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Abstract
The endeavor is made to distinguish students’ intentions and 
reasoning for selecting a Master in Business Administration pro-
gram extended by colleges functioning in the Pune region of In-
dia. It additionally probes into the criteria and factors undertaken 
to choose the institution offering the program. The intention is to 
help the colleges include the elements in consideration while car-
rying out promotions before admissions and attract promising 
students for the course provided. This study investigates the rea-
soning behind a student’s selection of an MBA institute. The the-
oretical model actualized for this theory comprises the 7P model 
created by Kotler and Fox, which is unequivocally custom-made 
for schools and colleges. Self-managed surveys were coursed to 
306 student participants in 2020. The data obtained were eval-
uated using concise methodological approaches like factorial 
analysis. At the MBA level, five factors were extracted, which had 
various segments of 7ps. I understand that the research discov-
eries will empower both the promotion offices of universities and 
educational organizations in India to comprehend the psycho-
logical research of undergraduates and build up a compelling 
blend of marketing strategies. It would also promote programs 
that better represent the needs of students and improve the at-
traction among all future students in private colleges.
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1. Introduction
Admissions are essential for the survival of any orga-

nization. It is one of the crucial exercises in the academ-
ic world; the survival of any institution depends mainly 
on admissions. Thus, at the beginning of the academic 
year, each institution develops its strategy to reach out 
to the students living in rural and urban areas [1].

A couple of examiners have tried to perceive the 
key components pondered by respondents in picking 
post-graduation in an MBA program that ends up 
being the most customary work decision among the 
young adult in India today due to the influence that 
the course offers [2]. Past examinations displayed the 
components behind affecting participants’ Business 
school choice decisions as for MBA program are in-
frastructure, academic program, curriculum, cost, the 
openness of money related guide, university affiliation, 
job openings, and professional growth [3]. The revela-
tions may not be suitable to the Indian condition on 
account of the differentiations in money related and 
social functionality of culture, and, even more basical-
ly, to social feelings associated with the demonstration 
of information when everything is said in done [4].

This study focuses on incorporating a marketing 
mix of 7 P models to investigate the factors that would 
affect the student decision for enrolment in a manage-
ment institution [5].

Promotion is a way of educating and motivating 
the target audience to purchase a product or service 
through various communication methods. A service is 
promoted to increase awareness in the market and at-
tract potential buyers. It is the responsibility of a firm/
institute to convey business information to current 
and prospective clients during promotional activities. 
This information usually provides details about the 
firm, the price of its offering, the position of availabil-
ity, features provided, and facilities.

Advertising, in its most accessible structure, should 
be possible utilizing any method of correspondence. 
However, it is to the most significant advantage of 
the advertisers to learn which choice is the best for 
them. Lately, new transports of brand messages have 
come up as online networking, which, as of now, has 
an enormous purchaser pool. The possibility of web-
based social networking promoting has changed in-
credibly in the most recent couple of decades. Mass 
sharing was not pervasive in the good old days, which 
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confined organizations in their marking endeavours 
[6]. However, with jumps of progression on the in-
novative front, applications on cell phones currently 
guarantee that clients are refreshed continuously on 
news, diversion, and their advantages. With this con-
siderable increment in the number of individuals who 
are usually getting to data on applications, it has made 
an enormous enough market to centre their showcas-
ing endeavours [7].

Promotion is made up of advertising and public re-
lations. With different markets, specific advertising fea-
tures are used; even prospectuses and directories cannot 
fill the gap. From the school perspective, particularly for 
private universities, pulling in forthcoming students is 
one of the most important exercises of the year [8].

A large proportion of India’s educational and eco-
nomic operations are based in Pune. It has increased 
student influx to Pune as it creates more options for 
higher studies and professional growth. Noticing the 
tremendous potential for development and econom-
ic gain within the educational system, the number of 
private colleges or universities has increased consider-
ably. In Pune, there are more than 204 MBA colleges. 
The latter intensifies rivalry among private institutions 
to draw more graduates [9]. They then follow specif-
ic marketing approaches that benefit the institution. 
Tactically, they connect the 7Ps of marketing manage-
ment to enhance the efficiency of colleges to serve the 
needs and desires of learners. Universities and colleges 
are spending extensively developing and incorporat-
ing advertisements to boost the engagement of their 
institutions with prospecting students. 

