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			Summary. Strategic Marketing for Higher Education presents a disruptive model and a roadmap that connects purpose, mission-driven branding, foresight, innovation, stakeholder marketing and relationships, educational experiences design and evaluation, integrated communication, reputation, and data-driven implementation.

			Based on case studies from different countries, the book organizes and summarizes the most relevant scientific and practitioners’ knowledge on how to transform and manage resilient and sustainable higher education institutions through marketing and innovation strategies and programs.

			Readers will learn how to redefine their institution’s brand, service model and value proposition in ways that are both distinctive and socially meaningful, using a humanistic marketing paradigm, integrating the Value-Dominant Logic (VDL) into a service business model.

			The book offers a guide for translating the value proposition into person-centric experiences. It shows how to use marketing research, future studies, artificial intelligence, stakeholder journey mapping and digital tools to design, implement, evaluate, and improve data-driven innovation programs and services.

			Finally, it presents a path for translating marketing strategies into actions that generate enrollment, engagement, loyalty, and more importantly, stakeholder success and social value.

			Regenerating higher education is a worthwhile project that needs a map and teams for making it possible. Marketing would provide that map, and higher education decision-makers and marketers are the teams that, like the sherpas in a mountaineering expedition, are capable of leading the educational institutions to new summits.

			Keywords. Strategic marketing, Higher education, Humanistic marketing, Higher education management, Value-Dominant Logic, University Innovation, Artificial intelligence, Sustainable value creation, Branding.

		

	
		
			

			Challenging the status quo takes commitment, courage, imagination, and above all, dedication to learning. Today’s survival depends on our ability to stay awake, adjust to new ideas, remain vigilant, and to face the challenge of change.

			Martin Luther King[1]

			

			
				
						[1]. Quoted by McNaughton, 2023


				

			
		

	
		
			

			A new marketing vision for higher-ed

			Why we are writing this book

			Every industry and organization, including Higher Education, is living through one of the most profound transformations in its history. Universities are being challenged by social trends like demographic decline in some geographic areas and massification in others; by new competitors from the platform economy; by technological shifts driven by artificial intelligence and immersive media; and by increasing pressure to contribute visibly to social, environmental and economic wellbeing. In this context, “business as usual” is no longer an option. Yet, in many institutions, marketing is still understood primarily as promotion or a recruitment mechanisms, something that happens downstream, once strategies, programs and budgets have been decided. Moreover, even when communications and marketing are effectively integrated and contribute to managerial decision-making, they tend to prioritize reputation and positioning over the advancement of institutional purpose and the fulfillment of the university’s broader socio-cultural mission to serve future generations. We believe this view is no longer adequate and, in fact, is not aligned the mission of universities. If marketing remains a late-stage communication function, they will struggle to offer relevant educational services, differentiate themselves in highly crowded and fragmented markets, build meaningful relationships with stakeholders, and justify their role in societies that are asking hard questions about the value of higher education.

			This book is our first answer to a simple but demanding question: How can strategic marketing help universities regenerate themselves, reimagine their brand, cultural role, and value for people and society in a world shaped by New Age Technologies[2]?

			We do not see marketing as a set of tactics to increase enrollments or improve reputation (and ranking position) in the short term. We understand it as a humanistic, service-based, data-informed way of thinking and managing: a discipline that connects identity, strategy, data intelligence, innovation, programs, communication, and stakeholder relationships in a coherent systemic architecture. Our vision is that universities can use marketing not to “sell” or “position” what they already are, but to design what they need to become—institutions that are more person-centered, more socially responsible, and more financially sustainable.

			Who this book is for

			This book, written by authors with long experience in the higher education sector (in leadership, research and teaching positions), is proposed first and foremost for university leaders who are responsible for strategic decisions:

			

			• Members of the executive board, rectors, presidents, vice-chancellors, and provosts.

			• Deans, directors and heads of schools and faculties.

			• Leaders of marketing, communication, institutional research, planning, innovation, quality, continuing education, and lifelong learning.

			It is also intended for academic and professional managers and staff who want to understand how strategic marketing can support their work:

			• Program directors and heads of department who are engaged in designing or renewing curricula and services.

			• Managers of student services, alumni offices, corporate relations, technology transfer, extension, and community engagement.

			We assume that our readers are not necessarily trained marketers. Many may be academics, administrators, or professionals who have learned marketing “on the job” while facing concrete challenges: a new degree that fails to attract enough students; a reputation that lags behind reality; a fragmented portfolio; or a weak connection between institutional mission and the programs and services actually offered.

			Our aim is to provide them with a language, a set of concepts and a practical toolbox to address these challenges systematically.

			What we propose

			The main contribution of the book is represented in the original Strategic Marketing Actionable Roadmap Task (SMART) model that will guide universities to design and implement a clear, humanistic business model and a strategic marketing system aligned with their identity and purpose.

			This is accomplished in three steps or moves:

			1. From purpose to business model. We begin by exploring the missions of universities in the twenty-first century, the pressures they face, and the need to redefine their brand (identity) and value proposition in ways that are both distinctive and socially meaningful. We present the humanistic marketing paradigm for universities, integrating the Values-Dominant Logic into a service business model.

			2. From brand to innovation. We then translate this humanistic service business model into programs and services, experiences and capabilities through a data-driven innovation process that translates the brand into person-centric experiences. We show how to use marketing research, foresight, worldbuilding, stakeholder journey mapping and digital tools to design, implement, evaluate, and continually improve programs and services—treating innovation as a data-driven and iterative process rather than a sequence of isolated projects.

			3. From design to implementation. Finally, we present a path for translating marketing strategies into actions that generate enrollment, engagement, loyalty, and more importantly, human flourishing and social value.

			Throughout the book, we argue that marketing in higher education must be:

			• Human-centered, seeing students, staff, alumni, and partners as persons with life projects, not as “targets.”

			• Stakeholder-oriented, going beyond students to include employers, governments, communities, and the environment.

			

			• Evidence-based and forward-looking, combining data analytics with prospective and scenarios.

			• Prosocial, aligned with sustainability and quality of life, not only with institutional survival.

			Our vision is that, used in this way, marketing becomes an integrating discipline that helps universities make better choices: which programs to open, transform or close; which segments and territories to serve; which alliances to build; which narratives to tell; and how to allocate scarce resources with clarity and responsibility.

