sin,  
Tavares, & 
Cardoso 
(2019) 

Portugal Recruit 
international 
students 

Yes No To  examine  how  
institutions  in  
Portugal  
approach  the 
recruitment of ISs 
& the challenges 
they encounter 

Portuguese 
language, 
Teaching  
language, 
Marketing  & 
branding, 
Revision of 
admission 
Procedures, 
Curricular 
adjustments 

Two public 
universities. 
Eight semi 
structured 
interviews  

Qualitative, 
Interviews 

- Universities use 
Portuguese to 
strategically attract 
students, especially 
from China, whose 
potential for doing 
business in 
Portuguese-speaking 
countries is highly 
valued. Both external 
& internal changes 
will be implemented as 
part of the 
institutional 
transformation 
strategy 

Huang, & 
Horiuchi 
(2020) 

Japan Internationalis
ation of HE 

No No To depict how the 
public goods of 
internationalising 
HE in Japan 
especially 
inbound ISs, are 

Main global 
public goods,  
Inbound cross-
border student 
mobility, inbound 
student flows  

Interviews: 5 
at Star 
University, 4 
with key 
person in 
government 

Qualitative, 
Semi-structured 
interviews 

- All interviewees 
acknowledged the 
public benefits and 
even global benefits 
of accepting IS. The 
majority of them 
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viewed by various 
stakeholders 

agencies & 
international 
associations, 6 
with students 
at Star 
University 

believe that the inflow 
of IS to Japan 
contributes to the 
further 
internationalisation of 
Japanese campuses & 
benefits Japan's 
society & the 
countries of origin. 

Välimaa, & 
Weimer 
(2014) 

Finland Internationalis
ation of HE 

No No To discusses the 
main trends of 
internationalisatio
n in Finnish 
higher 
education at the 
national level and 
analyses the 
International 
Degree Programs 
(IDPs) at 
the institutional 
level. 

Language, 
Political climate 
for international 
students, Tuition 
fees 

25 semi-
structured 
interviews 

Qualitative, 3 
steps data 
collection: 
open-ended 
question, a 
Structured 
survey 
questionnaire, 
113 interviews 
 
 
 
 

No Policy makers in 
Finland view ISs as a 
source of revenue, 
highly skilled labor, 
& as a way to be 
competitive globally. 
HEIs in Finland 
struggle to become 
more internationalised 
in their teaching & 
administration 
practices and focus 
more on international 
research ooperation. 
At the IDP level, 
'global 
competitiveness' is 
not implemented in 
practice. 
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Akiba (2021) US Internationalis
ation of HE 

No No To promote 
internationalisatio
n through 
increasing the 
presence of 
students from 
abroad 

English as a 
Second Language 
instruction, Social 
justice as a 
content area, & 
service learning 

13 Japanese 
university  

Quantitative, 
Survey 

No Based on the post-
participation survey 
results, students were 
highly satisfied with 
these pedagogical 
approaches & 
reported that the 
program provided a 
life-altering 
experience and 
language classes. 

Chankseliani 
(2018) 

UK Internationalis
ation of HE 

No No To explore the 
rationales of U.K 
(HE) 
internationalisat-
ion,specifically 
motives of 
attracting students 
from Eastern 
Europe, Russia, 
Caucasus, & 
Central Asia to 
the United 
Kingdom. 

Rationales, 
Economic, Social 
& cultural, 
Academic, 
Political 

All U.K. HEIs 
were ranked 
by the total 
number of 
students from 
former Soviet 
countries 
enrolled in 
2013-2014. 
HEIs were 
divided into 3 
groups. 
14 HEIs to be 
interviewed. 

Semi structured 
interviews, 
Narrative, and 
numeric data 

- Many interviewees 
also viewed students 
as ambassadors, but 
mostly from an 
economic perspective 
with regard to student 
recruitment.  
Compared to 
academic or 
sociocultural 
rationales, the 
economic rationale 
dominated. 
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Hanife, 
Çobanoglu& 
Plunkett 
(2020) 

Turkey Internationalis
ation of HE 

No No To explores 
faculty 
experiences, 
visions & their 
perceived 
challenges of 
internationalisatio
n in higher 
education in two 
different cultural 
contexts 

Educational 
experience 
abroad, Teaching 
experience 
abroad, 
International 
experience via 
education, 
Teaching or 
exchange 
Programs, 
Collaboration 
with international 
faculty on 
research, 
Involvement in 
international 
research projects, 
International 
collaborative 
publication   

216 
respondents, 
Two 
institutions: 
faculty at a 
research state 
university in 
Mid-Anatolia 
& a research 
private 
university in 
the Northeast 
of the US 

Causal-
comparative 
research study 

R
el

ia
bi

lit
y,

  c
on

te
nt

 v
al

id
ity

,  
Fa

ce
 v

al
id

ity
 &

  c
on

st
ru

ct
 

va
lid

ity
 

Both universities have 
different modes of 
internationalisation, 
although they have 
many things in 
common, such as: 
especially in the 
Turkish institution, 
faculty does not view 
internationalisation 
solely as a way to 
offer education, but 
rather as a way to 
promote collaboration 
among researchers. 

