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Abstract. This study aims at understanding the channels through which the students have become aware,
the channels which they used to search for information on the schools, and the key factor that pushed themto
apply for a given school. Through primary data research with n=788 respondents who are currently enrolled
in VET across eight schools in Kosovo, the study has identified the critical importance of word-of-mouth
through family & relatives, and friends in generating awareness for a given school and sharing information
on the school offering. As critical elements to decide to apply for the school have been considered the
applicants visit directly to the school to get informed more on the offering and the desire to get equipped with
the given qualification the school offers. It isimportant to note the impact that parents have across all levels
from brand awareness development to information search and decision making. The study provides
pragmatic recommendations to school management on better optimizing their marketing efforts from a
communication channel perspective, such as the importance of the open-days events of the school and the
usage of the social media channels (especially Facebook) to communicate their offering.
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1 Introduction

Selecting a career and enrolling in a specific etiga good indicator of success for all young raad
women. In principle students within a municipalityKosovo, have free access through applicaticamioof
the Vocational Education and Training (VET) schamdswell as gymnasiums. There is only the aspeitteof
guotas set per school which position the renowrdehas to be filled first and have a pre-selectafn
students due to the higher demand than the suppb/.good reputation schools reach their quota based
the selection of students who have success dutamgestary school and the scores on the matura éaam
standardized test which needs to be passed byamntidate in grade 9 to be eligible to go to highost).
This phenomenon is common only to gymnasiums - B$ ¥chools most commonly are not considered a
successful career path (Gashi & Mojsofifazevski, 2016), hence; mainly considered as theorsd
alternative if the student can not get to a gymumasiThese schools must rely on the preferencegtand
willingness of the students to apply to the schdblere are as well students who wishfully appiwT
schools as they perceive a good career potentialthis number is not satisfactory. With regardsaoeer
path post-VET secondary school, the student caruprid the labour market or at university studyinfjeld
that is not aligned to its VET qualification. Thssall due to the fact of the nationwide maturandtadized
test at the end of the secondary school which isdai@ry for any student from any school. The nundfer
students enrolled in VET schools in 2016/17 accedifbr a total of 42,600 students, whereas in ZI2tie
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total number of students enrolled amounted to & &6dents. The difference between 2016/2017 fiwm t
academic year 2015/16 to 2020/21 has seen a decida3% when compared year over year (Kosovo
Agency of Statistics, 2021). On the other hand,siti@ol network in Kosovo for VET is composed of 68
public VET providers. This number has not changaedes2016 and hence the role of marketing effarts i
upkeeping or increasing the number of enrolledesttglhas become a very important topic for VET etgio
management.

The process during which a student applies for @¢lszhool choice, and school preference have been
for a long time a focus of academia and practitisnBrevious studies have analyzed the systemhoobkc
related activities that influence school choicelsas the impact that school ranking publicatioagehon
shaping the decision to apply for a school studigdGhazala & Montalvo (2012). School ranking
publications were used as a metric to guide tharindtion search process for the students and garette
community to get informed about the educationakfit was proved that parents who were educated
happened to push their children to apply for higlalyked schools. This is supported as well by ithgirigs
from Hastings & Weinstein (2008). Such a rankingolfmation could serve as a reliable source of
information to evaluate the school's offer, buttsaglatform or publication is non-existent withdiesovo.
Therefore, students and parents must rely on #oeirces to find adequate information about the dciAs
well, as the role of parents in the informationrekafor schools in an effort of pivotal impact ocheol
choice (Burgess et al., 2015). The study analyBeddle of parents in information search and trerdeof
pushing their children to apply for admission tgieen school towards they had preferences. The dchgfa
parents and family members on the career path dvasistently been a key driver of impact throughtiat
information search and school selection procesgsdhare areas that have been studied by previous
researchers and therefore this study aims to stpperarea of research through a different prisgn; b
understanding better from a communication chanoaitpf view the source through which a student has
become aware of the school has searched for infmmand the factors that have pushed them tadddoi
apply for the school.