			Who we are

			Inspired by Prof. Kotler’s books (especially the seminal one published in 1995 with Karen Fox, Strategic Marketing for Higher Education), and a recent one (written with Prof. V.Kumar, Transformative Marketing: Combining New Age Technologies and Human Insights), we write this book as practitioner-scholars in Marketing and Education, who move daily between academic work and institutional decision-making. We have been professors, researchers, department heads, and consultants involved in strategy, marketing and innovation projects in universities and business schools in different countries.

			This dual experience shapes the entire book. We not only draw on academic research in marketing, service management, higher education, and future studies, but also translate it into instruments that we have developed and tested in real institutions. Our ambition is modest and bold at the same time. Modest, because we know that no single book can solve the structural problems or offer the complete solution for regenerating higher education institutions. Bold, because we believe that if more universities adopt a humanistic, strategic view of marketing and management, they will be better equipped to serve their students, their communities, and the world in the decades to come.

			This is the horizon that guides our work. We invite you to read the following chapters not only as a handbook or guide, but as an invitation to rethink what your institution is, whom it serves, and what story it tells about the present and future of higher education and societies.

			Statement on the use of Generative AI

			Generative AI tools (ChatGPT and Perplexity) were used exclusively to improve the language of Prof. Reynaldo Rivera’s contributions (as the Author’s primary language is Spanish). All intellectual content, research design, and data analysis were conducted solely by the authors[3].
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			Part I

			Values-driven marketing

			Our journey towards a new strategic marketing for Higher Education Institutions (HEIs) starts approaching foundational concepts of strategic marketing. Especially developed for universities Executive Board members and other decision-makers, we begin introducing the concept of regeneration for universities, and discussing the complicated context of the HE (higher education) marketplace. Our analysis shows that marketing is not merely “selling” or “positioning”, but it is a complex system of comprehensive activities focused on creating, communicating, delivering, and exchanging value for customers, clients, partners, and society at large. We advocate for a move beyond “good” marketing to a human-oriented approach highlighting the benefits that marketing can provide to institutions like universities. 

			After describing the heterogeneity of the HE marketplace players and key global trends, in Chapter 2 the book delves into the new paradigm for marketing in the current landscape outlining strategic orientations for a post-digital marketing approach delivered through new age technologies, emphasizing the need for HEIs to leverage resources to create seamless, personalized, and human-centric experiences. We introduce key concepts like Humanistic Marketing, Value-Dominant Logic and the ten strategic orientations of strategic marketing for higher education: purpose, persons-centricity, platform economy, participatory co-creation, prototyping culture, personalization, performative marketing mix, prosocial innovation, perspective, and partnerships. Those 10 Ps set up the fundamentals for the Strategic Marketing Actionable Roadmap, which is one of the key contributions of this book.

			

			Based on previous sections, Chapter 3 positions purpose as a compass for strategy, guiding planning, structure, and value co-creation across HEIs’ schools, departments, and offices. There is no strategy without a clear identity, and there is no brand disconnected to the business model of the organization. This chapter provides a full walkthrough of designing, executing and controlling the university’s marketing strategy. 

			Part I is the introduction to the following main sections. In Part II, especially relevant for Deans, directors and heads of schools and faculties managers, we focus on research, trends analysis and forecasting and service business model development. Part III deals with the implementation phase of the strategy, particularly integrated marketing and communication.

		

	
		
			Chapter 1

			The reinvention of higher education

			“For all its foibles, Harvard (together with other universities) has made the world a better place, significantly so. Practical applications are not the only things that make Harvard precious. It is a phantasmagoria of ideas, a Disneyland of the mind. Learning about my colleagues’ research is a source of endless delight, and when I look at our course catalog, I wish I were 18 again.” 

			Steven Pinker[4]

			Introduction

			Regeneration is a dynamic concept that extends beyond the environmental fields. It means actively restoring and enhancing the systems and processes with which organizations like universities operate, aiming to transform them into active agents of positive change. 

			Higher education is one of the most important catalysts for social change, entrepreneurship, and innovation. Universities’ societal role exceeds the generation and transmission of knowledge, or the certification of capabilities developed by a “community of teachers and scholars.” However, changing global landscapes are leading HEIs to analyze how to reinvent themselves in response to new challenges and opportunities. As with other ecosystems, it needs to be regenerated[5].

			Universities prepare students to “… think critically for themselves, be intellectually curious, and learn the fundamentals of their disciplines because knowledge in the 21st century is multi-disciplinary. Students must be encouraged and allowed to participate actively in their education. Students should be given the space and freedom to think and push boundaries responsibly and ethically for the betterment of humanity.”[6] 

			Crisis like COVID-19 pandemic show the social relevance of universities. While Johns Hopkins University was setting up a Resource Center that developed a new standard for infectious disease tracking, University of Oxford researchers used its strengths in immunology, structural biology, and virology for developing vaccines[7]. Although corporations like Google and Apple host successful research centers, HEIs continue being central nodes of a complex and heterogeneous ecosystem (where scientists and managers working for the for-profit sector are educated and trained). 

			UNESCO reports 235 million students enrolled in 2022 and 5.4 million studying abroad in 2017. Although the Times Higher Education World University Rankings 2024 includes 1,907 universities across 108 countries, there were 3,931 degree-granting colleges only in US in 2021[8]. UNESCO Institute for Statistics reports over 19,000 universities[9] (although Erudera – a global programs platform – identified 23,624 in 2024[10]). Top universities like MIT, Harvard, Oxford, Cambridge, and California Institute of Technology are institutions leading that ecosystem. However, they are under scrutiny (and in some cases, confrontation) by governments, corporations, and publics worldwide. Even Harvard University had to sue US Administration for freezing more than $ 9bn in research grants and funds in the context of a wider controversy on institutional teaching and management[11].

			In a new era when artificial intelligence (AI) and other technologies challenge society, industries and culture, whether the role and future of humans and institutions like democracy, journalism and higher education are not completely clear; strategic marketing would contribute to regenerating universities and help them to prepare for the new realities[12]. Moreover, it guides the design and introduction of innovations, mediating the role of organizational reputation[13].

			

			Context is complicated

			The HE marketplace is highly heterogeneous, and many institutions are currently confronting challenges: even top world-class universities sources of revenues (tuition, grants, subsidies, etc.) face significant constraints and they have to respond prudently to low growth economic environments and other societal turbulences such as the demographic cliff[14]. But there are opportunities on the horizon too. 