Azmat, 
Osborne, 
Rossignol, 
Jogulu, 
Rentschler,  
Robottom,  
& Malathy 
(2013) 

Australia HE 
international-
isation 

Yes No To expand the 
Mazzarol and 
Soutar (2002) 
study by 
identifying push 
& pull factors 
which are 
important in the 

Aspirations and 
expectations of 
international 
students; Push and 
pull factors such 
as: Foreign degree 
better than local 
one, Intention to 

First phase 
180 students 
completed an 
initial survey 
form in India; 
The second 
phase: 
10 female 

Survey, Focus 
group 
interviews 

No Australian institutions 
should engage in 
international 
partnerships with 
more flexibility. To 
achieve a common 
goal, institutions need 
to work toward the 
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current Australian 
HE context, & 
linking them 
with aspirations & 
expectations of IS. 

migrate, 
Reputation/profile 
of the country, 
Cost of higher 
education  

students  
and four 
female staff 
from the 
Disciplines of 
business, 
marketing 
visited the 
Australian 
university; 
Final 
phase:eight 
focus group 
interviews 

adoption of a shared 
approach by 
integrating individuals 
with diverse cultural 
backdrops & 
perceptions. 

Alfattal 
(2016) 

US International 
students’ 
needs in 
international-
isation 

Yes Yes To investigate the 
essence of 
international 
students’ needs 
within 
their study 
experiences and 
aims at providing 
insights for 
campus level 
strategic 
internationalisatio
n planning. 
these needs 

Marketing-mix: 
Program, Place, 
Promotion, Price, 
Process, Physical 
Facility,  
People, & Peace 

12 
undergraduate
s & graduate 
IS. 2 
participants 
were from 
China, 2 from 
Korea, 2 from 
Saudi Arabia, 
One from 
Brazil, One 
from 
Germany, One 
from Japan, 
One from 

Qualitative, 
Semi-structured 
interviews 

- An eight-dimensional 
international student 
needs model is 
proposed to advance 
typical marketing mix 
frameworks: program, 
place, price, 
promotion, process, 
people, Physical 
Facility, & Peace. 
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Mexico, One 
from Syria, & 
one from 
Turkey  

Urbanovič, 
Wilkins, & 
Huisman. 
(2016) 

Lithuania International-
isation 
strategy 

Yes No To analyse the 
perspectives of 
key stakeholders 
in a small East 
European HE 
system on its 
ambitious 
internationalisatio
n strategy to 
substantially 
increase the 
percentage of HE 
enrolments taken 
by IS 

Institutional 
marketing, 
Student 
experience, 
Language & 
culture, Financial 
constraint,  

34 individuals 
who 
represented a 
range of 
stakeholders 
in Lithuanian 
HE. It is not 
mentioned 
how many 
interviews. 

A convenience 
sampling 
strategy, 
Individual and 
group face-to-
face 
interviews 

- In order to have 10% 
of HE enrolments, 
there needs to be 
additional resources 
ranging from 
infrastructure 
(accommodations, 
library facilities) to 
human resources 
(well-trained staff to 
teach in English), as 
well as administrative 
capabilities 
(marketing and 
branding plans, staff 
recruitment policies). 
Analysis shows that 
the government 
expect too much from 
institutions. Small 
institutions cannot 
compete on their own 
without state aid & 
with universities from 
the market leaders. 
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Jones,  
Power, Gray, 
Downey, 
Hall, & 
Truong 
(2016) 

Australia International-
isation 
through 
outbound 
Mobility 

Yes No To explore efforts 
to increase student 
participation 
rates in Outbound 
mobility 
experiences 
(OMEs) 

Marketing 
campaign, 
Finances, Work 
commitments, 
Safety concerns, 
Travel culture   

Three student 
cohorts 
(n=223) 

Mixed-methods: 
Surveys, Semi-
structured 
discussion  

No Universities should be 
doing more to educate 
students about the 
benefits of travel, 
explain the 
professional 
advantages, & 
encourage students to 
develop their 
international skills & 
communication 
abilities. 

Sin, 
Antonowicz, 
& Wiers-
Jenssen 
(2021) 

Norway, 
Poland & 
Portugal 

International 
student 
recruitment 

Yes Prom-
otion 

To investigate the 
approaches 
employed for 
attracting and 
recruiting IS in 
three different 
countries: 
Norway, Poland 
& Portugal. 

National policies 
& strategies, 
focusing on their 
emergence, 
rationales and 
instruments 

Total inbound 
internationally 
mobile 
students in 
Portugal, 
Poland and 
Norway, 
2013/2014 & 
2016/2017 

Policy 
documents, 
legislation, 
Reports, 
statements or 
position papers 
issued by 
governmental 
bodies or other 
relevant 
organizations, 
which addressed 
IS in general 
and student 
recruitment 

- Semi-peripheral 
countries employ 
different strategies & 
exploit other 
comparative 
advantages compared 
to major student 
recruiters, especially 
political, cultural & 
geographical factors. 
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VURAL 
YILMAZ 
(2018) 

Turkey International 
Student 
Recruitment 

No No To reflect IS 
‘opinions with 
regard to their 
experience on 
studying abroad in 
Turkish Süleyman 
Demirel 
University.  