Subsequently, this research endeavors to investi-
gate the impact of promoting methods undertaken by 
private universities from the undergraduate students’ 
perspective, concentrating on exercises of the private 
universities working in Pune. For the research, as of 
late enlisted undergraduate students in the MBA pro-
gram were studied as they have high odds of review-
ing the choices made during the enrolment procedure 
[10]. The significant targets of this examination are as 
per the following:
• To recognize how undergraduates at the MBA lev-

el concentrating in various private administration 
universities esteem the different variables while 
choosing the program.

• To analyze the relationship of special exercises of 
management universities with that of enrolment at 
the MBA level.

Qualities of choices made by the enrolled student to 
enter the MBA program are not indeed known in In-
dia. In this manner, it may expand information about 
components that are viewed as persuasive. Moreover, 
it will offer data about an institute whose necessities 
have been disregarded in the past examines. The re-
search is therefore undertaken to assess the elements 
students prefer. At the same time, they select an in-
stitute based on the college’s different attributes. This 
study will help institutes to aim at prospective students 
by including these features in their promotional de-
tails [11].

This research article will undertake the flow as the 
next segment relates scholarly writing and investiga-
tions’ review. After that point, the analysis and discus-
sion of results are done. At last, the paper closes with a 
summary in the form of conclusions and bearings for 
exploration soon [12].

2. Literature Review
The idea was shown by a bully of a proactive cor-

respondence system for private tertiary foundations. 
The notice mix factors execution is concerned; it was 
discovered that not all 7p’s are utilized incongruity, 
which affects the organization’s presentation. Explora-
tion discoveries show that both long haul and momen-
tary methodologies are being used and that the show-
casing plan directs the activities of the associations. 

The research was carried out by Gatfield et al. to 
evaluate the factors that were deemed significant to 
the students in their choice of Australian universi-
ty education. He decided to examine the efficacy of 
promotional and foreign advertisement content. The 
result was that there was a considerable connectivity 
difference in some instances between student views 
about what is perceived relevant and those shared with 
the majority regarding universities through the educa-
tional institutions’ printed material [13].

The job of showcasing was considered by Bamfo et 
al. on interchanges in the registration of undergrad-
uate pupils at separate colleges in Ghana. Separate 
colleges, who handle their promoting efforts viably 
and productively, have put them well and subsequent-
ly, accomplish a manageable upper hand in the mar-
ket, Chawla (2013) likewise focused on the nearness 
of the 7 Ps of administration advertising blend in the 
instruction administration industry, which is essen-
tial to undergraduate students when settling on any 
association. Yamamoto took a gander at the college’s 
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choice models for a better college. The board using 
advertising apparatuses and found that families were 
extremely persuasive while picking a college [14].

It was endeavored by Fosu & Poku to perceive the 
vast elements that impact the alternative f college for 
undergraduate students. The examination found that 
courses offered, elevated level teachers all around 
supplied library and web, good talk time tables, and 
valuation for capabilities by bosses were the hugest 
variables that impact college decision for undergrad-
uate students. Haur directed research to recognize and 
comprehend the variables that influence the goal of 
undergraduates to precede with their investigations at 
advanced education foundations. The study found that 
the expense of training, quality, and nature of degrees, 
people (family, associates, cohorts, and instructors), 
class, and the institute’s campus are essential compo-
nents that impact the understudy’s expectations.

In another study, Hung uncovered that the five 
most significant components for undergraduate stu-
dents’ school choice were: placements, educational 
programs, academic notoriety, staff, and exploration 
condition. On similar lines, Odio contemplated fac-
tors that impact understudy enrolment in social exam-
inations and found that business openings, class, and 
natural components impact understudy enrolment in 
social investigations programs. Those components 
that stand apart were investigated by Mehboob et al., 
basically in affecting and deciding understudy’s par-
ticipation choice in higher education institutes. The 
factor “facility” is the most compelling quality found 
in deciding understudy enrolment choices in higher 
education institutes [15].

Sia’s objective was to perceive factors that under-
graduate students think about significant in their de-
cision of school choices and showcasing outcomes to 
instructive executives. Results proposed that planned 
undergraduate students think about the program, 
costs (monetary help), area, secondary school staff, 
companions and companions, and grounds visit to be 
significant measures in their decision of school choic-
es. The research was directed by Lai et al. to address 
the general issue at the college level. It related it to the 
patterns at the university and the national level. 

