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Preface 
 
Welcome to The Organisa2onal Learning Centre and the OLC Educa2on Conference Proceedings for 2023 
(OLCEC’23).  This interna2onal conference celebrated the 25th Anniversary of OLC (Europe) Ltd in the 26th 
year of providing learning provision for individuals, teams and organisa2ons throughout the United Kingdom 
and opera2ng globally.  

OLC (Europe) was founded in 1998, as a spin out enterprise from the University of Salford, by Dr Chris 
Bamber, Dr John Sharp and Dr Mick Hides. They were research colleagues inves2ga2ng the People-Process 
interface, who had a shared purpose of improving the lives of individuals, teams, and organisa2ons and a 
college of Excellence in Higher Educa2on was emerged. Inspired by the rela2onship that had developed, with 
San Jose State University Professor Bob McQueen, who was responsible for OLC in California, the principles of 
“Learning by Doing” and “Respec2ng Individual’s from where they are at” are embedded within the fabric of 
the College. 

The Organisa2onal Learning Centre (OLC) is one of the UK’s most successful independent Higher Educa2on 
Ins2tu2ons. OLC is at the forefront of prac2cing inclusivity within teaching and learning, is pioneering 
research publica2ons into Higher Educa2on Governance and Risk Management and at the forefront of 
scholarship. 

OLC has always been in Search of Excellence since 1998 and received accolades and praise from Bri2sh 
Accredita2on Council, Lloyds Quality Assurance, Quality Assurance Agency and Pearson demonstrate the 
applica2on of best prac2ce within Higher Educa2on. It has achieved Premier Status for the delivery of the 
Chartered Ins2tute of Credit Management, level 5 diploma courses and for the HND Healthcare Prac2ce Level 
5 Programme achieved 100% Overall Student Sa2sfac2on two years in a row. 

 
The conference theme for 2023 OLCEC’23:  
Governance and the Management of Risk in Higher Educa8on: 
Towards Sustainable Development 
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Conference Introduc/on 
 
On the 6th December 2023 OLC held the annual conference with the theme of  “Governance and the 
Management of Risk in Higher Educa2on: Towards Sustainable Development.”  OLC has a dis2nc2ve spirit 
that embraces inclusivity, compassion and resilience. It is dedicated to excellence in higher educa2on and has 
an embedded vision of improving its posi2ve impact on the socie2es it serves.  As such this conference was 
open to all OLC students on their higher educa2on journey, past and present, alongside acknowledged 
experts and widely published speakers OLC students presented posters, abstracts and full paper ar2cles. 

The conference organising commibees considered full paper ar2cles for publica2on in the Journal of 
Management Dynamics in the Knowledge Economy (MDKE) and consequently a special edi2on was produced 
in 2023:  

• MDKE Vol. 11 No. 3 (2023): Developing Sustainable, Innova2ve, and Agile Higher Educa2on 
Ins2tu2ons (HEIs). Special issue coordinated by Enis ELEZI, Christopher BAMBER and Alireza 
NAZARIAN and Published: 2023-09-24.  Consequently, that publica2on provided several published 
works, namely:- 

• MDKE Guest Editorial: Developing Sustainable, Innova2ve, and Agile Higher Educa2on Ins2tu2ons 
(HEIs), by Enis ELEZI, Christopher BAMBER, Alireza NAZARIAN 

• The Role of Leadership in Promo2ng Student Centred Teaching and Facilita2ng Learner’s Responsible 
Behaviour, by Nishigandha SHINDE, Christopher BAMBER 

• Educa2onal Leadership for Equality, Diversity and Inclusion in Curricula Design, by Enock Tinashe 
TSAPAYI, Abneer E SAMUEL 

• Inves2ga2ng Sustainable Business Ecosystems and the University Role: A Cluster Analysis, by Bianca-
Roxana SĂLĂGEANU (ŞOLDAN), Ruxandra BEJINARU 

• Exploring Enterprise-Wide Risk Management System in Higher Educa2on, by Christopher BAMBER 
• Naviga2ng Psychological Crises in Leadership Transi2ons, by Abneer E SAMUEL, Enock Tinashe 

TSAPAYI 
• A Bibliometric Analysis of a Four-Construct Framework: Innova2on Management, Compe22ve 

Advantage, Agility and Organiza2onal Performance, by Loredana JERDEA 

Academic Posters where exhibited only or the posters exhibited and presented.  For those students and 
academics that could not abend the conference or decided just to exhibit they did not need to present their 
poster and were allowed to just exhibit the poster. Those students and academics of OLC that wished to 
present had the opportunity to do so.  The conference theme poster organising commibee was made up of 
the OLC Director of Teaching, Learning and Assessment Enhancement and the OLC, Heads of Departments 
and they considered and accep2ng academic style posters from any Higher Educa2on level disciplines from 
students of OLC, partner colleges, OLC academics and OLC staff.   The Presenta2on of the OLC Silver Jubilee 
Awards for best Academic Poster was presented by Sarah Moraes, MA, BSc, PGCE (M). Awards for best 
Abstract and best Full Paper where presented by Dr Chris Bamber, PhD, MSc, FCollT. 
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Keynote Speakers and Conference Chairpersons 
 

It was a pleasure for me to invite to The OLC Educa2on Conference (OLCEC’23), our Conference Keynote 
Speakers and Chairpersons: 

• Ms. Colebe Mazzola-Randles, MSc, PGCE, BSc, FdA, Curriculum Manager - Blackpool and The Fylde 
College, studying for a PhD in Ar2ficial Intellegence in HE at Lancaster University    

• Assistant Professor, Dr Faical Chanour, PhD, MBA, MA, BA, PGDip, Ministère de l'Enseignement 
Supérieur, de la Recherche Scien2fique et de l'Innova2on, Marrakesh, Marrakesh-Safi, Morocco 

• Professor Cedric Aimal Edwin, PhD,  BSc, Senior Lecturer – Entrepreneurship, Business Coach, Design 
Thinker, Management Consultant, Growth Hacker 

• Mr. Encok Tsapayi, MA, BA (Hons), PGCE (M), QTLS,  Head of School of Health, Social Care & 
Wellbeing & Lecturer at OLC (Europe) Ltd studying for a Doctorate in Higher Educa2on at Lancaster 
University 

• Dr Allan Lawrence, PhD, BSc, Director at Projects Beyond Borders Ltd  and Health, Social Care & 
Wellbeing & Lecturer at OLC (Europe) Ltd 

• Dr Jonathan Mann, PhD, PGCE, PGCert, MA, BA (Hons), Head of Digital and LRC at Blackpool and The 
Fylde College 

• Dr David Bamber, PhD, MEd (Psych), PGCE, BSc, Director of Studies at University of Bolton and 
External Examiner for UK Universi2es 

• Ms. Sarah Moraes, MA, BSc, PGCE (M), Director of Educa2on Innova2on and Academic 
Developments 

• Mr Mathew Cox, MA, BSc, PGCE (M), QTLS, Health and Social Care Tutor at OLC (Europe) Ltd and 
studying for a Doctorate in Higher Educa2on at Lancaster University 

• Dr Shajib Ullah, PhD, MSc, BSc, Programme Manager BA (Hons) Business Management with 
Founda2on Year, School of Business and Compu2ng (SBaC) 

• Dr Rashed Khan, PhD, MCIPD, lecturer in Interna2onal Business and Marke2ng at the Salford 
Business School 

• Mr Abneer Samuel, Business Studies Lecturer, MBA and studying for a Doctorate in Higher Educa2on 
Leadership at the University of Bolton 

• Ms. Sally Dixon, MBA,  Principal OLC (Europe) Ltd and Assessor for Quality Assurance Agency 

The conference was a complete success with over 50 presenta2ons across the four academic streams. With 
representa2ves from researchers from Europe, Africa, The Americas, Asia, Middle East and Australia the 
conference was truly global and represented cusng edge interna2onal research.  
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Conference Timetable 
 