Living 
Arrangements, 
Rationales for 
Choosing Turkey, 
Difficulties 
During Study 
Period in Turkey, 
Experience on 
Studying in 
Turkey 

186 
International 
student 

Quantitative, 
Questionnaire, 
Online survey 

- Low living costs are 
the most important 
factor for students in 
Turkey. The quality 
of education in 
Turkish universities is 
one of the main 
reasons to study there. 
The important issue 
involves 
accommodation, as 
rents are extremely 
high & there are not 
enough dormitories.  
 

Pajusaari 
(2021) 

Finland 
 
 

Education 
export 

Yes No To analyse the 
factors & 
phenomena, 
affecting 
education export 
projects from the 
perspective of 
knowledge 
transfer. 

Knowledge 
transfer factors, 
Export readiness, 
Finnish education 
export 
characteristics  

9 
interviewees, 
Four 
institutions 
that export HE 
were selected 
according to 
size and 
geographical 
location 

Qualitative, 
Case study 
strategy, Semi-
structured 
interviews 

V
al

id
ity

, r
el

ia
bi

lit
y Education export 

projects are 
implemented based on 
the readiness of the 
education provider to 
export. The actors & 
mechanisms of the 
knowledge transfer 
process identify 
factors that hinder or 
promote knowledge 
transfer.  

Bukenova, 
Burrola, 

USA International 
student’s 

No No To identify the 
most influential 

Student 
Experiences and 

2007 to 2015 
(period of 

Quantitative, 
Multiple logistic 

No Due to the global 
pandemic, U.S HEIs 
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Contrata, 
Maria, Ng 
Hartmann,  
& O’Brien 
(2020) 

enrolment variables 
leading to growth 
in international 
student’s 
enrolment 

Expectations, 
Academics, 
Increased 
Advocacy 

international 
student 
enrollment 
growth), 2015 
to 2018 
(period of 
international 
student 
enrollment 
slowdown & 
decline) 

regression  face a challenge of 
realigning, rethinking, 
& rebuilding as 
resources diminish or 
else they could be 
sidelined. In the near 
future, enrollment in 
ISs will likely remain 
low. 
Innovative offerings 
& outside-the-box 
support will help 
institutions prepare & 
move forward. 

Ross & 
Grace (2012) 

Australia International 
student 
recruitment 
(ISR) 
performance 
outcomes 

Yes No Market 
orientation, 
Innovativeness, 
Learning 
orientation, 
Perceived external 
market effects,    

Marketing 
orientation 

302 
international 
education 
marketers 

Quantitative, 
Online 
questionnaire  

V
al

id
ity

 &
 re

lia
bi

lit
y Strategic Orientation 

Performance Model is 
a valid model that can 
contribute to 
understanding how 
education institutions 
view organizational 
performance in the 
context of ISR. 

Xi, Zhou,  & 
Wang, 
(2018) 

Australia & 
China 

Education 
export 

No No To analyses 
the impacts of the 
ChAFTA on 
Australia’s 
education service 
exports to China 

Australia Free 
Trade Agreement 
(ChAFTA), 
China’s 
commitments on 
education services 

Several 
sources of 
data 

Quantitative, 
Regression 
analysis  

No The largest obstacle to 
Australia's education 
exports to China is 
domestic regulation. 
Generally, the effect of 
ChAFTA tends to be 
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under the WTO & 
free trade 
agreements (FTAs) 

minor compared to 
domestic regulations, 
especially in less 
regulated areas. 

Lien, Yao, & 
Zhang (2018) 

China Educational 
service export 

No No To investigate 
Confucius 
Institute (CI)’s 
effects on China’s 
educational 
service exports 

Confucius 
institute, Cultural 
difference  

International 
student flows 
to China from 
2000–2014 

Quantitative, 
Panel data 

No The CI platform 
promotes cultural & 
linguistic exchanges in 
China, which is vital 
to China's education 
exports. 

Jayawardena, 
Ross & 
Grace (2020) 

Australia & 
China 

International 
student 
enrolments. 

Yes No To explore the 
relationship 
between 
Australian 
university 
websites and 
international 
student 
enrolments. 

University 
website, Website 
marketing strategy 

Primary data 
collection was 
through the 
website 
content , Six 
Australian 
universities 
were selected; 
three 
universities 
with positive 
IS enrolments 
& three 
universities 
with negative 
IS enrolments. 

Mono-method 
qualitative 

- Universities with high 
enrolment of ISs have  
more people-oriented 
& visionary websites. 
However, websites 
from universities with 
a low number of ISs 
tend to be technology 
or system focused & 
backward-looking. 
Some important 
website marketing 
strategies for 
universities with 
negative international 
enrolment numbers 
exist. 
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Schatz 
(2016) 

Finland Education 
export  

Yes No To raise 
awareness for key 
actors & 
ideologies behind 
Finland’s 
recent education 
export strategies. 