			In the nineties, the US higher education was considered a growing “industry” with a few or inexistent cases of bankruptcy or defaults, and increasing return of investment[15]. Ten years later Harvard professor Clayton Christensen (author of Innovator’s Dilemma and The Innovative University) predicted that “50 percent of the 4,000 colleges and universities in the U.S. will be bankrupt in 10 to 15 years.”[16]. The context seems to confirm that prophesy[17]. Although universities are incorporating technology and offering online education, they prepare students in fields for which there are no jobs (especially after the expansion of AI applications and agents), and business models remain the same as before exponential technology[18]. Furthermore, HEIs themselves are being transformed by the incorporation of agents in the management of enrollment and onboarding processes: they are challenged by a new “agentic era” and New Age Technologies (e.g. blockchain and metaverse). 

			In the US, 61 public or nonprofit colleges have closed, merged, or announced closures or mergers from March 2020 to July 2024, impacting 45,860 students: 52.9% of students who experienced that situation did not re-enroll (Castillo & Welding, 2024). Online programs seemed not to be the solution: in 2024 the owner of the nonprofit learning platform edX (2U) announced it had filed for Chapter 11 bankruptcy[19]. Simultaneously, Gallup and Pew Research studies show that confidence in America’s colleges and universities is decreasing: “Almost one third of the 2,000 Americans surveyed by telephone say they have little or no confidence in higher education. Forty-one percent indicated that they believed college professors had a political agenda, with 25% saying professors brainwashed students … Thirty-seven percent of those with little or no confidence said that colleges did not teach the right things, with 30% saying that students were not ‘properly educated’ or taught ‘relevant skills’.”[20] Pew’s study found that 44% of respondents do not believe a BA degree was worth the cost, although workers with college education have higher salaries than those without it[21]. Those problems are recognized by the Hamburg Declaration (see Text Box n.1) and indicate the type of challenges universities are dealing with[22]:

			• Funding shortage and demographic cliff, with potential huge reduction of enrollments. Moreover, new generations (alpha, gen z, and millennials) represent diverse groups, cultural backgrounds, evolving expectations, and learning preferences. They demand personalized experience, flexible and practical learning options, and clear career outcomes. 

			• Digitalization complexity and services diversification influence structural costs. Implementation of digital platforms in educational processes revolutionized HE design, delivery and marketing. This transformation requires significant investment in digital infrastructure and staff training, creating both opportunities and challenges for marketing strategies.

			• Tensions between original institutional purpose and the raising of new institutional models and needs.

			• Globalization processes and competition (increased by the raising of rankings and classifications impact). Universities compete for local and international students, with heterogeneous cultural and educational backgrounds.

			• Global complexity of external environment, such as pandemics, political polarization, and climate crisis.

			• Commercialization of HEIs and diffusion of business-oriented universities.

			

			Text Box 1

			
				
					
				
				
					
							
							The Hamburg Declaration on University Careers in Academia – An excerpt 

							University leaders from 30 universities signed the Hamburg Declaration where they declared:

							Global challenges such as the pandemic and the climate crisis have led to new forms of cooperation in science worldwide. At the same time, competition has become more intense and complex: Universities around the world are competing for talent, funds, and prestige. Recent transformations of competition and collaboration in higher education have led to serious concerns, especially about the impacts of new forms of competition on university life and the relationship between universities and their societies.

							Currently, the changed geopolitical situation, the threat to academic freedom and increasing skepticism about science in many countries around the world are posing a particular challenge to universities.

							Competition and collaboration have been common processes in academic life as far back in time as we can recognize the precursors of what today we call universities. Although in some respects the processes seem opposites to each other, they typically exist in a complementary relationship. They not only affect individual scholars, but also their institutions and the countries where these institutions are located.

							Universities should pursue strategic institutional partnerships based on long-term commitment and trust, not only between institutions of similar stature and mission, but also between complementary institutions, and with non-university actors. To ensure resilient and sustainable international collaboration and avoid bilateral dependencies in a multipolar world, universities should make more efforts to diversify their partnerships and build multilateral networks. Especially, mutually beneficial partnerships between institutions in the Global North and the Global South on an equitable footing are key to addressing global challenges.

							University leadership at all levels should review their current understanding and use of competition and collaboration, both internally and externally, to ensure that they are properly grounded in their core vision, mission, and institutional values.

							Universities should work collectively to ensure that governments and agencies establish instruments to promote healthy competition. Universities must retain institutional autonomy in the face of external pressure of universities to conform.

							As rankings and classifications should reflect the universities’ various missions and values, university leaders should actively promote the reconfiguration of the measurement of institutional performance with key performance components, such as the quality of research, teaching and community service, economic and social impact, sustainability, and green transition. Collectively and individually, universities should acknowledge that the current global university rankings often result in an unhealthy use of competition that reproduces and reinforces social inequities and global science inequalities.

							Source: Global University Leaders Council, 2023

						
					

				
			

			Universities globally confront declining public and private funding, increased operational costs for human and technological factors, and the imperative to demonstrate value for money. Youth prefer short courses, quick employment, and entrepreneurial activities rather than large investment in HE. In a 2026 article, Pardes referred to Generation Z as the “Generation Entrepreneur,” citing the difficulties faced by individuals aged 22 to 27 (entry-level workers) in securing employment[23].

			

			However, there are also new opportunities in the HE market. Digital transformation and AI offer capabilities for personalization in learning delivery and evaluation, targeted strategies, alumni engagement, and global reach. Professors’ and researchers’ visibility expand their reach and professional opportunities of development, making professional placements in HE more attractive. Globalization facilitates strategic partnerships, program diversification, resource sharing and international experiences for faculty and students, which are key facilitators of institutional differentiation and funding.

			The HEIs context is complicated but promising. Opportunities and threats affect reputation and networks built over decades and centuries, as well as faculty expertise and leadership; but perhaps for the first time in history, libraries are accessible through the internet everywhere, and technologies like AI are speeding up knowledge creation and dissemination. In the following sections, we explore the kind of strategic marketing that would contribute to the reinvention of universities. 

			Marketing, not selling 

			Even if some authors and organizations have raised concerns regarding commercialization, commodification and financing of education; from an economic and management perspective HE is a complex and diverse creative industry (led by universities - Hough, 1991; Richmond, 1969) where knowledge, innovations and ideas are created, improved and disseminated. 