Conference Timetable 
10:00 to 10:20    Opening Remarks and keynote  
Dr Chris Bamber   
Provides the welcome speech and introduce the conference proceedings and explain the various 
activities of the day. 1st Keynote Speech: The Role of Governance and Risk Management in Higher 
Education Institutions. He will then introduce the scientific committee members and invite the 
keynote speaker.  
10:20 to 10:40   Keynote Speech  
Ms. Colette Mazzola-Randles    
Key Note Speech: The Risks associated with AI in Higher Education Institutions for Sustainable 
Development  
10:40 to 10:45   Conference Safety Briefing  
Dr Chris Bamber  
Streams’ 1 to 4 Timetable  
11:00 to 12:30   Session 1: Conference Paper Presentations [four papers]  
12:30 to 13:30   Break for LUNCH in Conference Setting  
13:30 to 15:15   Session 2: Conference Paper Presentations [six papers]  
Conference Stream 1  Higher Education Providing Positive Impact on Society   
Chair: Dr Faical Chanour  Co-Chair: Encok Tsapayi  
Keynote: Professor Cedric Aimal Edwin  
Conference Stream 2   Emerging Technologies in Higher Education   
Chair: Colette Mazzola-Randles Co-Chair: Dr Allan Lawrence  
Keynote: Colette Mazzola-Randles  and Dr Jonathan Mann  
Conference Stream 3  Being Human in the Higher Education Environment   
Chair: Dr David Bamber  Co-Chair: Sarah Moraes  
Keynote: Mathew Cox  
Conference Stream 4  Higher Education Systems: Business and Economics   
Chair: Dr Shajib Ullah  Co-Chair: Dr Rashed Khan  
Keynote: Mr Abneer Samuel  
16:00am to 16:30  Closing Speech and Awards  
Ms. Sally Dixon, MBA Principal OLC (Europe) Ltd  
Sally will provide a summary to the conference proceedings and thank the keynote speakers, 
exhibitors, poster presentations and all the speakers at the conference.  
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Keynote Presenta/ons 

Presented by: Cole/e Mazzola-Randles 

 
 

  

Cole%e Mazzola-Randles

Curriculum Manager Appren0ceships

Digital and Crea0ve Innova0on

Blackpool and the Fylde College

cmaz@blackpool.ac.uk

Embracing AI
Cole%e Mazzola –Randles



 

8 

 

  



 

9 

 

  



 

10 

 

  



 

11 

Presented by: Abneer Samuel  

Strategic Management of
Digital Transforma3on in UK
Private Higher Educa3on
Ins3tu3ons (HEIs)

Abneer Samuel MBA, BA (Hons),
University of Bolton (PhD student number 2009260)

July 2023

Abneer Samuel MBA, BA (Hons)
University of Bolton (PhD student number 2009260)

Introduc)on
Digital Transforma/on: Leveraging technologies to enhance delivery, produc5vity, administra5ve
efficiency.

Importance: Digital transforma5on is reshaping higher educa5on, enabling remote learning,
collabora5on, personalized educa5on, and facilita5ng data-driven decision making. It offers
opportuni5es for ins5tu5ons to innovate and maintain compe55veness in a rapidly evolving
educa5onal landscape.

Digital Transforma/on in UK's Private HEIs: The UK's private higher educa5on sector is increasingly
adop5ng digital technologies. However, the degree of adop5on, strategic management, and success
varies across ins5tu5ons. This inconsistency presents an opportunity to examine and understand
how these ins5tu5ons are managing digital transforma5on.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Digital Technologies in Use
Mandatory
• Learning Management Systems (LMS)
• Student Informa6on Systems (SIS)

• Library Management Systems
• Digital Assessment Tools

• Email and Basic IT Infrastructure

Op+onal
• Video Conferencing Tools
• E-porColio plaCorms

• Adap6ve Learning PlaCorms
• Learning Analy6cs Tools

• MOOC plaCorms

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Research Problem

Research Problem: Limited
understanding exists on
the strategic management
of digital transforma4on in
UK's private HEIs.

01
Significance: The gap in
knowledge risks ineffec4ve
digital implementa4on,
missed enhancement
opportuni4es, and
poten4al compe44veness
setbacks.

02
Poten5al Impact:
Addressing this problem
could guide decision-
making, improve
educa4onal delivery, foster
innova4on, and enrich the
knowledge field.

03

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Cont.…

• Objec5ve 4: To evaluate the outcomes of digital transforma4on ini4a4ves within UK private HEIs. This
involves analysing the impacts on educa4onal delivery, opera4onal efficiency, student engagement,
and compe44veness.

• Objec5ve 5: To derive best prac4ces and success factors in managing digital transforma4on in the
context of UK private HEIs. This will contribute to a framework that could guide these ins4tu4ons in
op4mizing their digital strategies, thereby enhancing educa4onal quality, increasing ins4tu4onal
efficiency, and fostering innova4on.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Research Objec3ves
• Objec&ve 1: To cri&cally assess the current state of digital transforma&on within UK private HEIs. This includes

examining the range of digital technologies adopted, the degree of their integra&on in teaching, learning, and
administra&ve processes, and varia&ons across different ins&tu&ons.

• Objec&ve 2: To inves&gate the strategic approaches adopted by UK private HEIs in managing digital
transforma&on. This involves exploring their digital strategies, the decision-making processes involved, and the
factors influencing these strategies.

• Objec&ve 3: To iden&fy the challenges and barriers encountered by UK private HEIs in implemen&ng digital
transforma&on. This will shed light on the difficul&es experienced at different stages of digital integra&on, and
how they are being addressed.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Cont.…

• Research Ques&on 4: What are the impacts of digital transforma&on ini&a&ves on educa&onal delivery,
opera&onal efficiency, student engagement, and compe&&veness within UK private HEIs?

• Research Ques&on 5: Based on the research findings, what can be iden&fied as best prac&ces and success
factors in managing digital transforma&on within UK private HEIs?

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Research Ques3ons
• Research Ques&on 1: What is the current state of digital transforma&on within UK private higher educa&on

ins&tu&ons (HEIs)? Which digital technologies have been adopted, and how are they being used in teaching,
learning, and administra&ve processes?

• Research Ques&on 2: What strategic approaches are UK private HEIs employing to manage digital
transforma&on? How are these strategies formulated and what factors influence their development?

• Research Ques&on 3: What are the challenges and barriers faced by UK private HEIs in implemen&ng digital
transforma&on? How are these difficul&es being addressed?

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Cont.…

Opportuni&es/Threats (External Factors)Strengths/Weaknesses (Internal Factors)

Opportuni&es:
1. Technological Advancements
2. Societal Trends towards digitaliza&on

Strengths:
1. Leadership and Governance
2. Exis&ng Infrastructure
3. Resources

Threats:
1. Regulatory changes
2. Compe&&ve landscape of the private higher educa&on

sector

Weaknesses:
1. Limited digital literacy of staff
2. Poten&al resistance to change

Internal Factors

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Internal and External factors considera3on

Descrip&onFactor

Regulatory Environment: Rules and regula&ons guiding digital technology use in educa&on.Poli&cal

Market Compe&&veness: The compe&&ve landscape of the private higher educa&on sector in
the UK.Economic

Student Expecta&ons: The increasing digital expecta&ons of students. Societal Trends: The
larger societal trends, such as the shiX towards remote work and learning.Societal

Technology Trends: The ongoing trends and advancements in educa&onal technology.Technological

Not highly relevant in this context. Could poten&ally consider environmental impact of digital
infrastructure.Environmental

Compliances with data protec&on laws, accredita&on requirements, etc.Legal

Understanding external and internal factors is crucial for holis&c research, as it frames the context within which
strategies unfold. External factors set the broader landscape that influences strategic decisions, while internal
factors determine an ins&tu&on's ability to execute digital transforma&on. Exploring these elements can reveal
why strategies succeed or fail, and how ins&tu&ons can op&mally navigate digital transforma&on, ensuring the
prac&cal value of the research.

External Factors

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Quan3ta3ve Phase
• Survey Administra&on: The survey will be designed to capture data on the use and management of digital

technologies within the par&cipant HEIs. It will be distributed online, ensuring reach to various stakeholder
groups within private HEIs - administra&ve staff, faculty members, and students.

• Data Collec&on: The survey will include a mix of closed-ended ques&ons for ease of quan&ta&ve analysis,
and open-ended ques&ons to capture more nuanced views. Ques&ons will focus on the extent of digital
technology use, perceived effec&veness, challenges encountered, and areas of poten&al improvement.

• Target: Administra&ve staff, faculty, students across diverse UK private HEIs.

• Respondents: Aim for 100-200 respondents per stakeholder group from each ins&tu&on.