A gander was taken by Sarwar et al. at the com-
ponents that affect undergraduate students in picking 
their higher education services in Malaysia’s various 
higher education foundations. The result shows that 
college teaching capability is the most vital factor that 

impacts a student in picking his/her propelled train-
ing foundation followed by the educational system, 
instructive program plan, and accreditation, ground 
workplaces. 

The undergraduates are affected by a perplexing 
framework of variables that incorporates the immate-
rial and materialistic variables. Intangible factors may 
include the institution’s name, the nature, and signif-
icance of the classes they deliver, or even the teachers 
who work with them. The complex method and a few 
segments that can be used to promote attempts were 
proposed. He dubbed them “cues,” including Campus 
Facilities, Lecturer Profiles, Academic Papers, and so 
on, and gave aspiring undergraduates the green light 
to choose their preferred institute. Lamb et al. claim 
that these signs can be marketed effectively to produce 
the desired promotional effects [16].

Omboi and Mutali directed an investigation to 
study enrolment at private colleges in Kenya and saw 
that print media, magazines, and pamphlets were ex-
ceptionally evaluated as the best-promoting special-
ized instruments for giving data to imminent under-
graduate students. 

The research was likewise directed at embracing 
undergraduates as a client approach. It was analyzed 
by Watjatrakul undergraduates’ convictions concern-
ing results of the reception of the student as-client idea 
and the collaboration impacts of these results and the 
social effect on undergraduates’ perspectives toward 
acknowledgment of the student as-client idea and 
their goals to learn at colleges. The outcome demon-
strated that undergraduates accept that the colleges’ 
appropriation of the student as-client idea will prompt 
instructive assistance. The educators are increasing-
ly dedicated to increment informative quality and 
matching student-teacher relationships. This investi-
gation will help in accomplishing course accomplish-
ments without any problem.

Khan focused on research to identify the need to 
introduce social media marketing and the number of 
techniques used to do marketing on social media for 
the post-graduation institutions in New Zealand. Out 
of all the institutions considered in this research, only 
two-fifth of them use social media as a marketing plat-
form. Activities such as public relations and customized 
marketing, taking the help of the budding influenc-
ers, personalizing consumer experience based on the 
needs, and tapping customer creativity are few market-
ing strategies used in this process. According to Khan 
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(2018), higher education institutes in New Zealand are 
not making fair use of the resources, which can help 
them blossom in the world market of education [17].

The objective was accepted by Davies & Ellison of 
the “Promotion” of an educational facility is to guar-
antee that it is as well as auxiliary beneficiaries, just 
as removed accomplices, that is, the legislature, have 
perceived and esteemed its capacity or not. 

2.1. Key Debates and Controversies
The central part of the work has recognized the re-

quirement for an imaginative battle system to advance 
instructive administrations. The impact of various 
showcasing factors is broken down to distinguish key 
variables affecting enrolment in higher education. En-
deavors have also been made to set up another adver-
tising mix that is all the more fitting for the progres-
sion of educational service. Among the investigation 
discoveries, most prospecting students pick proficient 
instructors, campus, and placements as the factors 
while choosing the college.

2.2. Gaps in Existing Knowledge
Until this point in time, there is a gap in the utiliza-

tion of features provided by universities in promotions 
for customers in enrolling and holding planned and 
existing customers in educational establishments. This 

study, along these lines, expects to break down the 
advertising exercises performed by management col-
leges of Pune based on the unique elements utilized by 
them during enrolment [18]. Given this, the research 
endeavors to respond to the following:
• Which are the aspects that students trust when 

choosing private management colleges for higher 
education?

• Where can private colleges enhance performance 
in the enrolment process?

3. Objective and Road Map

3.1. Objective of Research
The objective behind this investigation is to de-

cide the impact of different elements of the advertis-
ing blend [(7P Model) that includes product as the 
first P, price as second, promotion as third, place as 
fourth, people as the fifth, process as sixth and physi-
cal evidence as seventh] on the enrolment decision of 
undergraduates for admission at private management 
educational institution [19].