			HE creates and distributes public goods (like knowledge, nonpartisan research, etc.), operates in different markets, serves multiple kinds of stakeholders, and usually acts like other business organizations[24]. Over the years, educational institutions have increasingly adopted business practices, particularly in marketing, to navigate an environment marked by competition and limited resources. Some criticism regarding applying marketing strategies in educational institutions are related to the lack of understanding of the discipline itself. 

			Marketing is not selling or commercialization of products or services. Indeed, “… if marketing were done perfectly, selling would be unnecessary”[25]. According to the American Marketing Association (AMA), marketing is defined as “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.”[26] 

			The foundational principle of marketing lies in the understanding that organizations are transcendental groups of people working to create and distribute solutions to others’ problems, needs and wants. Marketing comes into play when individuals or institutions decide to meet those goals through innovative, value-based, and relational solutions that include an exchange. Educational institutions, like any other organization, need to secure specific resources to accomplish their goals, create and communicate value, in contexts conditioned by norms and social process, throughout dynamic (sometimes instable) systems and cultures. Without attracting and growing in relevance for sufficient students, funding, staff, faculty, facilities, and equipment, HEIs cannot survive, a reality evidenced by the recent closures of numerous private educational institutions. Educational institutions primarily obtain their resources through services, knowledge generation and exchange, meaningful experiences — such as courses, degree programs, career preparation, and other services and benefits — as well as donations and grants for deploying services and projects to stakeholders (see Figure 1). 

			

			Figure 1 – Higher education institutions and markets

			[image: A diagram showing the reciprocal relationships between higher education institutions and markets, students, and donors/grantees, highlighting the exchange of resources, satisfactions, tuition loyalty, educational experience, community, funds, grants, recognition, and outcomes.]

			That process of value generation and relational exchange is the act of obtaining a desired service or benefit by offering something in return (not only money, but information or other type of assets), as a result of relationships based on evidence (science), trust and reputation. From a systemic perspective, HEIs’ relationships are designed for producing innovation and common good together with other actors: private sector, Government, civil society, students’ community, etc. That systemic view is known as the quintuple innovation helix framework[27] (see Figure 2). Those relational acts are marketing processes of creating new shared-value between different social actors. In fact, a key role of marketing “… is to communicate value and build trust with the customers, allowing brands to influence behaviors.”[28]

			

			Figure 2 – Quintuple innovation helix framework

			[image: A central circle labeled Innovation and Common Good is surrounded by five smaller overlapping circles labeled Academy, Civil Society, Government, Private Sector, and Students.]

			Marketing is a critical system, activity, and function for educational institutions, emerging from their drive to research, understand, and effectively meet specific human and societal needs and goals. To thrive, institutions must understand their markets and society’s culture where they operate, attract necessary resources, convert these resources into suitable programs, services, ideas, and knowledge; and efficiently distribute them to various markets and publics, nationally and (increasingly) internationally. Participants in these tasks engage voluntarily because they expect personal benefits and/or aim to contribute to societal well-being. HE institutions achieve their goals mainly by generating, co-creating, offering, adapting, and exchanging valuable wisdom in relational spaces called markets. That set of activities is what we call “marketing.”

			In fact, the concepts of exchange and relationships are central to it. Through exchanges and relational communicative actions, social beings — whether individuals, AI agents, small groups, institutions, or entire nations — find and negotiate the resources they need by offering something valuable in return, which would be money, time, personal data, etc. Since both parties agree to the exchange, both perceive themselves as better off afterward. Professional marketers excel at analyzing, understanding, planning, and managing relationships and brands that generate exchanges, shared value and sustainable development to all the stakeholders involved. They are skilled in researching and comprehending the needs of the other players taking part in the relational process, designing / improving a valued offering to meet those needs, communicating the offer effectively, and presenting it at the right time and place.

			Marketing is “… the process by which companies engage customers, build strong customer relationships, and create customer value in order to capture value from customers in return.”[29]. It means to create real value through educational innovation, solving learning problems and meeting the developmental needs and wants of its target markets[30] through empathizing, co-designing, communicating, pricing, and delivering appropriate and value-oriented viable programs and services.

			In the 21st century, especially in the advent of metaverse, AI and other immersive technologies; HE marketing will increasingly apply “… human-mimicking technologies to create, communicate, deliver, and enhance value across the customer journey”[31]. It includes learning content and experiences creation and delivery, social media communities’ management, immersive experiences enhanced by technologies for increasing human quality of life and flourishing[32]. 

			Going beyond “good” marketing

			Some people understand that marketing is not necessarily about selling. Fewer may realize that doing good and well is not enough for HE marketing. In HEIs, marketing processes go beyond having admissions offices, fundraising programs, and alumni loyalty programs. They have to create value for the organization and its stakeholders too. Institutions often confuse “wants” (culturally shaped preferences) with “needs” (core human aspirations like dignity, purpose, and development). For example, offering a welding course addresses a vocational want, but the underlying need is employment, personal security, and social contribution. When institutions focus narrowly on their existing offerings rather than the evolving needs of their students and communities, they risk falling into “marketing myopia” - becoming blind to the broader mission of human development. This rigidity can alienate the organization, its students, alumni, and society, especially when needs change over time (e.g., alumni may need career-transition support, not just social events).

			A human-oriented university recognizes that its real purpose is not just to fill seats, certify capabilities or deliver content, but also to enable individuals to grow, adapt, and thrive. It aligns its programs, services, and culture with the long-term flourishing of its stakeholders. This does not mean following every passing trend but remaining faithful to its mission while adapting its offerings to meet real and emerging human needs. Ultimately, the role of the university is to foster human flourishing through education, providing the conditions in which people can learn, become, and contribute meaningfully to their communities and to the common good.

			This is especially important at a time when university quality evaluation, rankings and global competition can drive institutions to prioritize performance indicators, reputation, enrollment numbers, and researchers’ impact factors over a focus on individual needs and personal development. The Hamburg Declaration highlights this issue. Therefore, the definition of marketing that the university adopts influences how academic freedom and values deal with competitive markets dynamics. As a collective, universities should push for the creation of tools by governments and agencies that encourage healthy competition, all while preserving their institutional purpose and autonomy from external influences.