Many researchers have focused on understandindetision-making process related to school choice
for students, but no previous research has beeciumted within the Kosovan context. Ho & Law (2020)
analysed the impact of the 7Ps in marketing andctwdination of the 7Ps to make a more appealing
offering to the market. This is an inverted lookiighow the school shall design its marketing efoOn
the other hand, Hossler & Gallagher (1987) analythedprocess through which the students go thrdogh
decide to apply for a specific school. They propotee three-phase choice model consisting of tie fi
phase; the predisposition, which mainly focusingto intentions to get equipped with a qualificatithe
search step, during which the student collectsriméion on the institution and the qualificationand the
choice, which represents the key factors that luaven the decision to apply for a given educatiariter.
The steps foresee that the student needs to hawediéion of preference towards attending a school.

According to Keller (2001), awareness refers totamuers’ ability to recall and recognize a certain
brand. It is usually referred to as the first Sbefore considering for consumption of a produch ervice.
Becoming aware of a brand does not only indicatewking the brand but as well getting familiar with
certain brand elements and the offering of the mimgdion. In this sense, the study aims at undedatg
how the student became aware of the school. Uratetisty the "how" can lead to a rationalization of
communication efforts by the school managementetanore effective and have their school and offering
renown within their context.

The information search process represents the pthdassessment of the school offer (Ruijs &
Oosterbeek, 2019; Hastings & Weinstein, 2008). 3é¢wrch is not only conducted by the student butedis
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the school searches for potential students by piiopptheir offering and targeting students to Ithrem with

an appealing offer (Hossler & Gallagher, 1987).n8eaware that schools are communicating to studerts
parents and that the amount of channels througlthwtiiey can consume information is various, it is
interesting to understand the top 3 channels usecbhduct the information search for the school. An
important view with regards to channels relatesht® engagement level that the audience has with the
content communicated. Hence, any organization hasrels that it pays for, channels that they owhieh

are directly controlled and monitored by the comination/marketing department, and channels whiely th
have earned - or user-generated content. In theot, the engagement level of the audience wélbtand
points out the close or distant relationship thesl towards the organization itself (Dickinson-&mrte et

al., 2018; Colicev et al., 2018)

Apart from searching for information on the markéfers, the students come to the point when they
have to choose the school or schools to apply. lelo8sGallagher (1987) see this school choice plasse
the identification of the key-value offering to whistudents see value and to which they want ttydpp
Other studies as well support this complex probgsanalysing the variety of alternatives explored the
school choice success (Hastings & Weinstein, 2a8¥8)illingness to search and choose the begtaltive
or opt for the most obvious choice (Lovenheim &I8t%a2017). It is important to note that a key oeafor
applying is evident and this study aims to undexbthe key reason why students decided to joireaifip
school.

This study aims at understanding the channels ¢firamhich the students have become aware, the
channels which they used to search for informatinrthe schools, and the key factor that pushed tioeem
apply for a given school.

2 Methodology

This is a descriptive study that uses primary datiiected and it does not aim to test or validate a
previous model. The data was collected from grdilstadents - entry academic year for Vocationabelsh
in Kosovo. We disseminated a total of 800 quesaaes, which were filled by 788 students - acraghte
schools located in six municipalities. The studyswanducted from mid-September to end-October 2821,
the students enrolled in Grade 10 from the firselvef September. In coordination with the school
management, the authors have visited the schodis iavited students to compile and submit the
guestionnaires directly on the online form. From tihtal number of students enrolled in Grade 1Kasovo
(Sistemi Menaxhimit te informatave ne Arsim, 202hg sample size is highly reliable at a confideegel
of 95% with a margin of error of 3.438%. There i®tl of 68 Public Vocational schools in Kosovdeoing
VET qualifications.

School selection was done through purposive sagindepicting schools that were considered large
(>1,500 students) and schools that were highlyiapeed in nature, usually schools that are sm=adIoQ
students). Large schools operate more than fouarttepnts in the areas of construction, engineeging
technology, transportation, and tailoring - wherotal n=584 respondents - across five schoolsbeas
achieved. Schools that are specialized operate tlems two departments mainly in engineering &
technology, hotels management, woodworking andraotive - a total sample of n=203 respondents /s&cro
three schools.

The questionnaire consisted of two sections, b#irgrackground part and the school selection psoces
In the Background section the collected data reél&vethe current VET school the respondent attetinds,
profile of studies, the place where they curretitly, information on siblings, parents’ occupatitime GPA
from Grade 9 and the Elementary school they atkntle the School selection process part, the data
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collected related to awareness generation abouictieol, the channels students engaged with toumble
information search, and the factors that madettigest apply to the school.