• Ques&ons: Approximately 20-30 clear, concise, and direct ques&ons.

• Validity & Reliability: Ques&ons designed based on research objec&ves, reviewed by experts, and piloted for
relevance and comprehensibility. Consistency checked via repeated/similar ques&ons.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Proposed Methodology
• Research Design: This research will employ a mixed-methods approach, integra&ng both quan&ta&ve and

qualita&ve methods. This design allows for a robust understanding of the strategic management of digital
transforma&on, capturing not only pa`erns and trends (via quan&ta&ve data) but also depth and context
(via qualita&ve data).

• Data Collec&on: Primary data will be collected through two main means: surveys and semi-structured
interviews. Surveys will be distributed to a representa&ve sample of stakeholders (including administra&ve
staff, faculty members, and students) within private HEIs to gather quan&ta&ve data. Semi-structured
interviews will then be conducted with a select group of par&cipants to gather rich, qualita&ve insights.

• Sampling: The research will use stra&fied sampling to ensure representa&on from different stakeholder
groups within private HEIs. Purposive sampling will be used for the interviews to select par&cipants who can
provide deep insights based on their roles and experiences.

• Suitability: The mixed-methods approach is suitable for this research as it allows for an in-depth
understanding of complex phenomena like digital transforma&on, capturing both the breadth of experiences
(through surveys) and the depth of individual perspec&ves (through interviews). This combina&on can yield
comprehensive insights into how private HEIs in the UK are managing digital transforma&on, making this
methodology both rigorous and contextually sensi&ve.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Analysis Techniques
• Sta$s$cal Analysis: Quan6ta6ve data from the survey will be analysed using sta6s6cal soJware

to iden6fy paKerns and trends. Techniques may include descrip6ve sta6s6cs, correla6on analysis,
and regression analysis, depending on the nature of the data.

• Thema$c Analysis: Qualita6ve data from the interviews will be transcribed and analysed using
thema6c analysis. This involves coding the data and iden6fying recurring themes to uncover
insights about the strategic management of digital transforma6on.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Qualita3ve Phase
• Interview Administra&on: Semi-structured interviews will be conducted with a select group of par&cipants.

This includes ins&tu&onal leaders, key decision-makers, faculty members, and students. The interviews will
be held remotely, either through video conferencing or phone calls, depending on par&cipant preference.

• Data Collec&on: Interviews will be guided by a predetermined set of ques&ons but will allow room for
follow-up queries based on par&cipant responses. The ques&ons will delve into par&cipants' experiences
with digital transforma&on, their percep&ons of its impact, and their insights on the strategic management
of the process.

• Par&cipants: Ins&tu&onal leaders, decision-makers, faculty, students from surveyed ins&tu&ons.

• Respondents: Aim for 15-20 interviews per stakeholder group.

• Ques&ons: Approximately 10-15 open-ended ques&ons.

• Validity & Reliability: Ques&ons linked to research objec&ves, mul&-researcher coding analysis, and
member-checking for accuracy confirma&on.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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  Expected Findings
• Diverse Strategies: A variety of approaches taken by private HEIs in the UK to manage digital

transforma6on.

• Common Challenges: Insights into shared obstacles faced by these ins6tu6ons in integra6ng
digital technologies.

• Successful Prac$ces: Iden6fica6on of prac6ces that have resulted in successful digital
transforma6on outcomes.

• Key Influencing Factors: Iden6fica6on of both internal and external factors that have significantly
influenced the effec6veness of digital strategies.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)

Impact and Significance of the Research
• Knowledge Contribu$on: The research could significantly contribute to the body of knowledge

about strategic digital transforma6on in higher educa6on, par6cularly in the context of UK's
private HEIs.

• Policy Guidance: Findings may inform digital educa6on policies, providing valuable insights for
policymakers shaping the digital landscape in higher educa6on.

• Strategic Direc$ons for Ins$tu$ons: By iden6fying trends, best prac6ces, and challenges, the
research could guide HEI leaders in formula6ng effec6ve strategies for digital transforma6on.

• Future Research Direc$ons: The study could open new avenues for further research in digital
transforma6on and its management in higher educa6on.

• Quality Enhancement: The findings could poten6ally be used to improve educa6onal delivery,
ins6tu6onal efficiency, and foster innova6on in HEIs.

Strategic Management of Digital Transforma3on in UK Private Higher Educa3on Ins3tu3ons (HEIs)
Abneer Samuel MBA, BA (Hons)
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Ques%ons and
Discussion
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Conference Stream Descrip/ons 
 

Conference Stream 1: Higher Educa6on Providing Posi6ve Impact on Society  

The focus was on cuWng-edge work by individual researchers and teams, encouraging mul1-disciplinary and 
discipline-specific research and engaging collabora1ons across disciplines and departments within OLC and 
with the involvement of academics from other UK universi1es and with researchers across the world. 

• The conference stream 1 organising commiBee is made up of representa1ves of the Organisa1onal 
Learning Centre, Special Interest Group for Leadership in Educa1on (SIG for LinE) which aims to: 

• Facilitate impac`ul research and knowledge exchange ac1vi1es for growth within the educa1on 
sectors, par1cularly Higher Educa1on (HE), with inclusivity and sustainability. 

• Further research ini1a1ves in areas of risk management and educa1on governance that involve 
inclusivity and sustainability factors; and 

• Facilitate publishing educa1on, teaching and learning research outputs in quality journals (2*-4*) 
and create a wider impact. 

The special interest group’s work is guided by and contributes to the OLC series of conferences that involve 
academics, staff, alumni and students from OLC colleges, partner colleges and partner universi1es. The 
group's outputs contribute to an understanding of EDI (equality, diversity and inclusion) frameworks in 
Higher Educa1on, supports the OLC vision “We Lead in Excellence”, and represents the OLC founding ethos: 
“To improve our impact on society” by following the beliefs of: 

“We believe everyone can grow through learning. We foster learning by doing, inclusively.” 

“We use innova1ve teaching, consul1ng and training methods, applying academic theory to 
real world situa1ons to inspire and develop skilled and experienced individuals. 

Conference Stream 2: Emerging Technologies in Higher Educa6on  

The conference stream 2 organising commiBee is made up of representa1ves of the Organisa1onal Learning 
Centre, Special Interest Group for Emerging Technologies (SIG for ET) which aims to: 

• Conduct interdisciplinary research into the theory, methods and technologies underpinning the 
transforma1on of processes through technology. 

• Inform teaching and learning policies, prac1ces and curricular developments of emerging 
technologies in Higher Educa1on. 

This group is opera1ng as an interdisciplinary and interna1onally embedded research and knowledge 
community which conducts research into the social, cultural and experien1al dimensions of the design, use 
and futures of new and emerging technologies. In support of teaching and learning across the OLC por`olio 
of curricula, this group is a cross-faculty ini1a1ve that conducts research on behalf of the academic 
programmes of Business and Management Studies, Healthcare Professional Studies, Compu1ng 
Technologies, Educa1on and Training, and areas of Hospitality, Tourism and Travel. 
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Conference Stream 3: Being Human in the Higher Educa6on Environment 

The conference stream 3 organising commiBee is made up of representa1ves of the Organisa1onal Learning 
Centre, Special Interest Group for Being Human (SiG for BH) which has been inspired form an understanding 
of the Human Condi1on from mul1ple perspec1ves and par1cularly the disciplines of human biology, 
anthropology, psychology and sociology. Although the research focus is on healthcare prac1ce and gaining 
an understanding and apprecia1on of Health, Social Care and Wellbeing Services, this SiG for BH is 
mo1vated by Carl Rogers, who aims to put the person at the centre of care: 

"Experience is, for me, the highest authority. The touchstone of validity is my own 
experience. No other person's ideas, and none of my own ideas, are as authorita1ve as 
my experience. It is to experience that I must return again and again to discover a closer 
approxima1on to truth as it is in the process of becoming in me."  -Carl 
Rogers, On Becoming a Person, 1977. 

This Special Interest Group for Being Human (SiG for BH) aims to: 

• Enable the development of cuWng-edge research by our academic and clinical healthcare leaders, 
educators and researchers. 

• Seeks to support the development of up-to-date and relevant Teaching and Learning materials for 
our academic and clinical healthcare leaders, educators and researchers. 