			Strategic marketing in universities has the role of orienting, facilitating and improving how they offer education, preparing citizens to fulfill civic roles and responsibilities, accomplishing shareholders goals like deepening commitment to certain values and contribute to societal common good and long-term interests (societal marketing orientation). For that reason, New York University (NYU) is an exemplary case of human-centered marketing that transcends traditional promotional activities to focus on stakeholder value creation and human flourishing through its Student Experience Design Initiative, launched in collaboration with IDEO. Instead of simply marketing existing services, NYU reimagined how it delivers value to students by creating centralized calendars and dynamic campus mapping, developing customized notifications based on student needs, streamlining communication across departments, and establishing design-thinking cohorts to support ongoing student experience improvements[33]

			Strategic marketing in higher education: an evolving discipline

			Marketing is a well-established discipline and is not a new activity for HE institutions. Universities have always worked to attract scholars and students of high academic potential. In fact, historians show that, in the highly competitive academic market in Europe, scholars concentrated in the universities with recognized quality and funding[34]. Furthermore, medieval universities had to make considerable efforts to raise funds, engage professors, and attract students[35]. However, in the last decades of 21st century, particularly after the COVID-19 pandemics, universities started competing in capabilities and areas not strictly related to teaching or research. New incumbents and the challenges presented above increase competitive pressures. 

			As an emerging field of practice and research[36], which started in the early 1970s[37] in US and UK, marketing for HEIs evolved from its seminal works[38] to those published in specialized journals like the Journal of Marketing for Higher Education. In the early 90’s, the focus was ethical and philosophical considerations on markets and marketing practices in education, enrollment of students (recruitment), attraction of financial resources and improvement of institution’s image and public awareness. At the beginning of the 2000s, new regulations and societal changes pushed universities to analyze the nature of program’s choice and students’ decision-making, as well as the impact of market orientation on educational systems. Universities’ management and leaders realized the importance of marketing to understand students’ needs, develop new educational programs, and improve institutional effectiveness[39]. The changes introduced by Internet and other exponential technologies (e.g. Internet of Things or IoT) led to strategic marketing for HE to approach new issues like relationship marketing, informal and social media channels and word-of-mouth, online positioning and reputation management and others that will be analyzed in this book. The rise of immersive and generative intelligence technologies poses new challenges and indicates that we are at the beginning of a new era.

			Beyond academia, marketing strategies in HE shifted from an academia-centered perspective that considered curriculum and offerings independents to societal needs and marketing a function of Admissions office, to a humanistic and person-centric perspective whether providing information, courses with certified professors or sports facilities are not enough. Students and society expect more from universities: they are facilitators of socio-cultural change and have the capabilities of fostering innovation and sustainable development. Based on previous studies[40] we summarize the evolution of marketing applied to HE in ten stages:

			1. Marketing as an unnecessary activity. Many institutions considered that marketing meant commercialization of education. Besides its social impact, they considered that the value of education was obvious, and therefore they do not need an Admission department or a marketing strategy. Universities were the path towards higher positions in society and therefore they could select the most promising candidates from those who wanted to attend. Students were rarely involved in the organizational strategy. It was a scholarly-driven type of university, with tuition fees as one of the main revenue sources.

			2. Marketing as promotion. The need for resources for research and growth pushed universities to activate recruiting activities. American advertising agencies report promotional campaigns of educational institutions (including colleges and universities) since 1871[41], especially through religious magazines and newspapers. Some universities established an admissions office, like a sales department. The admissions-office staff operated as salespeople, making “sales calls” and sending out catalogs, brochures, and posters. Although in that period US students’ tuition and fees represented 19% of total HEIs’ income[42], the focus of marketing strategy was the promotion of educational programs to raise the number of applicants. 

			3. Marketing as targeting consumers. Increases in advertising costs and lack of performance led universities to conduct market research to better understand those who enrolled and improve promotional efforts. Admissions offices developed research capabilities or hired outside consultants to reach the most convenient “targets.” Students and donors were treated as consumers and “commercial objectives” rather than stakeholders and persons.

			4. Marketing as positioning. Competition and business tools like the Porter’s Five Forces pushed universities to prioritize achieving distinctiveness in the minds of prospective students and scholars rather than pursuing higher missions. For achieving reputation and a position in the market, universities improved the courses’ catalog, created combination of different bundles of requirements (which was the basis for majors) based on the Ph.D. programs’ foundational courses, promoted student excellence and academic freedom. Like previous stages, HE institutions were focused on curriculum, colleges facilities and students’ excellence[43]. 

			5. Marketing as strategic planning. Institutions recognized that their performance was influenced by external forces such as economic shifts, demographic changes, and evolving societal values. These external dynamics significantly impacted the school’s positioning, image, programs, and ability to attract and serve students. In response, these schools began to adopt a strategic marketing approach, incorporating environmental scanning into their planning processes. Contextual factors like World War II and the Cold War had a significant impact on universities’ marketing strategies, for the rising of government and industry-funded research, which required the recruitment of the best scholars and investigators. “Money attracted discovery-minded scientists. Particularly in the physical sciences, the growth of external research funding coincided with a rise in the number of world-class scholars at Harvard.”[44] It is interesting to highlight that the 60’s marked the starting point of externally funded research. Even if philanthropy and donations were always an important source of income, this stage implied that HEIs started to compete for grants and contracts, which will change the target audiences of future marketing strategies. 

			6. Marketing as resources management. In this phase of marketing development, universities started launching fundraising campaigns that gave the opportunity to contribute with the rise of the modern university to individuals and smaller institutions[45]. This is the starting phase of research on marketing of higher education focused on student choices and fundraising[46]. Students and alumni became valued partners in a long-term relationship. Retention became as important as enrollment. Moreover, the economic perspective adopted in universities guided the incorporation of services satisfaction analysis and other measures of effectiveness to guide quality improvements.

			7. Marketing as relationship. As the landscape of HE became more competitive, institutions began to realize that simply attracting and satisfying students’ educational needs were not enough to ensure long-term success and relationships with alumni. Marketing began to evolve to focus not just on recruitment and fundraising but also on applying relationship strategies. The concept Relationship Marketing was coined in 1983[47] and indicates the relevance of servicing existing customers for facilitating commitment and involvement (communicating, participating, and sharing the experience). Recognizing the prohibitive cost of student acquisition, universities started to emphasize the importance of keeping students and alumni communities enrolled and engaged. This shift marked the beginning of relationship marketing in HE, where efforts were made to improve engagement throughout their academic and lifelong learning journey. Institutions started investing more in maintaining relationships with alumni and nurturing alumni networks to create advocates who could contribute through donations, volunteer work, and recruitment efforts. Furthermore, organizations began developing a stronger sense of branding, focusing on their unique value propositions. This marked a move away from marketing that was purely functional and inbred toward building a solid reputation and connecting with communities of people who continue engaged with the institution after the completion of a grade. This phase was pivotal in transforming marketing into a more strategic and relational activity. Institutions realized that student satisfaction and alumni advocacy were essential to their success, leading to a deeper focus on the student experience and community engagement.