Educational 
policy 
borrowing, 
Finnish 
PISA (programme 
for ISs 
Assessment) 
miracle, 
Marketization of 
education, 
Internationalisat-
ion of 
education  

A research 
summary and 
three original 
refereed 
studies 
(Schatz, 2015 
& Schatz, et 
al., 2015, & 
Schatz, 2016) 

Qualitative, 
Case study 

R
el

ia
bi

lit
y 

&
 v

al
id

ity
 

Finnish education 
export policies are 
closely tied to public 
discourses about 
PISA rankings, 
Finland's national 
education brand, & 
structural changes in 
HE. Finland. Data 
indicate a large gap 
between the education 
export policy goals & 
the implementation of 
the policy. 

Chemsripong 
(2019) 

Thailand International 
Student 
Movement 

No No To analyse the 
determinants of 
international 
student 
movements in 
higher education 
in Thailand 

Distance between 
the home country 
& the destination 
country, Home 
country 
characteristics: 
Population, 
Average income, 
The education 
quality, The 
government 
expenditure , A 
higher HE 
proportion 
enrolment  

Data from141 
home 
countries, the 
number of all 
international 
students who 
studied in 
Thailand in 
2017 

Quantitative, 
Using data of 
international 
students coming 
to study in 
Thailand 

No The population of the 
home country, 
distance between the 
home & host 
countries, & 
enrollment have 
significant effects on 
international student 
mobility. 
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Healey 
(2018) 

UK Export 
education 

No No To discuss the 
attempt by one 
UK university to 
change direction 
& develop a new 
approach to -
internationalisatio
n which puts an 
international 
learning 
experience for 
students at the 
heart of its new 
strategic plan. 

Internationalisat-
ion of curriculum, 
Internationalisatio
n of the faculty, 
Internationalisatio
n support & 
integration, IS 
recruitment, 
International 
student mobility 

lessons 
learned over a 
4-year period 
of 

Reviews No In order to achieve 
internationalisation, 
several strategies 
should be adopted, 
including focusing on 
the distribution of ISs 
by country, using 
imaginative strategies 
to break down 
national differences 
outside the classroom, 
& internationalising 
staff. 

Yankun & 
Xinrong 
(2020) 

China Export 
Development 
of 
international 
student 

No No To find factors 
which have 
significant impact 
on the 
development of 
international 
student education 
industry in China 

Academic level & 
international 
recognition of 
universities, 
International 
the tourism 
industry, 
Government’s 
education 
expenditure, 
Country’s support 
for 
education 
development, The 
number of HEIs, 

Sample 
observations 
during the 
period from 
2003 to 2017 

Quantitative No In China, the 
academic level & 
international 
recognition of higher 
education institutions, 
overseas tourism, & 
government support 
for education played a 
large role in the 
development of 
international student 
education. 
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Exchange rate, 
The popularity of 
domestic HE, The 
number of 
overseas 
education 
agencies, The 
international 
aviation industry’s 
development, The 
introduction of 
important relevant 
policies & social 
events 

LI, Shangbo 
(2014)  

Australia Export of 
education 

No No To focus on the 
evolutionary track 
of Australia as a 
host country for 
ISs, & how it has 
provided Japan & 
other host-nations 
with the details of 
the how Australia 
became a leading 
host-state. 

The budget for 
transforming 
Australia’s HE 
System, 
Improving 
International 
student policy, 
reforms up for 
student visas 

Data is only 
shown for the 
39 universities 

Quantitative, 
Data gathered 
by the 
Australian 
Bureau of 
Statistics, 
Australian 
Education 
International 
(AEI) 

No The Council of 
Australian 
Governments 
addressed four key 
issues for 2010-2014: 
international student 
wellbeing, quality of 
international 
education, consumer 
protection, and 
information for 
international students. 

Cheung,  
Yuen, Yuen 
& Cheng 

UK, 
Australia, 
Singapore 

HE export Yes No To examine 
strategies and 
policies employed 

HE research & 
development, 
Scholarships & 

Data collected 
for the larger 
study. In the 

Primarily from 
documents and 
in‐depth 

- Hong Kong has 
several competitive 
advantages over its 
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(2011) & 
Hong Kong 

by key 
competitors of 
Hong Kong and 
generating 
recommendations 
to further promote 
Hong Kong's 
higher education 
to other Asian 
countries 

financial aid to IS, 
Engaging in 
international 
agreement & 
policy dialogues  
with other 
government, 
Encouraging HE 
export by granting 
special funds and 
award to HEIs, 
Participating in 
promotional 
activities & 
marketing 
research 

larger study, 
the research 
team collected 
1,370 
questionnaires 
and conducted 
a total of 121 
individual and 
focus group 
interviews 

interviews. 
Documents 
included 
government 
reports, policy 
addresses, 
official statistics 

rivals: international 
world‐class city, 
excellent marketing 
infrastructure, 
high‐quality education 
with affordable costs, 
& well‐established 
quality assurance 
mechanism having 
added much needed 
strengths from the 
government to their 
overall 
competitiveness. 
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Appendix C Questionnaire 

 

 

   
Dear Respondent, 

You are invited to participate in research conducted as part of a PhD study at 
Universiti Teknologi Malaysia. Kindly review the FAQs (frequently asked questions) 
below for your reference. 
 