• Improve the evidence base for adult and child Health, Social Care and Wellbeing in England, UK and 
broader audiences. 

This SiG for BH focuses on applied, interdisciplinary and mul1-disciplinary research that addresses local, 
na1onal and interna1onal issues rela1ng to Health, Social Care and Wellbeing prac1ce, policy and 
educa1on. The group priori1ses a high level of engagement with a mul1plicity of stakeholders (chari1es, 
employees, managers, policy makers, healthcare professionals, government and the NHS), and encourages 
research that is inter-sectoral but aims to make a difference to local communi1es that OLC serve. 

Conference Stream 4: Higher Educa6on Systems: Business and Economics 

The conference stream 3 organising commiBee is made up of representa1ves of the Organisa1onal Learning 
Centre, Special Interest Group for Management and Economics (SIG for M&E) which aims to: 

• Conduct interdisciplinary research into the theory, methods and technologies underpinning the 
transforma1on of modern 21st century enterprises. 

• Inform teaching and learning policies, prac1ces and curricular developments of emerging trends in 
macro and micro level business and commerce. 

Research in The Special Interest Group for Management and Economics (SIG for M&E) focuses on the 
development of innova1ve methodologies and frameworks to analyse issues of importance to business and 
policy decision-making, with a par1cular focus on the management and understanding of strategy, business 
start-ups and social-enterprise partnerships. Interna1onal, interdisciplinary, and business partnerships are 
central to the group's approach. 
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Research within the group provides an understanding of emerging major challenges in human resources 
and public policy in the fields of leadership, ethics, and diversity. Group members are at the vanguard of 
advances in their specialised fields, and through their research, they seek to make a demonstrable impact 
on society, policy and prac1ce
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Evalua;ve Prac;ce in Higher Educa;on: an Evalua;on of Peer 
to Peer Observa;ons in a Higher Educa;on Ins;tute in 
Greater Manchester. 
Enock Tinashe TSAPAYI 

1 Lancaster University, Higher Educa6on Research, Evalua6on and Enhancement (PhD)  tsapayi@lancaster.ac.uk  

 

Abstract: Peer observa6ons have been arguably an essen6al element of staff development in higher educa6on. Therefore, there is a 
great need and benefit from evalua6ng its purpose and effec6veness in prac6ce. Used in a higher educa6on ins6tu6on in Greater 
Manchester, the prac6ce has been seen in contras6ng views. Some educators have claimed not to see its benefit and some have 
said they see the value. However, this research shows that according to different views, peer observa6ons are fundamental in 
developing both experienced and inexperienced educators. This is of interest to stakeholders in the ins6tu6on as there are 
requirements from partners and regulators such as Pearson Educa6on to provide con6nuous professional development of staff, 
therefore when u6lised to its full poten6al, there is a benefit to the organisa6on and its stakeholders. The focus of this paper is to 
cri6cally evaluate the effec6veness of peer observa6ons and the process to do so will follow a defini6on of peer review from an 
academic’s perspec6ve, inves6ga6ng the purpose of peer observa6ons, determining the peer observa6on process in the case study 
ins6tu6on, achieving evalua6on by comparison between the ins6tu6on to the best prac6ce framework and finally determining the 
impact on the organisa6on’s performance and outcomes. 

Keywords: Peer Observa6on, Higher Educa6on, Tutors, Educators,  

Introduc)on  

The realm of higher educa0on is arguably at the forefront of current discussions and policy implementa0on. Pedagogy 

is on an ever-evolving landscape with growing emphasis on elements such as student outcomes and the increasing 

scru0ny on teaching prac0ces can be credited with the current significance in prac0ces such as peer observa0ons in the 

sector. However, the focus on peer observa0on is of vital interest to stakeholders in higher educa0on ins0tutes and 

sector as a whole including students, board members, management of programmes and the educators themselves. The 

relevance is undeniable looking into how the educa0on sector is inundated with con0nuous policy shi@s and ongoing 

pedagogical challenges. Whether reading from the perspec0ve of an educator, the interest is purely to improve one’s 

prac0ce. From a policy maker, the aim will be to have informed perspec0ves on shaping the future of higher educa0on 

and from educa0onal researchers, the focus will be on ensuring there are valuable insights into prac0ces to improve and 

sustain good prac0ces in higher educa0on. 

My own experiences in higher educa0on as an educator mainly, have evolved into other hats I wear that include being 

a researcher and an advocate for con0nuous career development, and I value the prac0ce of peer to peer observa0ons 

highly. I have looked and seen the benefits and power of this prac0ce into how it equips the observer and observed with 

a reflec0ve view on their current skills and how far they could aim for in terms of improvement and sustaining good 

prac0ce. However, I have also been le@ even more curious to explore the poten0al and challenges of the prac0ce in 

depth. I have however have always had the feeling that not everyone that u0lises the peer to peer observa0on prac0ce 

uses its full poten0al. The main areas I will focus on are the micro and the meso. In the micro stages of the process, I 

mailto:tsapayi@lancaster.ac.uk
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feel as though the educators when they have to write up a report on their peers, they lack honesty and therefore do not 

fully engage in the purpose of improving prac0ce where it may need improving. On the other hand, the meso are also 

not following up and addressing the issues raised to provide either more training where the observed may need to 

improve, or u0lise their skills in training others where the observed has displayed excep0onal skills. 

Aims: 

This paper aims to evaluate the purpose of peer observa0ons in higher educa0on and its impact on the teaching 

prac0ce and student outcomes 

Research ques)ons: 

• What are the perspec0ves of the teaching staff in a higher educa0on (HE) ins0tute towards peer 

observa0ons? 

• What impact do peer observa0ons have on teaching and outcomes? 

The evalua)on subject 

The core of this paper will present a cri0cal evalua0ve approach on, how peer observa0ons in higher educa0on can be 

fully u0lised to enhance the teaching prac0ce, and what the main challenges and opportuni0es are. This paper will 

therefore unearth all dimensions of the peer observa0on prac0ces and how it enhances the teaching , learning and in 

turn affec0ng student outcomes. The organisa0onal dynamics will also be reviewed to see how effec0ve or ineffec0ve 

the peers observa0on prac0ce can be u0lised in context. The peer to peer observa0on will be evaluated in this paper 

using the process discussed above using a comparison of the current performance using the best prac0ce framework.  

This framework allows the researcher to evaluate the subject at different levels of who uses it and to what benefit. The 

ins0tu0on where the Peer observa0on policy will be evaluated is a higher educa0on college in Greater Manchester, that 

has approximately 900 students and 30 teaching staff. They offer courses in HND Business Management, Health and 

Social Care and Compu0ng. They also offer Top Up Degrees in Business Management and Health and Social care. These 

are all taught across three campuses in Bolton, Manchester and Oldham. 

Ins)tu)onal Effec)veness Frameworks is another type of evalua0on tool that could be used in this type of study (Chun 

& Evans, 2016). The framework is designed to assess how well the ins0tu0on is achieving its mission and goals, in terms 

of student success and faculty produc0vity.  

RUFDATA is a framework described by Saunders (2000) as useful for higher educa0on ins0tu0ons. The framework is 

outlined below: 

Reasons: What are the main reasons for the evalua0on? 

Uses: What will the evalua0on be used for? 
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Focus: What ac0vi0es are followed or aspects of the evalua0on? 

Data: What type of data will be considered for the evalua0on? 

Audience: Who is the data intended for? 

Timescale: What is the 0ming of the evalua0ons? 

Agency: Who should be the agency conduc0ng the evalua0ons? 

Paper Structure 

The first step of this paper will be to establish the importance and context of peer observa0on in higher educa0on. The 

next step will be to explore the challenges and opportuni0es presented by the prac0ce. During the evalua0on, best 

prac0ces and effec0ve strategies will be discussed and referenced to shed light on the context of the prac0ce. Some 

findings will be used to show arguments and different views of the prac0ces in context. Throughout the paper, there will 

be significance in the role of peer observa0ons and how it enhances teaching, learning and con0nuous development of 

educators. Recommenda0ons will be made to show whether the prac0ce is significant to the prac0ce and how it can be 

improved if there is a need for improvement. 

The sec0ons will navigate the current state of the peer observa0on prac0ce, addressing key challenges and 

opportuni0es, naviga0ng valuable insights and ul0mately proposing possible solu0ons. The aims will be to ensure the 

reader has a comprehensive understanding of the peer observa0on policy, its significance and how they can go ahead 

and delve into their own prac0ce. 