As this study focuses on the process of understgrttlie channels through which students go throagh t
become aware of the school, search for informatimhdecide which school to select.

Considering that the study focuses mainly on ttenokls used by students to become aware and search
for information on the school, we confirm thatthak schools which were part of this study use dfiewwing
marketing efforts to lure students with their offechool website, school official Facebook pagéost
Instagram page, yearly open days event (which hepfmebe a municipality organized event for allcsih),
brochures and leaflets printed out for distributiand visiting of several elementary schools teene their
offering.

21 Sampledescription

The sample of 788 respondents represents a schs@mgple across Kosovan schools, whereby there is a
mix of departments and profiles which the studaittisnd; 33.29% of the sample attend a Technoldgjec:
profile, 16.26% attend an Engineering profile, B4® attend a Construction profile, 12.20% attend a
Tailoring profile, 12.05% attend a Transportationfie, 5.46% attend a Hotels management profil&4%
attend a Wood Working profile, 2.03% attend a Retaifile and 1.14% attend an Automotive profileithV
regards to the location of the VET school that th&gnd, 40.91% of the sample are based in Prightin
12.96% attend a school in Suhareke, 12.07% atteschaol in Peje, 11.94% attend a school in Ferizaj,
11.56% attend a school in Vushtrri and 10.55% dtgeschool in Gjilan. In Prishtina, as it is thital city
and the largest city in the country the sample e@kected by visiting three schools; whereas in dtteer
municipalities one school per municipality was &l

Considering that parents play a critical role ia tareer selected by 14-15 year-olds, the studgdaih
understanding as well the parents’ occupation. iRegn the Fathers' occupation of the respondents, i
20.44% of the sample, the father was engaged inctimstruction sector, 10.37% of the fathers were
unemployed, 7.26% were drivers, 6.81% were entrenes and security guards, respectively, 6.07% were
salesman, 4.89% were managers in private sectanizagions, 4.15% were engaged in agriculture,%.11
were auto-mechanics, 2.67% were traders, 2.22% evegimeers, 2.07% were electrical installers, atadad
of 48 other professions represented a total of128.bf the sample. With regards to Mothers' occopati
78.00% of the mothers were home-stay mothers vatlspecific occupation, 3.33% were engaged in hotel
management, 2.46% were cleaners and teachers,ctigepe 2.03% were hairdressers, 1.74% were
saleswomen, 1.45% were tailors, and 23 other oticugzgaaccounted for the remaining 8.54% of the damp

3 Resultsand Discussions

In this section, the results are split into threairmcategories, being: Awareness generation for the
school, information search process, decision-makirigria that influenced the student to apply foe
school.

31 Awarenessgeneration for the school

On the set of questions relating to how the stufiesitbecome aware of this VET school?, Family and
relatives scored of highest frequency accountingtf13% of the cases, followed by Friends 37.68its
from the VET school personnel to our primary schimopresent the school offer in 4.87% of the cases,
school Facebook page sponsorships in 4.61% of dkes¢ school website 2.89% of the cases, Education
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fairs 2.37% of the cases, Newspapers and magaii®8 of the cases, printed ads on brochures and
leaflets 0.92% of the cases.

Table 1 How did you first hear about the school?

Alternatives Frequency (cases) Frequency (%)
Family and Relatives 343 45.13%
Friends 286 37.63%
Visit from the VET school personnel 37 4.87%
School Facebook Page 35 4.61%
School website 22 2.89%
Fairs 18 2.37%
Newspapers and M agazines 9 1.18%
Brochuresand leaflets 7 0.92%
Basketball trainer 2 0.26%
"Busulla' 1 0.13%
Blank response 18

Total 760 100.00%

As per the awareness-building activities relatethéschool brand recognition for the potentialostiio
apply a discussion seems to happen mainly througyd-ef-mouth, within families, and in peer discuss.
As well channels that are controlled by the schaaath as the visits from the VET school personnel or
advertisements on social media have played a miaise brand awareness of the school. Nevertheless
word-of-mouth marketing seems to be the key drfeetbrand awareness development. Following this, we
wanted to understand if the respondents have Hadhdy relative that has or is currently attenditinis
particular school, so in the question Are you in& person in your immediate family to attend thifool?;
54.46% of the cases the respondents pointed outhttya were the first person in their immediate ifgirto
attend the school, whereas in 45.54% of the cdmgsdonfirmed having had or currently having a fgmi
member attending this particular school. For sttglemich did not have an immediate family membeowh
previously attend the school the key channel obb®eg aware of the school was Friends for 43% ef th
cases; whereas the other group with a significdvartage was Family & Relatives for 50.90% of thees.