What is the study about? This study aims to measure the impact of marketing- mix 
strategy (programme, price, promotion, prospectus, people, prominence, premiums) 
along with internal and external factors on inward export performance satisfaction in 
Malaysia’s higher education industry.  
 
What are some benefits? Your participation will provide statistical evidence from 
which the researcher will analyse the factors that can be used to predict the export of 
higher education in Malaysia. Moreover, upon completing this survey, participants 
are entitled to a 20% discount from the normal rate to publish a paper at EDUTECH 
GROUPS conferences in 2019 0r 2020. 
 
Is this study anonymous and confidential? The collected data in this study is 
confidential, and participants are anonymous. To ensure anonymity, no personal 
identifiable information will be collected as part of the survey or in any connection to 
any data provided. The data will be published in aggregate form and will not be 
distributed to any party in any other form.  
 
Your participation is highly appreciated as it significantly contributes to the findings 
of this research study and Malaysia's Higher education system. If you have any 
questions regarding this study, please do not hesitate to contact me. 

 

For this study, we require an associate director or manager in the international 
student section who is knowledgeable about all international students’ export 
strategies. 

 

Best Regards, 

Researcher: Panteha Khodakarami 
Azman Hashim International Business School, Universiti Teknologi Malaysia  
Email: kpanteha2@live.utm.my 
Mobile: 0183260699 

Research Questionnaire 
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Section A:  Instruction  

Please tick (√) the appropriate column that indicates your level of satisfaction/ 

dissatisfaction OR agreement/ disagreement with each of the following statements.  

 

Question: For each of these criteria, to what extent are you satisfied with your 

institution's inward export performance satisfaction over the past three years? 

 

NO 

 

Inward Export Performance 

(International student enrolment) 

Very 

unsatisfied 

1 

 

 

2 

 

 

3 

 

 

4 

Very 

satisfied 

5 

1 Institution’s market share       

2 Institution’s market growth       

3 Institution’s sales income       

4 Institution’s profitability       

5 Institution’s market penetration      

 

Question: To what extent do you agree or disagree with the level of your institution's 

innovative (education programme) services compare to competitors? 

NO Service Innovativeness 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
6 Our institution has produced more new 

education programmes than our key market 
competitors during the past three years. 

     

 7 On average, each year we introduce more 
new education programme than our key 
export market competitor. 

     

8 Our new education programme is radically 
different from our market competitors’ 
offerings. 
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Question: To what extent do you agree or disagree with your institution’s 

management attitude towards the export (enrolment of international student) of 

higher education? 

NO Management Commitment 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
9 Management in our institution considers the 

export of higher education a valuable 
investment of resources. 

     

10 The management of our institution considers 
the export of higher education activities 
important. 

     

11 Management in our institution intends to increase 
the number of international students. 

     

 

Question: To what extent do you agree or disagree with your institution’s 

understanding of cultural differences? 

NO Cultural Sensitivity 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
12 Our institution is aware of the differences in 

the educational system among countries. 
     

13 Our institution often attempts to adapt to the 
international students’ education system. 

     

14 Our staff is aware of the different norms of 
communication between countries. 

     

15 Our institution is familiar with international 
students' countries' legal and economic 
environments. 

     

16 Some staff members speak the language of 
international students or try to learn it. 

     

17 Our institution knows a lot about the culture 
of international students. 
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Question: To what extent do you agree or disagree with staff service climate of your 

institution? 

NO Service Climate 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
18 The knowledge and skills of the staff to 

deliver superior international student 
services are outstanding. 

     

19 Efforts to measure and track the quality of 
services provided to international students 
are very strong. 

     

20 The recognition and rewards given to staff 
delivering superior service to international 
students are excellent 

     

21 The overall quality of services provided for 
international students is outstanding. 

     

22 The management of the institution provides 
strong support for superior international 
student services. 

     

23 The overall climate for international student 
services in my institution is excellent. 

     

 

Question: To what extent do you agree or disagree with your institution’s pursuit of 

an aggressive technological strategy? 

NO Business Technology Strategy 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
24 Our institution has a long tradition of being 

one of the first to try new methods and 
technologies. 

     

25 Our institution spends more resources than 
others in the industry in developing new 
services. 

     

26 Our institution actively recruits the best 
technical personnel. 

     

27 Our institution keeps abreast of the latest 
technological developments. 
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Question: To what extent do you agree or disagree with the Malaysian government 

support of marketing activities for export (enrolment of international students) of 

higher education? 

NO Government Support 
Strongly 
disagree 

1 

 
 
2 

 
 
3 

 
 
4 

Strongly 
agree 

5 
28 Our government offers financial incentives 

to the export of HE. 
     

29 Our government has instituted a series of 
quality inspections and certification 
processes that help the export of HE. 

     

30 Our government offers assistance in 
conducting market research in foreign 
countries for market opportunities. 

     

31 Our government helps obtaining commercial 
market research on international students’ 
markets. 

     

32 Our government helps with promoting our 
education service in foreign countries. 

     

33 Our government offers higher education 
institutions financial or material support 
for attending trade shows and trade fairs.  

     

 

Question: University services in Malaysia may be marketed in a SIMILAR 
(Standardized) or DIFFERENT (Adapted) way for international and domestic 
students regarding their marketing-mix strategy (programme, promotion, price, 
Prospectus, people, Prominence, Premiums). 