Evalua)on 

This paper will be evalua0ng the findings of Peer observa0on through the Best Prac0ce Framework (Advance HE, 2019).  

The framework’s main aim is to enhance student success in HE. Student success has been highlighted as academic 

achievement, progression into employment/self-employment, deepening engagement within their programme or 

curriculum area and development of skills. To measure or evaluate these, there is an examina0on of different areas of 

focus that are: 

• Transforming assessment in HE 

• Embedding Employment in HE 

• Student access, reten0on, abainment and progression in HE 

• Student engagement through partnership 

• Interna0onalising HE 

• Flexible learning in HE 
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Therefore, the peer observa0on prac0ce will be examined to see if it has brought the quali0es of the frameworks and 

how it compares to the framework as a whole. With the focus outlined above, there are also principles that the 

framework follows that include inclusivity, flexibility, collabora0on and interconnec0vity. The focus and principles are 

the clear guidelines that will be followed to examine the effec0veness of peer observa0on. This would be arguably a 

beneficial framework for any organisa0on. 

 

 

Methodology 

In research, there are several philosophies of social sciences. Research philosophy according to Kaushik & Walsh (2019),  

are a bias or ideology that shapes and directs the researcher’s preference in data collec0on and presenta0on. The three 

main philosophies commonly used in research comprise of posi0vism or objec0vism, interpre0vism or subjec0vism and 

pragma0sm. 

Posi0vism is a philosophy that is used mainly by researchers that have a preference of facts and sta0s0cs. The object 

they prefer are sta0c objects that are concrete evidence of data. This may include results of experiments and sta0s0cs 

that cannot be interpreted otherwise. Therefore, a posi0vist is more likely to use quan0ta0ve research as this creates 

data that is objec0ve and quan0fied to suit the paberns of solid objects. Interpre0vism on the other hand sees the 

researcher being able to accept or consider how the par0cipants interact with the world from their perspec0ve. An 

interpre0vist accepts that everyone has their own way of interpre0ng their experience and it is valuable to research as 

it is truthful, personal and rich data that can be contrasted in many ways. Interpre0vists are more likely to use qualita0ve 

research as it is built upon unstructured tools and open ques0ons allow par0cipants to express themselves without the 

constraints of structured tools. 

Pragma0sm is almost similar to interpre0vism. The only quality that pragma0sts have apart from interpre0vists is an 

open mind to the use of other philosophies. The first one is they are not confined to a single philosophy, but rather can 

work with all philosophies of research depending on the subject of research at hand. Pragma0sts can also use both 

philosophies at the same 0me, customising their studies to capture both quan0fied data and interpreted data. This is 

where the use of mixed methods is implemented, with the research using semi-structured tools and some ques0ons 

being closed and other ques0ons being open. This allows triangula0on of data to ensure where sta0s0cs are needed is 

fulfilled, for example understanding the extent to which a problem has occurred and then also capturing how the 

experience was for the par0cipants. This makes pragma0sm a problem-centred philosophy which personalises the 

method to the research problem and ques0ons. 
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I have chosen to u0lise the pragma0sm philosophical approach. The ra0onale of this chosen philosophy is due to its 

problem-centred approach. Pragma0sm as stated by Kaushik & Walsh (2019),  

“is a way of thinking about and making sense of the complexi7es of the real world”. 

I will be able to iden0fy the prac0cal solu0ons and achievable outcomes for this organisa0on as it is contextualised in 

context of the organisa0onal reali0es and possibili0es. They further stated that researchers using the pragma0c 

approach o@en succeed in solving problems and making an impact with their research as it is posi0vely confined in 

achievable means. Pragma0sm a flexible philosophy that is open to the integra0on of various research methods. The 

researcher has a choice to adopt to methods and tools that are feasible for their current research project and the ones 

that are most appropriate to obtain the required types of data. This brings a more comprehensive understanding of the 

research findings and issues at hand.  

During this research, the flexibility and adaptability of using the pragma0sm philosophy will be useful as I have conducted 

some interviews on staff as well as compiling data and using sta0s0cs of the peer to peer observa0on processes. 

Therefore not only does pragma0sm encourage flexibility between different methods, but also with different data 

collec0on tools. A combina0on of empirical data and primary data was u0lised and therefore pragma0sm supports this 

type of flexibility. Bryant (2017) also suggests that interdisciplinary research is also supported by pragma0sm philosophy 

as well as contextual understanding which is a main element of researching peer to peer observa0on in this single 

organisa0on. With the use of empirical data and primary research data, the researcher may also inves0gate other areas 

where the same policy of peer to peer observa0on is used either to enhance prac0ce, or as training strategy. This leaves 

the researcher open to mul0ple perspec0ves as well as applying theory to prac0ce through recommenda0ons. 

 

Research design 

The aim of this paper is to report on an evalua0on of peer observa0on prac0ce in a higher educa0on ins0tute. To obtain 

the data that will be evaluated, the researcher will follow the objec0ves below: 

• Iden0fy best prac0ce in Peer observa0ons 
• Examine the impact on Tutor Professional Development 
• Explore the aftudes and percep0ons of par0cipants 
• Inves0gate the role of feedback in peer observa0ons 
• Analyse the rela0onship between peer observa0ons and student outcomes 

Data collec)on 

The research in this paper is based on evalua0ng the effec0veness of peer observa0ons in a higher educa0on ins0tute 

in Greater Manchester. Empirical research and qualita0ve research methods were used in this research. The use of 

observable data enables the researcher to draw conclusions and making informed conclusions based on the compila0on 

of recorded, quan0fied data. This method will rely on solid evidence and not specula0on, or opinions that arise on the 
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spot. The data that is considered is systema0c and structured and is objec0ve. This is o@en used in social sciences and 

natural sciences.   

Qualita0ve method research is the approach that was used in primary data gathering in this research. The combina0on 

of the empirical quan0fied data and the qualita0ve interviews is mixed methods, which is known as a combina0on of 

both quan0ta0ve and qualita0ve research methods. This approach is the most versa0le for researchers to use as it gives 

the flexibility to either quan0fy data where necessary, especially when contextualising the magnitude of a problem to 

interpret opinionated data where the researcher is looking for human experiences. However, when the research reaches 

data analysis, the integra0on of data includes using more than one strategy to analyse both types of data.  

The empirical data collected is presented in a tabular format below. The data will follow themes of what was found in 

terms of following some of the best prac0ce framework benchmarks. The feedback will be examined of any areas for 

improvements, or where staff did well to follow the benchmarks. Secondly, the qualita0ve interviews will be examined 

on what themes the staff observed and observing, which also will come up with their aftudes towards peer 

observa0ons and if they feel the prac0ce has either developed their skills or what impact they feel has been made by 

peer observa0ons. This data will be ul0mately presented to the organisa0on’s annual conference and workshop to 

enhance the prac0ce of peer observa0on in improving student experience and outcomes. 

The two methods as stated below will show the ways a mixed methods researcher will approach the research: 

Quan)ta)ve Data Collec)on: 

Surveys and Ques0onnaires: Researchers o@en use structured surveys and ques0onnaires to collect quan0ta0ve data. 

These instruments typically include closed-ended ques0ons with predefined response op0ons. The data gathered from 

surveys can provide insights into paberns, frequencies, and rela0onships among variables. 

Researchers use structured surveys, ques0onnaires and interviews to collect quan0ta0ve data. Being structured, these 

include closed ques0ons and all the responses are predefined for the par0cipants to choose from. However, this data 

can be used to provide some paberns, frequencies or themes that some0mes are very clear and easy to analyse. 

Experiments are also used in quan0ta0ve research as that may include measuring specific variables that can also be 

compared in controlled condi0ons (Kara, 2022). 

This research will use exis0ng archival data comprising of how many peer observa0ons are scheduled for teaching staff 

at the ins0tute. The data will also include what the student success rates are following the prac0ce of peer observa0ons. 

Collec0ng the quan0fied data will allow the researcher to analyse whether the prac0ce is effec0ve in improving prac0ce 

overall. The feedback will also be analysed to follow any themes of either repe00on in feedback, or iden0fica0on of 

several good prac0ce and areas for development. 