3.2 Information search process

In the information search process, the aim is atetstanding which channels have been utilized to
source information on the school and the profilefole the application. In this respect, the spis been to
prioritize which channel has been the most sigaificdenoted with 1st choice and followed-up wité 2nd
and the 3rd choice. As represented in Table 2, oregnts pointed out 983 at three different levetene
they sourced information on the school. The mosgjfent channel of sourcing information on the sthoo
and its offer was through Friends which overallsisted of 31.2% of the cases. On the Other hamiyidis
as well the most frequent channel ranked as timegpyi source of information by 206 cases or 27.47%he®
frequency as 1st selection of channels. FollowedypFamily and Relatives as a channel of souring
information on the school and its offer, 292 regfmnts ranked this as the 2nd most frequent chasmel
29.7% of the cases, As a primary selection, this W@ most highly ranked consisting of 237 cases or
31.60% of the 1st selection of channels. Schoolamiwchannels such as a Facebook page of the stheol,
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School WEbsiteand School open days events were frequent chansetsby respondents to source dat

the school and its offer, 79 cases or 8.0%, 67scais6.8%, and 63 cases or 6.4%, respecti\

Table 2Channels used to conduct the information searcbggssabout the sche

Channel Frequency Frequency 1st 2nd 3rd
(%) (cases) selection selection selection

Friends 31.2% 307 206 68 33

Family and Relatives 29.7% 292 237 50 5

Facebook page of the School 8.0% 79 63 14 2

School website 6.8% 67 66 1

School Open days event 6.4% 63 54 8 1

Recommendations from current / 5.2% 51 27 9 15

alumni of the school

Visit from the school personnel 5.2% 51 39 9 3

Open days of the School 2.5% 25 25

Fairs 1.9% 19 15 4

Magazines or Newspapers 1.6% 16 13 3

Brochuresand leaflets 1.2% 12 4 6 2

Blank response (788 respondents) 38 616 727

Total 100.0% 983 750 172 61

In line with Ruijs & Oosterbee (2019), he peer effect for students that el in the VET school is
significant. Considering the agensitiveness of the applicant the parents plasueia role in tle school
choice (Burgess et al., 2019 this study, it is critical to understand thaé tstudents have mainly be
restructuringsources of information mainly through Family menshedRelative, and FriendsOn the other
hand, the digital andosial channels have scored highly considering tbhevenience to access t

Figure linformation search results / split by Are you thistiperson in your immediate family to attend the S¢
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information and reviewing information on the schoBhields & Perutab (2018), have concluded on the
remarkable impact that social media channels haeenformation search process for potential stusleht
special focus is on the usage of Facebook as Soeidia to search for information on the school.

Relating the answer received to the question "Ane the first person in your immediate family tceat
the school?", presented in Figure 1, we noticdghtskhift in the information search channels usdutn
students were the first person in the family teradtthe school or when they had a sibling or imaiedi
family member attend the school before. The sttt have had an immediate family member pattief
school, have a higher tendency to use word-or-mol#imnels such as Family & Relatives and Friendi% 3
and 27% respectively. Or as cumulative at 61% efdhses, they have considered these channels as the
primary way to search for information about theadhOn the other hand, students that have notamad
immediate family member part of the school, in enalative 56% of the cases have used "word-of-mouth"
based conversations to search for information erstihool such as discussions with Family & Relatied
Friends.

33 Decison-making criteria

This dimension focuses on the key factor which d@mw/inced the respondent to apply to the school. In
this regard from the reasons acquitted during ¢search, the authors clustered responses into grighps.
The following results are presented in Table 3. fwst important factor that made the responderappy
for the school was the Physical visit to the schtooleceive further information in 239 of the cases
31.82%; followed by the interesting profiles bebffered in 219 of the cases or 29.16%, and infladnam
parents to apply for the school/profile in 100 case13.32%.