3.2. Research Model
The constructive model for this research study fol-

lows Booms and Bitner’s 7ps Marketing Mix model, as 
shown in Figure 1.

Figure 1: Research Model
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4. Research Design
With the end goal of this investigation in mind, in-

formation was accumulated employing a survey, and 
essential information assortment was utilized. De-
scriptive research was designed, and an analysis was 
carried out. To evaluate and describe the features of 
universities of importance to the prospect, students in 
this case, research was carried out in that order [20].

4.1. Sample
The technique of Probability-simple random sam-

pling is adopted for this investigation. We targeted a 
sample size of 306 student respondents for this study. 
The selected samples can be representative for the 
generalization of the findings.

4.2. Data Collection Tool
An undertaking for designing a questionnaire 

was carried out as an instrument to collect primary 
data. It gathered acting as a principal tool for col-
lecting data with open-ended and close-ended ques-
tions. Questionnaires were distributed and collected 
back in August 2020. The questionnaire included 
questions to collect respondents’ demographic data 
[21], and it also inquired about the factors for un-
dertaking the master’s degree at their opted institute. 
Items related to campus, placements, facilities, fi-
nances, faculties, promotions, and curriculum were 
investigated on a Likert scale. Quantitative Data was 
to be collected, so the polls depended on the numer-
ical and Likert scale for estimation. These questions 
were made after analyzing various past studies. We 
used an online method to float the survey to collect 
our data. The respondents filed the questionnaire as 
honestly as possible [22].

5. Result and Discussion
A quantitative investigation of information was 

done to respond to the examination inquiries of this 
research. The numerical information acquired from 
the questionnaire was entered into a spreadsheet for 
measurable examination upon collecting the values 
from the respondent. For example, statistical tests 
were performed on data collected using exploratory 
factor analysis. 

A total of 306 management student respondents 
participated in this research study. From now on, a de-
tailed review of their reactions will be conducted and 
a discussion of the same. See Table 1.

Table 1
Descriptive

Categories Frequencies Percentage

Gender
Male 159 52%
Female 147 48%

Age

18-21 32 10%
22-28 271 89%
29-35 2 1%
35+ 1 0%

UG background

Commerce 57 19%
Management 47 15%
Engineering 141 46%
Arts 23 8%
Others 38 12%

Male respondents made a total of 52% contribution 
to the study against 48% female respondents.

From the total participants, 88.6% fall in the age 
group 22-28, and around 10.5% fall in the age group 
of 18 to 21 years. 

43.1% of MBA aspirants had an engineering back-
ground as their graduation degree. With a commerce 
background, 18.6% participated, and about 15% came 
from the management background itself [23].

As shown in Table 2, the small number of respon-
dents (20 %) supposedly has not ever planned to visit 
their current universities before enrolment. 80 % got 
to see their universities at least once [24].
Table 2
Visited institution before enrolment

Frequency Percentage
Visited at least once 246 80%
Never Visited 60 20%

5.1. Exploratory Factor Analysis
According to Hadi et al., if the Kaiser Meyer Olkin 

(KMO) estimation is greater than 0.5, the sampling 
for this investigation is sufficient or sufficient. Our re-
search yielded a value of 0.670 KMO, indicating that 
the sampling for this analysis was adequate. 

The null hypothesis was refuted by Bartlett’s Test of 
Sphericity, which yielded a significance of.000. There 
is a connection between variables and decisions.

Both the KMO statistic and Bartlett’s test of spheric-
ity show that a factor analysis model is sufficient [25].

Merenda’s thumb rule for transparency is that “the 
proportion [of deviation accounted for] should be 
at least 0.50 for the sum of ‘real’ variables and com-
ponents.” The first five factors accounted for 52.104 
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percent (or 0.52) of the total difference in the sample. 
Finally, the object landing cut-off was set at 0.4, and 
all docks were above 0.4, meaning that no duplicates 
were created.

As a result, there are five conditions for choosing 
an MBA offering institute, each with an Eigenvalue 
greater than 1. Factor one accounts for 13.685 percent 
of variance explained, while factors 2, 3, 4, and 5 ac-
counts for 13.477 percent, 8.816 percent, 8.452 per-
cent, and 7.675 percent, respectively See Table 3.