Qualita)ve Data Collec)on: 
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Kara (2022) says, when collec0ng qualita0ve data, the researcher o@en uses in-depth unstructured or semi-structured 

interviews, ques0onnaires and these provide rich, context specifica0on data. The researcher is versa0le to manipulate 

the interview in pursuit of the required answers to a research ques0on. Focus groups are also u0lised by the researcher 

facilita0ng group discussions o@en by either experts in the field of the topic, or relevant par0cipants to the research 

problem. Observa0ons can also be used and it includes collec0ng data of behaviours or events that would have been 

observed over a specified dura0on. Observa0ons can either be structured or unstructured in qualita0ve research. 

Within this method, the research will use semi-structured interviews where teaching staff will be ques0oned to capture 

their opinions on the peer observa0on prac0ce. They will be asked from different perspec0ves such as being the 

observer and the observed. They will be asked to give opinions on whether they feel this prac0ce is working, valuable 

and how effec0ve they feel it is in their own prac0ce. 

Sampling: 

The sampling for the primary research using qualita0ve research was stra0fied volunteer sampling. The stra0fica0on is 

selec0ng only teaching staff and management as they fit the criteria of having experienced peer observa0ons both as 

the observer and observed. Of the staff selected, they volunteered their par0cipa0on and this was a strong reliability 

and validity tool as they are likely to give their honest opinions compared to systema0c and random sampling. 20 

teaching and curriculum managing staff were used, and to maintain validity and reliability, only teaching staff and 

management of curriculum staff were used in order to cap0vate their different opinions, as well as experiences with the 

peer observa0on prac0ce. The sample were briefed on the purpose of the study. Understanding that the evalua0on of 

the peer observa0on will encourage honest opinions as the brief included the fact that the purpose for evalua0on is to 

improve any drawbacks, or weaknesses of the prac0ce. 

Table 1. Archival data results:  

Staff participants Volume of peer observations per year 

  

1 Head of Business Management Observed 3 new Tutors formally (3 
observations) 

2 Head of Health and Social Care Observed all HND Healthcare Tutors formally 3 
times a year (30 observations) 

3 Tutor/ Health and Social care Programme Manager Observed and been observed with peers 3 
times a year (6 observations in total) 

4 Tutor/Business management Programme Manager Observed all business Tutors formally 3 times a 
year (30 observations) 

5 Curriculum Manager No observations 

6 Computing programme Manager Observed all computing tutors 3 times a year 
(18 observations) 
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7 Tutor (Health) Observed and been observed with peers 3 
times a year (6 observations in total) 

8 Tutor (Health) Observed and been observed with peers 3 
times a year (6 observations in total) 

9 Tutor (Health) Observed and been observed with peers 3 
times a year (6 observations in total) 

10 Tutor (Health) Observed and been observed with peers 3 
times a year (6 observations in total) 

11 Tutor (Health) Observed and been observed with peers 3 
times a year (6 observations in total) 

12 Tutor (Business) Observed and been observed with peers 3 
times a year (6 observations in total) 

13 Tutor (Business) Observed and been observed with peers 3 
times a year (6 observations in total) 

14 Tutor (Business) Observed and been observed with peers 3 
times a year (6 observations in total) 

15 Tutor (Business) Observed and been observed with peers 3 
times a year (6 observations in total) 

16 Tutor (Business) Observed and been observed with peers 3 
times a year (6 observations in total) 

17 Tutor (Computing) Observed and been observed with peers 3 
times a year (6 observations in total) 

18 Tutor (Computing) Observed and been observed with peers 3 
times a year (6 observations in total) 

19 Tutor (Computing) Observed and been observed with peers 3 
times a year (6 observations in total) 

20 Tutor (Computing) Observed and been observed with peers 3 
times a year (6 observations in total) 

 

 

 

Table 2 quan)ta)ve data: 

Other relevant information Findings 

Peer observations outcomes When the data of the actual peer observation forms 
was examined, it shows that more than 80% of the 
observations did not highlight any major 
requirements to improve practice, apart from minor 
issues such as how group work could have been 
carried out better including all students as well as 
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how resources were suggested. However, due to the 
limited amount of time in observations, some 
comments showed that resources were introduced 
after the observations had taken place. Some good 
practice were identified such as how the sessions 
showed employability being embedded and 
equality, diversity and inclusion being practiced 
widely. 

Student attainment percentages Health Top up achieved 100% for all students on 
programme, Business Top up achieved 95% with 
components pending and HND programmes scored 
88%. 

All Health and Business programmes were improved 
with Health Top up having scored 85% the previous 
year. 

Student retention percentages The Health Top up degree programme had a 98% 
retention, HND Health 89%, HND Business 95% and 
Top up Business 95%. 

These were all improved on the previous 3 years 
except for Health Top up which was 100% the 
previous year. 

Student satisfaction percentages The Health faculty shows that there was a 100% 
student satisfaction in relation to teaching and 
resources. 

Computing had a 89% satisfaction rate 

Business and Computing were improved as Health 
scored 100% the previous year. 

 

Table 3. Interview results: 

All Par0cipants were interviewed over a two week period. The ques0ons and responses are presented in table 2 
below: 

 

Questions Responses 

  

Q1 What do you think of the peer observations in 
general? 

• All participants agreed that this practice is 
necessary as it means they get a chance to 
reflect on behalf of their colleagues and 
peers 

• 6 said the practice is not robust as tutors 
often choose whom they want to observe 
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and most end up observing people they are 
more familiar with or they are friends with 

• 11 said they feel in this organisation, it is 
more of a tick-box exercise because they 
have not heard back from management 
after being observed, but they have only 
received feedback on the observations 
which are rarely negative or pointing out 
real issues. 

• 3 participants said it helps shape the 
direction of CPD training that the 
organisation arranges from external 
providers to develop staff. They also 
highlighted how the peer observations 
reminded them that employability is a huge 
part of higher education and it has to be 
embedded in teaching together with 
transforming assessment into 
understanding students and their needs 
and paying attention to the skills gained to 
transfer beyond academic achievement. 

Q2 What has been the impact of peer observations 
on your teaching practice? 

• All teaching staff agreed that it is important 
to have peer observation as they have an 
insight into their own strengths and 
weaknesses from another perspective, 
therefore they have improved their skills of 
student engagement 

• The management feels that this improves 
new staff with peer observations and are 
more likely to pick up skills from observing 
experienced staff. They also feel 
experienced staff can learn new skills and 
be innovative by observing new staff. They 
also pointed out that in the last 3 years, 
they have increased from 2 a year to 3 

• Management staff discussed that it is also a 
requirement of stakeholders to ensure 
there is continuous development of staff 

• There was a theme among all participants 
saying they feel more confident when they 
have had feedback which highlighted their 
strengths and they took it as reassurance 

• 4 staff agreed that they have gained skills 
such as being inclusive and ensuring they 
are constantly assessing students at all 
stages of learning. 
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• 5 staff said they feel they now think of 
embedding employability more in their 
teaching than they did before after 
observing some experienced teaching staff. 
These are also inexperienced and they 
showed that having employability marked 
as areas of improvement has helped how 
they plan around their teaching and 
resources. 

Q3 What do you dislike about peer observations? • There were mixed feelings here with at 
least 15 participants saying there is never 
enough time to utilise this practice since 
the observation does not last for the whole 
lesson duration. Therefore there are missed 
opportunities to observe other dynamics of 
teaching. 

• 5 teaching staff said they feel friends pick 
each other and they felt they never have 
opportunities to observe whom they wish 
to in terms of experience 

• Most of the teaching staff said they dislike 
the scoring system and would rather be left 
with freedom to observe and include what 
they think is important to report on 
afterwards, rather than follow a structure. 

• 3 teaching staff said they have nothing to 
dislike as they feel it is supportive to have 
peer observations. 

Q4 If you were to improve the practice, how would 
you do that? 

The most common theme here was that there need 
to be a structure of observation and everyone 
should rotate through the year so they will not have 
to observe the same set of people. There should 
also be a structure across different faculties in order 
to standardise the whole institution and not just a 
faculty. 

Q5 What areas of good practice did you find as an 
observer that you would take into your own 
practice? 

• The majority of the staff came up with the 
themes around how they felt the tutors 
they observed showed equality, diversity 
and inclusion. 