Table 3. The most important factor that made yatid#eto apply to this school

Dimensions Frequency (cases) Frequency (%)
My visit to the school to receive further infor mation 239 31.82%

I nteresting profiles offered 219 29.16%
Influence from parents 100 13.32%
Professional staff of the school 73 9.72%

L ocation of the School 73 9.72%

New infrastructur e of the school 17 2.26%

I nteraction with school personnel 15 2.00%
Interaction with current students 15 2.00%

Total 751 100.00%

The valuable output of this stage is the fact gatlents need to have direct contact with the ddieoo
best understand the value they can receive fromsth®ol. As this study targets specifically student
according to Oplatka (2007) parents have not seeridpen-house" type of marketing effort organibgd
the school as a critical element for success tgparts the school choice process. In this studgents and
parents were looked at as a whole rather thansae entities. Albeit expecting that the opensdayent
would rather empower information-seeking it seeha it has had a direct impact on the decisionpiaya
for the school. The role of parents in the decisimaking process seems to be of high importance and
according to Ghazala & Montalvo (2012), the infloerirom parents on school choice is of pivotal effm

115



— ISSN: 2247-6172, ISSN-L:2247-6172
Review of Applied Socio- Economic Resear ch

//'- oo
RE / ! D ‘R (Volume 23, Issue 1 /2022), pp.109-118
URL: http://www.reaser.eu

e-mail: editors@reaser.eu

the quality of the school selected by the studémt.the other hand, students have considered as well
alternative schools within the municipality. On thgestion "have you applied for admission to otodools

as well?"; 22.2% of the respondents acknowledgéngaapplied to other schools as well; whereas 77.8%
have only applied to a specific school.

4 Discussion & Conclusions

In this discussion part, we think it is of high ionfance to understand the journey of students from
becoming aware to applying for the school from mgmnication channel perspective. Hence, it isaaitio
point out the difference between channels thatoaveed and controlled by the school and the channels
which are curated by the general public (Lovett taelin, 2016). From this point of view, the studyirgs
out that the awareness-building process has méegn invoked by channels that are user-generated or
word-of-mouth through family & relatives, and fris This could derive as well from the limited
communication budget with which the public schdal&osovo are faced. As well the information search
process is mainly owned and curated on the willesgnof the public to discuss and share opinionthen
school with one another. A rise in the importantsamool-owned channels such as their open-daytgvan
social media page and website is starting to bringsults. Whereas the channels which is ownedcantti
be controlled by the school and that seem to egtf importance to support the decision for appilicaof
the student to the school is the physical visithg student to explore the school offers. The dseew
advanced technologies such as Augmented Realittuali Reality, and Mixed Reality nowadays are
becoming more cost-effective and could be usedals to enhance the experience between the applican
and the school (Pinzariu, 2020).

This study has specifically targeted already eatbBtudents in the VET schools to analyse the type
channels they have utilized to become aware ofstii@ol, search for the school offering, and the key
differentiating factors that have made them applyhe school. An interesting area for future rededs to
understand the type of content which appeals tesiis. This is an area that could contribute funioee to
the efficiency and effectiveness of marketing @ffdrom the school.

The main and the most relevant channel either aerg¢éing brand awareness or information search
remains the work-of-mouth that students have witiirtParents & Family Relatives and Friends. Hence,
when planning communication activities to genesat@reness and communicate the benefits of the kchoo
the management of the school shall carefully tangebnly the students but as well their parents.

With regards to the key factor which drives theisiea to apply for the school, it is evident thatdents
opted to visit in-person the school and create sent@ngible perception about the school as wethas
personal desire for the qualification portfolioe#d by the school. Only at the third level wassidered
the influence of their parents to apply for theah

During the search process, the school managemaetasnmended to carefully review the audience
engagement level by mapping the earned media taabssss the sentiments and the user-generatezhtont
On the other side, we have noticed that the ownedian- the channels moderated and controlled by the
organization have proved to be a consistent pedomen it comes to informing the audience on ti®sl
offering. This means that marketing initiatives Is@as school open day events, the school websitethen
school Facebook page have proved to be signifidaamnels that are utilized by students during thed@rch
process. Coordination of activities to deploy aeregays event seems of relatively high importarca a
factor that has a direct impact not only on infotiora search but rather on the decision to applytier
school. On this matter, the school management shalire the funnel development (the higher attezedan
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such an event might bring in a higher number ofliegpts) which would directly impact the number of
students applying at the school.
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