			8. Marketing as “customer-centric” service. After a period in which students, donors, and others were considered passive recipients of services and brands’ messages, customers became increasingly recognized as crucial actors in the value creation process[48]. From the 1990s, HEIs stakeholders began to be seen as active contributors to the position and evolution of the organizational project, which included teaching and research. Universities started giving more attention on designing the entire educational experience around the students’ behaviors, adopting new paradigms like the Service-Dominant Logic (Lusch & Vargo, 2014 – that will be introduced in Chapter 2) and design methodologies to tailor educational services. This included personalized learning paths, flexible course schedules, tailored career support, and customized learning environments. Marketing emphasized not only the institution’s curriculum, catalog, and facilities but also the real-world outcomes for students: career success, personal growth, and meaningful engagement with their communities. Institutions reoriented their strategies towards a focus on lifetime value and nurturing of endowment funds, which represent in some world-class universities more than 25% of their annual revenues[49]. The disruption produced by digital technologies, especially online marketing and e-commerce, started leading the evolution to the next phases. 

			9. Marketing as stakeholder and reputation management. Increasing importance of digital marketing and transparency, international rankings and third-party evaluations, lack of trust in institutions, socio-cultural and environmental expectations; have made stakeholder and reputation management increasingly important for universities and essential in strategic marketing. Stakeholder management in marketing involves building and maintaining mutually beneficial relationships with the people and organizations that affect a company’s success. Reputation management is about building long-term and valuable relationships that increase trust in the HE institution. It involves understanding and managing the perceptions that customers have about it. This stage in the evolution of marketing practices in HE implied identifying key stakeholders and considering the university as an open system, which requires not only understanding the needs and expectations of each stakeholder but also its relevance and influence in the strategy and operations. This is linked with building and maintaining a good reputation both online and offline, that might involve focusing on quality education, innovative research, community engagement, ethical practices, and proactive monitoring and management.

			

			10. Marketing as sense-making experience. Marketing is about making sense and meaning of the student experience across time, context, and personal networks. Education became more than a service. It is a continuous meaningful interaction that helps individuals and societies to flourish. Marketing strategies focus on the entire student and other stakeholders’ journey, recognizing that engagement begins long before enrollment and continues well beyond graduation. Marketing efforts are now tailored to create coherent and emotionally resonant experiences. Every touchpoint—emails, events, virtual tours, and campus interactions—must contribute to a sense-making process where students can situate themselves within the story of the institution and envision their future. This approach is powered by data-driven decision-making, with artificial intelligence and analytics providing insight into student behavior, preferences, and needs. Marketing teams can now track which messages resonate, which channels drive engagement, and which services influence student retention. These insights allow for real-time adjustments and the delivery of personalized, relevant experiences that guide students through uncertainty and help them make informed decisions. In this way, marketing becomes an adaptive conversation that evolves with each interaction.

			11. Marketing as immersive person-centric experience. Higher education marketing increasingly adopts an environmental and network-oriented perspective. Digital interactions are not isolated events; they are embedded in personal, social, and cultural networks. A prospective student’s decision is often influenced not only by institutional messaging but also by peer reviews, parental input, social media, and community norms. Marketing, therefore, must acknowledge these external forces and engage with them authentically, recognizing that students do not make decisions alone—they make them in dialogue with their world.

			The digital marketing mentioned in the ninth stage evolved into a personalized relationship (stages 10 and 11) where institutions engage with students and alumni in real time, building communities and fostering ongoing conversations. This new phase requires a humanistic perspective[50] that considers trust as the cornerstone of sustainable practices, and it plays a pivotal role in adopting permission-based, human-centered approaches. It implies evolving from “shareholder myopia” to genuine care for all stakeholders, and from engaging passive students to collaboratively cocreating an educational experience with them. This new approach not only seeks to benefit the institution but also aims to contribute positively to society. The humanistic perspective that we present in Chapter 2 addresses the new dynamics that digitalization has introduced to marketing, including shifts in customer behavior, the need to rethink value propositions, and the transformation of customer relationships into valuable assets. By integrating Design Thinking, educational institutions can better align their offerings with the actual needs and desires of their students and other stakeholders. By maintaining human focus, marketing can address the “dehumanization” process caused by digitalization and automation, ensuring that technology serves to enhance, rather than replace, human connections.

			By embracing a humanistic marketing perspective, educational institutions can foster trust, enhance stakeholder relationships, and contribute meaningfully to society. This approach not only aligns marketing strategies with human values but also leverages the benefits of digitalization and collaborative networks to create sustainable, people-centered educational environments. Figure N.3 summarizes evolution of marketing perspectives, from sales to humanistic solutions with sociocultural impact.

			

			Figure 3 - Evolution of marketing perspectives – From sales to solutions to human problems

			[image: A horizontal flowchart with four blue arrows showing the progression from production and sales focused on efficiency and mass communication to competitive advantage emphasizing differentiation and value creation, then to relationships and co-creation highlighting the importance of relationships and digitalization, and finally to humanistic marketing centered on trust, sustainability, and solving human problems.]

			Marketing is about innovative service and value

			HEIs adopting holistic marketing paradigms (stages 10 and 11) frequently accomplish their goals more successfully. Institutions in a free society rely on voluntary exchanges and purposeful relationships to achieve their goals. They need to find stakeholders and students, inspire staff, and draw in resources in a sustainable way. These exchanges can be encouraged with the right incentives, programs and communicative actions designed by a strategic marketing focused on designing, implementing, managing, and evaluating meaningful relationships in a sustainable, effective, and efficient manner that should put the person at its center, as will explain in the next chapter. That is applicable to both profit-making firms and educational institutions.

			In summary, new strategic marketing for HEIs would generate four main benefits:

			1. More success in achieving the purpose and goals of the organization: marketing offers instruments and processes to assess how the organization is doing in relation to its declared objectives and mission. Thorough examination lays the foundation for initiatives aimed at tackling the actual issues. For instance, an analysis might show that a university’s mission and consequent programs are too limited, which deters potential students. With this knowledge, the administrators can choose to serve the smaller number of students who find the university’s current mission and programs appealing, or they can decide to raise public interest in the school’s specific mission. Marketing assists in identifying issues and organizing solutions that will support the institution in achieving its goals. 