• Mainly inexperienced staff share that they 
will now start to be more flexible and not 
strictly follow a lesson plan or scheme of 
learning and rather sometimes read where 
their groups of students are at, to 
customise learning to meet their needs. 
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Data analysis 

The quan0ta0ve data and the qualita0ve data will be integrated to formulate the framework of outcomes below: 

• Do opinions and views of par0cipants match the data on KPIs and student outcomes? 
• What is the rela0onship between students outcomes and increased peer observa0ons over the last two 

years? (this has gone from 2 to 3 per year for teaching staff) 
• Has feedback shown that peer observa0ons are working for teaching staff for the intended purpose of 

improving prac0ce? 
 

Evalua)on & Analysis 

In this organisa0on, peer observa0ons have been taking place regularly with termly intervals and three are completed 

by every tutor in terms of observing and being observed. This resonates with the views that it is an important part of 

teaching and developing higher educa0onal programmes. Higher educa0on relies upon peer observa0on prac0ce in 

order to ensure standards of good prac0ce are shared throughout the organisa0on (Fletcher, 2018). The findings also 

show that the observa0ons include formal observa0on from management and heads of schools. 

The peer observa0on outcomes in comparison to the best prac0ce framework show that there is a correla0on between 

best prac0ce and the organisa0onal outlook, how the feedback has highlighted areas benchmarked such as developing 

equality, diversity and inclusion. There is also a clear understanding that embedding employment and transforming 

assessment are areas the team needs to work on improving as the prac0ce of delivering educa0on may be isolated to 

only academic achievement, especially with inexperienced tutors at higher educa0on level. Therefore, these are some 

of the areas that have been highlighted as the organisa0on having benefibed from peer observa0ons. 

The inexperienced tutors also showed a lack of understanding of the importance of increasing student engagement 

through partnerships. Their teaching styles were transformed into ini0alising partnerships whether it was through class 

discussions, or engaging with students to share their exper0se in voca0onal topics where they may have more 

experience than teaching staff. This follows the principle of collabora0on and the new tutors have now learned that 

collabora0on is not only achieved between staff in he, bit with students to enhance their learning experience and skills 

learned to transfer beyond academic achievements. The views of management a@er conduc0ng formal observa0ons 

also supports that where they said the prac0ce of peer observa0ons will surely transform experienced staff to pay 

aben0on to specific details as well as inexperienced staff learning other principled that they may either not be aware of, 

or s0ll grasping the importance of. 

Overall, the prac0ce of peer observa0ons was met with a mixture of opinions and perspec0ves where some felt it was 

a 0ck-box exercise that is not robust. However, looking at the results, this prac0ce has definitely transformed the idea of 

understanding best prac0ce and ensuring the principles and focus are developed outside the tradi0onal CPD 

environment. The experience of observing each other brings about a posi0ve outlook in how to develop in real 0me. 
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From the findings, it is evident that there has been improvements on student outcomes and reten0on which also need 

to be credited to staff skills and development, as well as collabora0on between staff and students. 

Peer observa0ons have been used in higher educa0on con0nuously to enhance the prac0ce by using the reflec0ve 

quali0es it brings to those prac0cing. However, there are arguably some dispari0es in how effec0ve this can be between 

different organisa0ons, and some0mes between different individuals. As suggested by Dale (2003), higher educa0on 

delivery is a service that is produced, delivered and consumed simultaneously, therefore needs the quality examina0on. 

All stakeholders will trust this process only following capturing and measuring the effects of the prac0ce and peer 

observa0on provides the con0nuity needed to fulfil the need to evaluate. Dale (2003) further suggests that there is no 

beber reassurance to check if the product is mee0ng the required quality than checking during the process than only 

wai0ng for the final product. In some cases, it may be too late and that will poten0ally ruin the reputa0on and 

performance quali0es of an ins0tu0on. 

On the other hand, Deming (19820 argued that the idea of peer observa0on can be seen as an inspec0on. This is a 

prac0ce where one individual monitors the behaviour and ways of others in prac0ce. He opposed this prac0ce and said 

‘performance appraisal’ serve to demo0vate staff. He said another issue with this prac0ce is that in nourishes short-term 

performance and not focus on the long term needs behind enhancing performance. This view however, shows the need 

for any ins0tu0on to consider whether there is a beber way of ensuring the prac0ce is focused on long-term 

enhancement by introducing effec0ve intervals or by considering how the follow up is carried out. 

Other research on peer observa)ons 

According to Trujillo et al (2008), peer observa0on is an exercise that surely enhance teaching and it is encouraging for 

the person being observed to receive good feedback. The improvements in several cases of peer observa0on-led 

improvements come from a place where a person values other professionals’ opinions and how they see their skill from 

their perspec0ve. In many cases, individuals struggle to understand their own weaknesses and areas they need to 

improve un0l they have been told or informed by someone else. Even though some peers may hold back being honest 

with the person they are observing, areas that clearly need improving are o@en pointed out and acted upon respec0vely. 

However, Trujillo et al (2008) also iden0fied that there are also drawbacks of the prac0ce. Firstly, this prac0ce seems to 

work effec0vely with smaller groups and not so well with larger group teaching. This is because each group comes with 

it’s own advantages and challenges due to the different dynamics. Therefore, an educator’s skill may be put to an 

extreme tests if they face a difficult group that may either lead to discussions digressing a lot, or struggling to keep a 

discussion going if the group is too quiet. Therefore, this is a challenge. They also said that most sessions of peer 

observa0on do not cover the whole lesson and therefore cannot be relied upon conclusively. A good sugges0on to 

support that is that it may actually be beber coming from students evalua0ng a professional based on their learning 

experience, whether they feel their knowledge is improved, or if they are challenged and accommodated enough. 
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DiVall et al (2012) reported on a survey of higher educa0on staff that were asked about their perspec0ves and aftudes 

towards peer observa0ons. The survey was repeated twice in three years and the results shows that faculty sa0sfac0on 

of peer observa0on yielded good results. All surveys recorded 100%, 100% and 94%. The emerging themes recorded 

indicated that shared aftudes towards peers observa0on included the fact that all the feedback was posi0ve, even 

though there were some areas of development in some of the feedback, they all agreed that it was necessary for 

development. 78% agreed that peer observa0on gave them what they referred to as ‘concrete sugges0ons’ of 

improvement and plans to move forward in their careers. 89% agreed that the idea of peer observa0ons and evalua0on 

outweighed the effort of par0cipa0on. However, overall it was found to be beneficial for the higher educa0on sector. 

Cosh (1999) seems to disagree with the views of DiVall et al (2012). Her views have stated that the prac0ce of peer 

observa0on is frequently carried out for the purpose of appraisal or judgement of the observed and not necessarily 

developing them, branding it possibly detrimental to the observed and their confidence. However, further on, she 

addressed that there are two perspec0ves to the prac0ce of peer observa0on. When being observed, the role of the 

observed is for appraisal and this comes from above. When observing, the role of the observer is to learn and hopefully 

improve their own prac0ce by observing others pufng their skills to the test. However, the risk iden0fied is that 

some0mes there are two colleagues who are friends and they can try not to upset each other by being too cri0cal. 

Ethics and limita)ons to study: 

While carrying out this research, one of the challenges was to reduce bias. The use of quan0ta0ve archival data was 

useful as it maintains good reliability and validity to ensure that study is not all opinion based. The posi0vist approach 

of data used a direct narra0ve of what outcomes were in rela0on to the peer observa0ons taking place. However, in the 

primary research during the interviews, the use of staff in just one organisa0ons limits the representa0veness of higher 

educa0on staff and the effects of peers observa0on across the sector and not just in one organisa0on. There is a chance 

the use of peer observa0ons may be robust in a well-staffed organisa0on with staff to provide the follow-up related 

training and other follow-ups that may be needed. Because I work with the par0cipants, their opinions may also have 

been limited, or not fully honest to avoid possible vic0misa0on or even being judged. 

However, the ethics of using direct human par0cipants were carried out accordingly with consent sought from the 

par0cipants. They were all briefed and informed of the purpose of the study. All par0cipants to this study have also been 

anonymised including the organisa0on to maintain the purpose of the study. Measures to ensure there was no physical 

or psychological harm were taken by conduc0ng a pilot study with a peer who did not par0cipate in the main study. All 

par0cipants were approached appropriately with respect and informed in the briefing that they had a right to withdraw 

at any 0me without any repercussions.  