Note: Considering your institution’s marketing activities at the firm level, to what 

extent are the following elements of marketing-mix strategy standardized/ adapted 

(using the same/different strategy for international and local students)? 

N
o 

E
le

m
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t/
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b-

el
em
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t 

F
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st
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d
ar

di
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d 
  

M
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d
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d/
M
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d 
 

50
%
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/ 

50
%
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p
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d 
   

M
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or
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d/

 
M
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F
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p
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Programme 
 
34 Range of elective 

courses 
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or

 
st

an
d

ar
di

ze
d 

 
F

ul
ly

 a
da

p
te

d 
   

35 Range of major 
courses 
 

     

Price 
36 Payment 

arrangement  
     

37 Courses tuition fees       
38 Flexible tuition 

approaches 
     

Promotion 
 
39 Press advertising      
40 Publicity of the 

services 
     

41 Electronic media 
marketing 
communications 
(Social media, 
YouTube) 

     

Prospectus (descriptive booklet) 
 
42 Hard copy of 

prospectus 
     

43 Direct mail      
People 
 
44 Providing face-to-

face interaction to 
students  

     

45 Personal contact 
with students via 
website/email and 
live chat 

     

46 Open days and 
information sharing 
programme offered  
 

     

Prominence (Institution reputation) 
 
47 Institution’s 

website 
     

48 Press reviews      
Premiums (Value added services) 
 
49 On-campus 

accommodation 
     

50 Modules (Total 
number of credits for 
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the degree) 
51 International 

student exchange 
opportunities 

     

 

Section B: Respondent Profile 

Please tick (√) Only one box that applies for each question stated below: 

 Male Female 
1. Gender   
 

Less than 5 
years 

6-10 years 11-20 years 
More than 
20 years 

2. Working experience in the 
educational institution 
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Section C: Institution Profile  
Please tick (√) Only one box that applies for each question stated below: 

3. Type of your institution

Public university Private university Private 
university-college 

Private college Foreign university 
branch campus 

4. Time period since the
institution’s establishment 

1-5 Years 6-10 years 11-15 years 16-20 years More than 20 years 

5. Number of employed staff at
the institution 

Less than 400 401-800 801-1200 1201- 1600 More than 1600 

6. Number of academic staff at
the institution 

Less than 300 301-600 601- 900 901- 1200 More than 1200 

7. How long has your institution
engaged in international student 
affairs? 

1-5 Years 6-10 years 11-15 years 16-20   years More than 20 years 

8. How many countries are the
institution’s international 
students originated from? 

1-5 6-10 11-15 16-20 More than 20 

9. How many international staff
are employed at the institution? 

Less than 10 11-20 21-30 31-40 More than 40 
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10. What is the total number of 
international students in the 
current year? 

100-500 501-1000 1001-1500 1501-2000 More than 2000 

     

11. Has the institution established 
any branches overseas? If so, 
please specify the number. 

1-5 6-10 11-15 More than 15 No branch 

     

12. Does the institution have any 
MOU signed with other 
universities overseas? If so, 
please specify the number. 

1-5 6-10 11-15 More than 15 Non MOU 

     

13. Does the institution offer any 
double degree/twin programme 
with other universities overseas? 
If so, please specify the number. 

1-5 6-1 11-15 More than 15 Non double 
/Twin programme 

     

14. Does the institution offer any 
kind of mobility activity with 
other universities overseas? If so, 
please specify the nature of the 
activity. 

Student 
mobility 

(Study abroad) 

Faculty mobility 
(Fulbright scholars) 

Programme 

mobility 
(Distance 
learning) 

Institutional 
mobility (University 

formation) 

No mobility 

     

 

You have reached the end of the questionnaire. 

Thank You for your time and contribution. 

If you want to publish with EDUTECH GROUPS please leave your email address here.
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Appendix D  List of Included Institutions  

No. Name of university Location 

Public Universities 

1 Universiti Teknologi Malaysia (UTM) Johor 
2 Universiti Sains Malaysia (USM) Penang 
3 Universiti Kebangsaan Malaysia (UKM) Selangor 
4 Universiti Putra Malaysia (UPM) Selangor 
5 Universiti Malaya (UM) Kuala Lumpur 
6 Universiti Teknologi MARA (UiTM) Selangor 
7 Universiti Islam Antarabangsa Malaysia (IIUM) Selangor 
8 Universiti Utara Malaysia (UUM) Kedah 
9 Universiti Malaysia Sabah (UMS) Sabah 
10 Universiti Pendidikan Sultan Idris (UPSI) Perak 
11 Universiti Sains Islam Malaysia (USIM) Negeri Sembilan 
12 Universiti Tun Hussein Onn Malaysia (UTHM) Johor 
13 Universiti Teknikal Malaysia Melaka (UTeM) Melaka 
14 Universiti Malaysia Pahang (UMP) Pahang 
15 Universiti Malaysia Perlis (UniMAP) Perlis 
16 Universiti Malaysia Kelantan (UMK) Kelantan 
17 Universiti Pertahanan Nasional Malaysia, (UPNM) Kuala Lumpur 