			2. Increased public and market HE institutions’ reputation and value (impact): they need to understand and meet students and societal needs through innovations to succeed. The institution will eventually suffer from negative advertising and employee turnover if it is unable to create programs that meet the needs of its stakeholders, who include donors, students, and others. Only value creation through positive innovations would sustain organizational reputation.

			3. Enhanced ability to draw in strategic resources: HEIs need to draw in a variety of resources to fulfill the needs of their stakeholders. A methodical strategy for enhancing the attraction of essential resources is offered by marketing. 

			4. Increased effectiveness in marketing-related tasks: the logical administration and coordination of program development, pricing, communication, and service delivery are key components of marketing. Many educational institutions make these choices without considering how they relate to one another. Even worse, haphazard marketing initiatives run the risk of alienating the institutional stakeholders. In an accelerated society and complex market few educational institutions can afford to waste key resources like time, money, and reputation, so they need to make their marketing efforts as efficient and successful as possible. Regenerating HEIs requires new models and frameworks like those introduced in the next chapter.

			

			Summary and recommendations

			The crisis currently facing the university as an institution represents a significant opportunity for regeneration. Universities are increasingly called upon to act as catalysts for social transformation, rather than merely as centers of knowledge production or degree-granting entities. In this context, strategic marketing plays a critical role in linking innovation to reputation, thereby guiding institutional reinvention and positioning universities as agents of positive change.

			This chapter proposes a methodological approach through which higher education institutions (HEIs) can become protagonists of transformation in a context where artificial intelligence appears capable of replacing many forms of human labor. As recent studies suggest, educational institutions are not disappearing; rather, they are evolving from traditional models of knowledge transmission toward roles as coordinators, orchestrators, and facilitators of holistic human development.

			Leading HEIs such as Johns Hopkins and Oxford have demonstrated their societal relevance in times of crisis (e.g., COVID-19), while simultaneously facing increasing scrutiny. Even elite institutions such as Harvard encounter government pressure and public criticism. Although higher education was once considered relatively resilient to economic downturns, current economic, demographic, and technological shifts are challenging traditional models. The growing number of institutional closures and bankruptcies—including among online providers—underscores the urgency of reinvention. Such reinvention must remain human-centered, while also relying on structured processes and technical systems, including those derived from marketing.

			Marketing in higher education should not be reduced to promotion; rather, it should be understood as a process of value co-creation with stakeholders. Effective strategic marketing enables HEIs to adapt to evolving stakeholder needs, manage reputation, and align innovation with broader societal development. Marketing grounded in empathy and service extends beyond transactional exchange. Universities must shift from promoting offerings to addressing human development needs, supporting the flourishing of individuals rather than simply delivering courses.

			Historically, marketing in higher education has evolved through distinct stages—from denial and basic promotion to data-driven, person-centered relationship management. Contemporary institutions increasingly emphasize lifetime value, stakeholder trust, and emotionally resonant experiences, integrating brand identity with societal needs while maintaining institutional autonomy and purpose amid external pressures and global rankings. Within this framework, humanistic marketing offers a perspective in which education is conceived as an immersive, purpose-driven experience. Trust, personalization, and digital engagement become key levers for transforming the student journey and fostering lifelong learning. Marketing thus emerges as an essential instrument for sustainable innovation and institutional regeneration.

			Depending on the reader’s role, this chapter aims to transform “reinvention” from a rhetorical aspiration into a structured agenda of governed regeneration, positioning marketing as a strategic system for building trust, ensuring relevance, and enhancing social legitimacy, rather than as a downstream promotional function.

			At the level of governing boards and institutional leadership, this implies translating the university’s mission into a clear pathway toward integral human development, where the ultimate objective is human flourishing rather than institutional growth. Provosts and deans are called to manage program and service portfolios aligned with emerging societal needs, labor market transformations, and mission coherence. This may require classifying academic offerings into categories such as strengthening, redesigning, partnering, teaching out, or discontinuing, while transparently communicating the academic rationale behind such decisions. The value of programs should be measured in terms of capability development rather than enrollment volume or ranking position.

			

			Within this model of higher education marketing, communications, marketing, and admissions functions should move beyond traditional metrics to monitor indicators such as educational quality, student trust, parental confidence, media sentiment, ethical conversion practices, and post-enrollment fit. Communication strategies should be redesigned to articulate clearly why the institution exists, whom it serves, and what public value it generates. Program directors, in turn, must prioritize meaningful service encounters and establish structured mechanisms for listening to and engaging with stakeholders. The focus should be on relationships that enhance legitimacy, access, employability, and social contribution, rather than on symbolic visibility through logos, rankings, or superficial digital engagement.
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			Annex 1

			The global higher education market

			Higher education, a heterogeneous industry

			Although HE is an industry that has almost 1,000 years of existence, and there are universities all over the world, one of its main characteristics is heterogeneity. Institutions are different not only because of their funders’ goals and decisions, but because of a myriad of reasons but especially historical, cultural, and political systems where they start and develop. Even if institutions have Harvard or Oxford as models, marketing HE requires us to understand that, in some cases, they would not be the best benchmarks. In management, structure follows strategy, but in this case the latter should bear in mind there are diverse types of HE systems and institutions.

			University institutions are developed in post-secondary or higher education systems that can present various levels: faculty, college or school, institute, department, etc. These levels depend on different factors, and two basic models can be clearly distinguished: the European and the Anglo-Saxon (typical of the United States and the United Kingdom). It is generally recognized that the university institution was born in Bologna around 1088 (Oxford would do so around 1167) as a community of professors and students for the study of theology, law, medicine, and the liberal arts. Medieval universities were organized into faculties, each dedicated to a specific field of knowledge. Students were given academic degrees that allowed them to pursue specific professions. Teaching was based on the scholastic method, which emphasized logic and debate. 

			Initially, a distinction could be made between ecclesiastical universities such as the University of Salamanca (1218) and the University of Heidelberg (1386), founded by the Church to train clerics and educate on theological subjects. And civil, which focused more on law, natural sciences, and humanities. This type of university has changed especially since the nineteenth century, although its transformation began with its first process of globalization, which began with the first American institutions in the Dominican Republic (1538), Peru and Mexico (1551), and the United States (1636). 