Common segment feature inquiry with varimax 
rotation and Kaiser Standardization is used due to the 
numerous factors. The element analysis involves five 
components for selecting an MBA Institute among In-
dians, and the standard identity of the interpretations 
has defined the elements [26].

According to the Exploratory Factor Analysis, we 
have five factors for our research. The five factors that 
affect a student’s decision to enroll any student for B 
School selection and their components are:

5.1.1. Academic Attributes 
The first extracted factor is academic attributes. 

Provision for Extracurricular activities, campus at-
tractiveness, teaching practices adopted by faculties 
during classroom sessions such as case lets, role play, 

presentations, and lecturers’ profile combine to make 
academic attributes a factor. It amounts to a 13.685 
percent difference.

During our research, we discovered that a combi-
nation of individuals, methods, and physical evidence 
as part of factor academic attributes played a critical 
role in determining academic factor attributes of col-
lege selection [27].

5.1.2. Campus Attributes
Attributes related to campuses such as the insti-

tute’s location, classroom layout, and playground or 
designated play area, and accessibility of campus make 
campus attributes a factor as a whole. 

With a deviation of 13.477 percent, this factor has 
emerged as the investigation’s second most important 
factor. According to the findings, campus location and 
infrastructure affect decision-making. We noted that 
place and some elements of physical evidence jointly 
made this factor necessary for student enrolment [28].

5.1.3. Future Scope
An essential determinant of this study, with a vari-

ance of 8.816 %, future scope influences the enrolment 
decision to a management institute of Pune. Place-
ment provided by the college is a system administered 

Table 3
Factors extraction matrix (Rotated Component Matrix)

Component
1 2 3 4 5

Campus Attractiveness .759
Extracurricular Activities .750
Teaching Practices .658
Lecturers .546
Location of campus .755
Play Area .673
Class Layout and Strength .649
Accessibility of campus .598
Placements Offered by the institute .767
Employment Opportunity of Course .687
Scholarship .745
Program Fee .579
Website of Institute .632
Influence of Coaching Institutes .509
Social Media Handles of Institute .489
Blogs and Other influential websites .404

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
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inside colleges to find work for students approaching 
the end of their courses. In this sort of design, the edu-
cational institute links with organizations that plan to 
enrol MBA students. 

Opportunities after MBA like placements offered 
by the college and employment opportunities of the 
post-graduation course, MBA in this investigation, are 
considered under the future scope. 

This factor is an essential indication that the prod-
uct component of the marketing mix of any university 
is significant from the student’s perspective as both 
placement and employment scope is included as part 
of the product.

5.1.4. Financials
A Scholarship is an honor money-related guide 

for an undergraduate to encourage their future study 
at an educational facility. Entities like scholarships 
provided by the institute for the course offered 
and fees for the system to be paid in fulfilment of 
post-graduation program join to form a factor called 
Financials [29].

This exploration recognized financial as the fourth 
most significant factor for the students in choosing a 
college. Consequently, the colleges’ price marketing 
mix must fit in with the necessities of the admission 
market. It contributes to the study with a variance of 
8.452 %.

5.1.5. Promotion influence
A relevant factor in the age of digitalization, the 

fifth factor, promotional influence, reveals that the in-
formation provided on the university website, social 
media presence of universities, experiences, testimo-
nials, and suggestions shared in coaching institutes 
during preparation for MBA entrance examination 
as well as blogs and influential websites with various 
inputs, influences the choice of college selection. In 
this investigation, we can quickly identify that promo-
tion through online media such as website and social 
media, along with institutional reviews on various 
websites and blogs and offline advertising in coach-
ing classes, plays a significant role in decision mak-
ing. The variance generated by this factor resulted 
in 7.675%. We carry out that critical element of the 
marketing mix, that is, promotion, and its activities 
through online and offline mediums establish effec-
tive to connect with prospective MBA aspirants and 
institution [30].

6. Conclusion
With the changing times, we have observed the 

preferential shift in students’ decision-making who 
want to perceive an MBA as their higher education. 
By surveying 306 students who have enrolled for 
the MBA program in universities and colleges offer-
ing MBA in Pune city of Maharashtra from different 
states and union territories of India, we can general-
ize the findings of this study to the Business Schools 
of India. As a primary goal, this investigation was an 
attempt to evaluate undergraduates’ purposes for as-
sociating with a post-graduation in MBA, especially 
by colleges working in Pune, just as a measure used 
to choose the program. A pilot study was directed to 
test the dependability of the interior credibility of the 
survey questions framed. The poll was strengthened 
when Cronbach’s alpha coefficient was tested on it. 
The after-effects of the examination showcased that 
the reliability percentage was more than 70 %.