Private Universities 

1 Multimedia University (MMU), Cyberjaya Cyberjaya  
2 Universiti Tenaga Nasional (UNITEN) Putrajaya / Pahang 
3 Universiti Tun Abdul Razak (UniRAZAK) Selangor 
4 Universiti Teknologi Petronas (UTP) Selangor 
5 International Medical University (IMU) Kuala Lumpur 
6 Open University Malaysia (OUM) Kuala Lumpur 
7 Malaysia University of Science & Technology (MUST) Selangor 
8 Universiti Tunku Abdul Rahman (UTAR) Selangor / Perak 
9 Universiti Kuala Lumpur (UniKL) Kuala Lumpur  
10 Wawasan Open University Penang 
11 Albukhary International University Kedah 
12 Al-Madinah International University (MEDIU) Selangor 
13 International Centre for Education in Islamic Finance 

(INCEIF) 

Kuala Lumpur 

14 Limkokwing University of Creative Technology Putrajaya / Melaka 
15 Management and Science University (MSU) Selangor 
16 Asia e University (AeU) Kuala Lumpur 
17 UCSI University Kuala Lumpur  
18 Quest International University Perak 
19 INTI International University (IIU) Negeri Sembilan 
20 Taylor’s University Selangor 
21 Sunway University Selangor 
22 Manipal International University Nilai 
23 Perdana University Selangor 
24 HELP University Kuala Lumpur 
25 UNITAR International University Selangor 

26 Raffles University Iskandar (RUI) Johor 
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No. Name of university Location 

27 Nilai University Negeri Sembilan 
28 SEGi University Selangor 
29 Asia Pacific University of Technology and Innovation 

(APU) 

Kuala Lumpur 

30 Binary University of Management and Entrepreneurship Selangor 
31 Infrastructure University Kuala Lumpur (IUKL) Selangor 
32 MAHSA University Selangor 
33 International University of Malaya-Wales Kuala Lumpur 
34 Asia School of Business Kuala Lumpur 
35 City University Selangor 
36 Universiti Sultan Azlan Shan Perak 
37 Universiti Islam Antarabangsa Sultan Abdul Halim 

Mu’adzam Shah 

Kedah 

38 Universiti Cyberjaya (University of Cyberjaya (UoC)) Selangor 
39 Universiti Islam Pahang Sultan Ahmad Shah (UnIPSAS) Pahang 

Private University colleges 

1 Kuala Lumpur Metropolitan University College (KLMUC)  Kuala Lumpur 
2 Berjaya University College  Kuala Lumpur 
3 Melaka Islamic University College Melaka 
4 Linton University College Negeri Sembilan 
5 UOW Malaysia KDU University College Selangor  
6 Widad University College Pahang 
7 KPJ Healthcare University College Negeri Sembilan 
8 Lincoln University College Selangor 
9 Southern University College Johor 
10 Tunku Abdul Rahman University College Kuala Lumpur 
12 Geomatika University College Kuala Lumpur 
13 Islamic Unversity College of Perlis (KUIPs) Perlis 
14 Kolej Universiti Islam Pahang Sultan Ahmad Shah Pahang 
15 Kolej Universiti Poly-Tech MARA Kuala Lumpur 
16 First City University College  Selangor 
17 New Era University College Selangor 
18 Fairview University College Selangor 
19 Saito University College Selangor 
20 Genovasi University College Selangor 
21 University College of Yayasan Pahang Pahang 
22 Kolej Universiti Islam Antarabangsa Selangor (KUIS) Selangor 

Private Colleges 

1 Methodist College Kuala Lumpur (MCKL) Kuala Lupmur 
2 UCSI College Kuala Lupmur 
3 YTL International College of Hotel Management Kuala Lupmur 
4 KLIA Professional & Management College Selangor 
5 Cilantro Culinary Academy Selangor 
6 Ecole De Patisserie Selangor 
7 Flamingo International College Selangor 
8 KLIA Professional & Management College Selangor 
9 Unikop College Kuala Lupmur 
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No. Name of university Location 

10 Cosmopoint College Kuala Lupmur 
11 Travex International College Kuala Lupmur 
12 Victoria International College Kuala Lupmur 
13 Dasien Academy of Art Kuala Lupmur 
14 Linton University College Johor 
15 Malaysian College of Hospitality & Management Johor 
16 Kolej Yayasan Sabah Sabah 
17 University logo Equator College Penang 
18 Malvern International Academy Kuala Lupmur 
19 Mantissa College Kuala Lupmur 
20 Reliance College Kuala Lupmur 
21 President's College Kuala Lupmur 
22 YPC International College Kuala Lupmur 
23 Optopreneur College Kuala Lupmur 
24 Advance Tertiary College (ATC) Kuala Lumpur Kuala Lupmur 
25 Brickfields Asia College (BAC) Kuala Lumpur Kuala Lupmur 
26 Tung Shin Academy of Nursing Kuala Lupmur 
27 Kolej Yayasan UEM (KYUEM) Selangor 
28 Admal Aviation College Selangor 
29 Meritus University Kuala Lupmur 
30 International Islamic College (IIC) Kuala Lupmur 
31 Life College Malaysia Selangor 
32 Lake View College Perak 
33 Kolej Felcra Perak 
34 Inter Excel Tourism Academy (IETA) Kuala Lupmur 
35 UOW Malaysia College's Nursing and Allied Health Selangor 
36 INTEC Education College Selangor 
37 Allianze Science and Medical Collage Perlis 
38 Nippon Designers School Malaysia College (NDS 