			

			A fundamental change was proposed by Wilhelm von Humboldt (1767-1835) who proposed a holistic and not only professionalizing approach to education. In 1810, Humboldt founded the University of Berlin, which became a model for its four principles: integration of teaching and research, academic autonomy, comprehensive student training, focus on the humanities. 

			The European model

			European universities can be distinguished by three main dimensions: the activity profile, the thematic scope, and the regulatory characteristics. The structure of the resource space, that is, the way universities are funded, plays a crucial role in the differentiation and emergence of research universities. 

			• Activity profile: Considers the relative importance of education and research in the institution. 

			• Thematic scope: This refers to the breadth of the areas of knowledge covered by the institution. 

			• Regulatory characteristics: Includes the legal status (public or private) and mission of the institution (research or education). 

			• Resource space structure: Involves considering the source of funds (public or private), the type of allocation (competitive or not), and whether funding for education and research is joint or separate. 

			By combining the three dimensions of differentiation with the structure of the financial environment, some authors propose a typology of eight types of higher education institutions: 

			• Private generalists: Education-oriented, with funding mainly through student tuition. 

			• Specialized private: Education-oriented, funded primarily through student tuition, and focused on specific areas of knowledge. 

			• Education-oriented generalist publics: Funded by public education grants, they cover most areas of knowledge. 

			• Specialized education-oriented public: Funded by public education grants, they focus on very specific fields of study (such as music, art, or architecture). 

			• Mixed generalist publics: With a research mission, they offer education and research in all areas of knowledge and are funded by public student grants, including a research component. 

			• Mixed specialized public: Like generalist mixed HEIs but specialized in fields with a high level of resources for research (such as science or health). 

			• Generalist research universities: With a high reputation for research, they attract students who contribute additional resources. They are funded by research grants and competitive funding for research. 

			• Specialized research universities: Like generalist research universities but specialized in fields with a high level of resources for research. 

			

			The American model 

			The Carnegie Classification of Institutions of Higher Education[51], the American leading framework for categorizing U.S. higher education institutions, include: 

			Doctoral universities: they are those “... that awarded at least 20 research/scholarship doctoral degrees during the update year and also institutions with below 20 research/scholarship doctoral degrees that awarded at least 30 professional practice doctoral degrees in at least 2 programs.” There are three categories within this group, depending on total research expenditure: 

			• R1: Doctoral Universities – Very high research activity. For instance, Duke University and Harvard University. 

			• R2: Doctoral Universities – High research activity. For example, Brigham Young University and The Catholic University of America. 

			• D/PU: Doctoral/Professional Universities like Purdue University Global and University of St Thomas 

			Master’s colleges and universities: they are “... awarded at least 50 master’s degrees and fewer than 20 doctoral degrees during the update year”. 

			There are three categories within this group: 

			• M1: Master’s Colleges and Universities – Larger programs 

			• M2: Master’s Colleges and Universities – Medium programs 

			• M3: Master’s Colleges and Universities – Small programs 

			Baccalaureate colleges include:

			• Institutions where baccalaureate or higher degrees represent at least 50 percent of all degrees, but where fewer than 50 master’s degrees or 20 doctoral degrees were awarded during the update year; 

			• Four-year colleges, by virtue of having at least one baccalaureate degree program, which conferred more than 50 percent of degrees at the associate’s level. 

			Associate’s colleges: they are “... institutions at which the highest level of degree awarded is an associate’s degree. The institutions are sorted into nine categories based on the intersection of two factors: disciplinary focus (transfer, career & technical or mixed) and dominant student type (traditional, nontraditional, or mixed).

			Special focus institutions: they have a “... high concentration of degrees is in a single field or set of related fields.” They include two-year and four-year degrees. In the latter the classification includes faith-related institutions, research institutions, and business & management schools. 

			Tribal colleges and universities: Colleges and Universities that are members of the American Indian Higher Education Consortium. 

			Even if the Carnegie Classification is based upon the type of activities and degrees, there are striking differences in the funding sources that have an impact on the institutional structure and strategies. 

			State-supported colleges and universities depend on the state and local governments’ financial situation and are forced to do more with less. Several thousands of students who cannot afford private colleges and universities attend their courses and therefore have a key role in society. 

			

			Public community colleges, often referred to simply as community colleges, constitute about one-third of HE in US playing a vital role in the American higher education system. They provide accessible education and training opportunities, often focusing on local communities. Their offerings include associate degrees (typically two-year programs), certificate programs, and continuing education. While they face challenges such as declining enrollment, diverse student population, funding issues, online learning expansion, many institutions are adapting by expanding career-focused programs and enhancing student support services. Since they rely on state funding, tuition fees, and federal financial aid, budgets cuts at state level forced them to raise tuition and fees, and therefore affordability concerns for low-income students. 

			Some of the most known American universities are selective private colleges and universities which rely on tuition but especially on donations and financial resources from endowment funds. For example, according to the latest financial report, the main sources of revenue for Harvard are: 

			• Education income (22%): Includes tuition, room and board, net of financial aid. 

			• Sponsored support (17%): External funding from government and private partners to advance academic knowledge. 

			• Philanthropy (8%): Current donations. 

			• Endowment distributions (37%). 

			• Other income: 16% 

			A university endowment refers to an investment fund that is used to fund various activities and programs within the institution. This fund is made up of donations and contributions that are invested to generate long-term income. Harvard University’s endowment for fiscal year 2023 is valued at $50.7 billion with a return on the endowment for the year was 2.9%. 

			Not all private universities are selective: there are many small institutions which are heavily tuition dependent. Less selective universities often prioritize attracting enough students to sustain operations rather than raising admissions standards. This is largely due to their reliance on tuition payments, which can account for up to 90% of their operating expenses. Many prospective students depend on financial aid, loans, and part-time jobs to cover their educational costs. When financial aid is limited, these students tend to enroll in lower-cost public institutions, leading to enrollment challenges for private colleges. These HE institutions may be better models for those in developing countries for their realistic enrollment goals and strategies, diverse student populations, financial strategies, community engagement, and flexibility in programming. 

			New and non-traditional HEIs models 

			Education extends far beyond traditional classrooms, labs, formal qualifications, and research projects. Various organizations—ranging from religious institutions to cultural entities—embrace education as a core mission. 

			Companies, unions, and business networks are also participating actively in this market of Education and lifelong learning: they
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