Academic and campus attributes of the institute 
offering the course are the key objectives for students 
seeking an MBA program in Pune. Participants of this 
investigation rated Extracurricular activities, campus 
attractiveness, teaching practices, and Lecturers are 
the most significant persuasive components behind 
students’ determination of an MBA program. Respon-
dents accept that the teaching practices that include 
different managerial approached to solve management 
cases help an MBA program furnish graduates with 
more grounded administrative aptitudes. In this way, 
business schools are encouraged to promote faculties 
and lecturers most regarded by the students during 
promotions of the MBA program. The business college 
should consider the estimation of the MBA program 
and the conveyance method most suited to enrolled 
candidates and thus should also focus on the campus 
attributes such as the location of campus and accessi-
bility of the same. Students also consider the play area 
provided by campus and class layout with the strength 
of students participating in every classroom session 
for finalizing their higher education institute.

The subsequent profile is one of the critical aspects; 
every aspiring MBA student keeps checking on while 
finalizing the business school. Future scope factor 
points to the institute’s industry’s necessity to improve 
the placement arrangements for prospecting students. 
Employment opportunities of the program and alum-
ni achievements in their professional life should be 
highlighted in any promotion carried out by the in-
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stitute as part of their marketing for the admissions 
campaign.

Financial elements, which have pulled in the stu-
dents towards business colleges, are cost-effective mea-
sures such as scholarships provided by the University 
for the Course offered and program fee charged by the 
institute for the study provided. The cost reduction by 
scholarship helps attract and finally convert a student 
aspiring for an MBA.

Considering that the web platform is the essential 
source of data on the MBA curriculum, staff at infor-
mation centres of Universities and the MBA system 
should be equipped to showcase the marketing blend. 
They ought to strike a deal more about the value of the 
curriculum. More photographs and eulogies should be 
linked to the means of communication (both online and 
offline modes) that might demonstrate whether exist-
ing students or future graduates could improve the pro-
fessional bureaucracy. As we go to micro studying, we 
find that the more than the average age, around 89 % of 
the respondents are between 22 and 28, which signifies 
that this age considers the digital promotions influence 
and the components of the same as blogs and various 
websites for comparison must be taken care of by the 
information officer of any MBA college to promote the 
institute during the admission season. The promotion 
influence also considers coaching institutes. Thus, affil-
iation with famous coaching classes can add up to more 
recognition of the institute during admissions.

From the outcome generated, we found that (Price, 
Place, and Process) altogether influence the student’s 
choice of MBA institute. At the same time, the other 4 
Ps (Promotion, Physical Evidence, People, and Prod-
uct) have elements of it that impact the decision. Tak-
ing everything into account, the exploration target, 
which is considering the connections between Mar-
keting Mix using 7Ps and undergraduates’ enrolment 
in MBA institutions, has all been accomplished in this 
examination.

Be that as it may, there are likewise a few focuses 
where prospective students do not rely upon or do not 
consider while choosing the final college for enrol-
ment. If institutes do not address these issues in their 
promotions, at that point, they can cut on spending 
plans of marketing strategy to some degree to the best 
of my insight.

Finally, the investigation carried out here is a 
pre-exertion to investigate the respondents’ mentali-
ties aligned for MBA program in Pune colleges, espe-

cially from the perspective of the students themselves, 
and to aid the colleges’ marketing agencies with the 
key areas to focus in their promotion strategy to at-
tract and pull the promising student managers.

It is trusted that subsequent investigations would 
give more inclusion comparative with the discoveries 
of this examination. It may stretch out this investiga-
tion to cover enrolment from other master courses to 
distinguish the similitude and the distinctions for the 
general significance of the factors deciding students’ 
fulfilment just as the appraisal of every particular edu-
cational system. Even the perspective can be aligned to 
a parent’s decision or, to be precise, the fee-paying per-
sonnel. They would consider different aspects keeping 
in mind the return of the investment made in the ca-
reer option. 
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