Malaysia) Selangor 

39 Stamford College Selangor 
40 Olympia College Selangor 
41 Asia Pacific Institute of Information Technology (APIIT) Selangor 
42 HMA - HM Aerospace Selangor 
43 Young Aces Technical College Kuala Lupmur 
44 University of London International Programmes Kuala Lupmur 
45 BCM - Bible College of Malaysia Selangor 
46 GMI - German-Malaysian Institute Selangor 
47 KTT - Kolej Teknologi Timur Selangor 
48 Dasien Academy of Art Kuala Lupmur 
49 KTAC - Cybernetics International College of Technology Selangor 
50 IMC - International Medical College Selangor 
51 WIC - Westminster International College Selangor 
52 Claz'room College Selangor 
53 RENG College of Technology and Design Selangor 
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No. Name of university Location 

54 Aviation Management College Selangor 
55 FTMS College Selangor 
56 Asean Culinary Academy Selangor 
57 Famous Chef Professional Baking & Culinary Academy Selangor 
58 UNDO Academy Selangor 
59 ALFA International College Selangor 
60 Advance Tertiary College (ATC) Penang Selangor 
61 Taylor's College Selangor 
62 Brickfields Asia College (BAC) Petaling Jaya Selangor 
63 Peninsula College Selangor 
64 British Council - The Curve Selangor 
65 Despark College Selangor 
66 Naza College of Technology and Business Selangor 
67 Kolej Dar Al-hikmah Selangor 
68 Mont Royale College Kuala Lumpur 
69 IHM College Kuala Lumpur 
70 Nirwana College Kuala Lumpur 
71 International College of Music Kuala Lumpur 
72 Victoria International College Kuala Lumpur 
73 Geospatial Science and Technology College (GSTC) Kuala Lumpur 

Foreign University Branch Campuses 

1 Heriot-Watt University Malaysia United Kingdom 

2 University of Nottingham Malaysia United Kingdom 
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Appendix E Inter-Item Correlations 

 

Item-Total Statistics for Pilot Study IEP satisfaction, Service Innovativeness, Management 

Commitment, Cultural Sensitivity, Service Climate, Business Technology Strategy, Government 

Support 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
IEP1 14.17 5.454 .378 .730 
IEP2 14.00 4.897 .567 .660 
IEP3 14.10 5.403 .489 .691 
IEP4 14.10 4.852 .574 .656 
IEP5 14.03 4.723 .485 .695 
SI1 7.00 2.414 .550 .722 
SI2 7.07 2.478 .718 .529 
SI3 6.93 2.823 .506 .757 

MC1 8.87 1.223 .513 .778 
MC2 8.73 1.030 .699 .558 
MC3 8.47 1.292 .591 .694 
CS1 18.60 11.145 .655 .807 
CS2 18.87 10.464 .580 .824 
CS3 18.80 10.786 .747 .791 
CS4 18.90 12.024 .523 .831 
CS5 19.33 10.092 .651 .807 
CS6 18.83 10.833 .587 .820 
SC1 18.90 12.645 .725 .865 
SC2 18.67 11.747 .807 .850 
SC3 18.97 11.689 .725 .865 
SC4 19.00 13.103 .577 .887 
SC5 18.77 11.702 .730 .864 
SC6 18.53 13.361 .676 .873 

BTS1 11.27 5.789 .733 .872 
BTS2 11.20 5.062 .833 .832 
BTS3 11.33 5.402 .727 .873 
BTS4 11.20 5.131 .761 .862 
GS1 18.07 17.926 .401 .897 
GS2 17.07 15.168 .776 .833 
GS3 17.40 15.697 .804 .831 
GS4 17.33 15.678 .738 .841 
GS5 17.20 16.234 .844 .830 
GS6 17.60 15.628 .589 .871 

 

Item-Total Statistics for Pilot Marketing-mix Strategy 
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 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

PGR1 2.77 1.220 .554 

PGR2 2.70 .907 .554 

PR1 5.97 4.447 .581 

PR2 6.20 4.372 .644 

PR3 5.97 4.585 .760 

PRM1 5.83 3.040 .557 

PRM2 6.03 3.068 .651 

PRM3 5.87 2.809 .588 

PROS1 3.23 1.220 .651 

PROS2 2.97 1.137 .651 

PP1 6.20 4.441 .609 

PP2 5.93 4.064 .606 

PP3 5.80 4.510 .640 

PROMI1 2.63 .792 .495 

PROMI2 2.70 .838 .495 

PREM1 5.30 4.148 .555 

PREM2 5.80 4.579 .666 

PREM3 5.10 3.679 .642 
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Appendix F Normality Test for All Variables (Histogram and Normal QQ Plot 
of Regression Standardised Residual) 
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