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study universities, how I analysed my data and how I would address and ensure 

accuracy, generalizability and replicability of my research.  

In Chapter 4 I outline the context for higher education in Canada and specifically the 

province of Ontario.  I then highlight how this has changed in recent years and the 

impact policy changes have had on branding activities at universities drawing on a 

small number of case studies in the province of Ontario. 

Chapter 5, 6 and 7 represent the individual case studies. I begin each case study by 

providing general background on the university represented by reviewing the strategic 

business plans and fundraising campaigns.  As part of that background, three 

contextual management interviews were completed at each university with senior 

administrators who are directly involved in brand management to understand how 

administrative leadership perceives and drive the university brand. Each chapter then 

explores the research questions through faculty interviews across the university, 

matched by academic discipline and rank.  A thematic analysis is presented identifying 

key themes related to faculty perception of branding activities at their university.  

Chapter 8 presents a cross cases analysis exploring the finding across institutional 

attributes.  The chapter explores the findings in the context of institutional age 

(old/new) and location (urban/rural), looking for similarities and differences in the 

thematic analysis both within and between these cases.    

In Chapter 9 the findings are discussed in further detail drawing on the relevant 

literature where applicable.  Chapter 9 concludes by presenting a proposed academic 

service brand model which captures the complexity of the higher education industry 

and the unique values, beliefs and basic assumptions of an academic culture.   

In Chapter 10 the key findings and implications for practice are highlighted and the 

strengths and limitation of the research are discussed.  Chapter 10 concludes with a 

reflection on my experience throughout the Doctoral process.  
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2.4 Conclusion  

Drawing on the empirical works of the organizational, marketing and higher education 

literature, this review has provided an overview of the academic research and 

theoretical perspectives that might be useful in illuminating and explaining the 

phenomenon of interest:  Branding in higher education and faculty perception of 

branding.  It began by focusing on the branding literature particularly the evolution from 

product based marketing to services based marketing and the influence of 

organizational literature on the marketing literature.  It then explored several theoretical 

models which described the relationship between the corporation (brand identity), the 

customer (brand image) and employees (organizational culture) and then turned inward 

to explore in more depth the literature on employee branding.  Lastly this chapter 

explored branding in the context of higher education, and the role and influence faculty 

have in branding the university.   

This literature review has laid the groundwork to exploring how faculty perceive 

branding in the context of their university and the role they play in branding their 

university.  Throughout this thesis I will be drawing on Brodie (2009) and his Service 

Brand Framework particularly as it relates to employees (faculty in this case) and their 

role in both enabling and facilitating the brand promise communicated from senior 

management and also delivering that promise to external stakeholders.  My analysis 

will also rely heavily on the work of Hatch and Schultz (2008) and their Vision, Culture 

and Image model of successful brands. 

The research design is described in the following chapter. 
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research funding or in philanthropy or whatever, you gotta stand out somehow. 

Standing out on excellence is not a bad way to go [Faculty member 7]. 

5.4.5.2.3 Innovative 

More interesting was the brand characteristic of innovative which is often associated 

with newer institutions but to some faculty members was also an authentic promise for 

University A. 

It does [feel authentic]. I think it`s really important in our society that you know, 

that we help seed the creative organizations and individuals and companies of 

the future so the future of job creation depends on it, so being innovative, not 

stuck in the past I think is very important [Faculty member 9]. 

 

 






























































































































































































































































































































































































































































