Conclusions 

As the purpose of the paper is based on evalua0ng the prac0ce of peer observa0on and the impact on student outcomes, 

the findings clearly showed some areas that have indeed been improved by peer observa0on, but also areas that need 
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to be improved and reasons why there are varied opinions of the prac0ce. Overall, most of the inexperienced staff now 

understand the importance and contribu0on of peer observa0on as an evalua0on tool in itself of ensuring the best 

prac0ce framework is followed as well as enhancing the student experience, they have learned the principles of best 

prac0ce that are not obvious when planning teaching. For example embedding employability and promo0ng 

collabora0on with students. This would then help even with co-produc0on of learning resources between staff and 

students. 

The perspec0ve of teaching staff towards peer observa0ons rely upon how the prac0ce is conducted and if the relevance 

or benefits are communicated clearly enough to influence the intended purposes. Therefore, a@er the research 

interviews, it is clear that some staff are now aware that it is not just a 0ck-box exercise and rather a prac0ce to inform 

best prac0ce and sharing of skills and knowledge in a different way. The impact is clear as the focus and principles of the 

best prac0ce which is targeted by peer observa0ons are linked with student achievement and outcomes overall. 

Concluding the research on peer observa0ons and using the best prac0ce framework to evaluate it, it shows that the 

overall outcome shows a prac0ce that is useful and should be u0lised in higher educa0on to improve the teaching 

prac0ce and the skills of teaching staff. However, there are ways to improve this as it arguably shows that the staff and 

management were not overly pleased with how it is being u0lised. There needs to be a connec0on with the raining 

aspects in the organisa0on based on the outcomes of peer observa0ons. Following that, there also need to be a system 

where there is a new framework, or structure that is followed that includes: 

Establishing clear objec0ves. These should be clear whether they are generic, or specific to that par0cular observa0on 

amongst other observa0ons that take place. What specific goals is the organisa0on trying to achieve on the peer 

observa0ons alone? There should also be a pre-observa0on mee0ng to ensure the observer has a clear understanding 

of what they are looking for apart from the framework alone. From looking at the whole research, it shows that observers 

are not well trained to understand the whole purpose and way of observing others. This may mean that even though 

they are observing, they may be missing vital informa0on and other cues to look out for. 

The peer observa0on process could also benefit from a non-judgemental approach that allows the observer to facilitate 

growth and development and not focus on any nega0ves or cri0que. Therefore, a follow up should always be designed 

to facilitate the growth iden0fied as needed in the observa0on. Because the observa0on are not confiden0al, could it 

benefit from confiden0al prac0ce? That would then open a two-way communica0on between the observed and the 

trainer iden0fying areas of development picked up in the observa0on, but without feeling targeted by a specific 

individual. 

The use of peer observa0on did have a posi0ve impact on student outcomes as it matches the increase in the prac0ce 

and the improvement in abainment and reten0on. Teaching staff would be con0nuously improving on how effec0ve 

they were in delivery. In hindsight, the policy of peer observa0on is one that is important and should be included in 

teacher training programmes such as the professional graduate cer0ficate in educa0on (PGCE) so that inexperienced 
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tutors have a real enthusiasm to learn further a@er qualifying by u0lising peer observa0ons effec0vely and understand 

why they are observed, rather than being monitored. In the future, I would embark n evalua0ng areas that are covered 

in peer observa0on best prac0ce frameworks independently such as student engagement through partnership and 

interna0onalising HE to ensure there is a whole understanding of methods of achieving these principles. 

I have enjoyed comple0ng this research project as I was also of the view this was not a very important prac0ce as I had 

only viewed it as a monitoring and evalua0on prac0ce rather than an actual learning opportunity for all involved. The 

organisa0on I work in has a strong ethos on the impact to the students and their achievement and I see how peer 

observa0on are a strong driver of that. I agree with the volume of peer observa0on requirements in my ins0tu0on as I 

understand the more opportunity to learn, the beber. I have also acknowledged the limita0ons of my study as mainly 

being involved with colleagues as they may hold some honesty as well as the organisa0on not being able to represent 

the whole sector across the UK. 
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An Overview
• This	evaluative	research	explores	the	role	of	the	pastoral	team	in
the	academic	journey	of	the	students	at	OLC	College.

• It	investigates	in	detail	the	students’	and	the	tutors'	overall	ideas
about	the	team	and	their	services.

• The	evaluative	research	tries	to	@ind	out	how	many	tutors	and
students	are	aware	of	the	types	of	services	the	team	provides	in
this	college.

• And	how	tutors	are	referring	their	students	to	the	team.

• Questionnaires	for	both	the	tutors	and	the	students	are	used	as
the	research	tools.	2	sets	of	similar	questionnaires	are
developed.	A	mixed-method	approach	is	taken.

• Questionnaires	are	randomly	given	out	to	Health	and	Social	Care
students	at	the	college.	However,	the	tutors	participating	in	the
research	are	from	both	the	Health	and	Social	Care	and	the
Business	Department.

• Altogether	there	were	43	students	and	11	tutors	as	the
respondents	of	the	research	tool.

• This	evaluative	research	shows	how	the	pastoral	team	creates
bridges	among	all	these	factors	to	aid	the	students	to	be
successful	in	their	learning	journey	in	this	college.

• Keywords: Pastoral	Support;	evaluative	research;	tutors	views;
students	views;	sustainability	of	HE;	mental	health	and
wellbeing.
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What	impact	does	the	pastoral	team	have	on	the
student’s	motivation,	achievement	and	retention
at	a	particular	HE	college	in	the	UK?
Aims:

• How is the pastoral team helping students with any mental health conditions?

• Is the pastoral team creating an impact on attendance?

• How can the pastoral team help to create the best possible learning environment at
the college?

RUFDATA Analysis:
•REASON
•USE
•FOCI
•DATA
•AUDIENCE
•TIMING
•AGENCY
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Methodology
A Mixed method approach: Combina4on of
qualita4ve and quan4ta4ve research.

Triangula4on: interviews, ques4onnaires (there
is less researcher bias when collec4ng data
through ques4onnaires than, perhaps interviews
(Koshy, 2005) and focused group discussion.

Along with the advantages come some
challenges in evalua4ve research. For instance:
who is involved in this evalua4ve research?
While doing the research, what to focus on? And
what not? (Saunders, 2020).

A theory of change explains what the
expecta4on from an interven4on is. Usually, at
the beginning of this theory, there are sets of
events to analyse (outputs, immediate
outcomes, intermediate outcomes, and ul4mate
outcomes). For this research, that can be subject
to base interven4ons on, like: aNendance, non-
submissions, and lack of any specific skills.

Similarly, by following the theory of change this
evalua4ve research looks at the knowledge gap
among the pastoral team, tutors and the
students and OLC College.

Services by OLC Pastoral Team:

Academic support

Listening services

AKendance follow-up

Organising Events

Crea4ng a Well-being hub on Moodle
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6. Does mee6ng with the pastoral team mo6vate you to improve your task submissions?

• a) Very much b) Not really c) Never

7. Do you think the pastoral team helps you to feel included in the college team?

Yes No

8. Do you think the pastoral team needs more specialised training? If yes, what are your
recommenda6ons?

9. Overall, what are the strengths of the pastoral team at this college?

10.What other services the pastoral team can provide to improve your experience as a student?

Questionnaire	for	the	Students
(Please	circle	as	appropriate)
1. Do you know about the pastoral team support in this college?

Yes No

2. Which services of the pastoral team are you aware of?

• Listening support for mental stress and anxiety

• Academic support

• IT support

• Others _________________________________

3. How oQen do you get support from the pastoral team?

a) once or twice a term, b) once a week, c) never d) other ________________

4. Do you think mee0ngs with the pastoral team for the “listening service” can help you with your mental health
condi0ons?

Yes No Don’t know

5. Does mee0ng with the pastoral team mo0vate you to improve your aYendance?

Yes No Don’t know
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Students’
data …

Some Interes+ng and
Important Findings …
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22% said Yes; 35% said No, 43% said ‘Don’t know’
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9. According
to the
students,
overall, what
are the
strengths of
the pastoral
team at OLC?

• They are good
at communica0on

• Good listening
service, helps us both

emo0onally and
academically.

• Good IT
support

• Priori0se
students interests and

needs

• Open to
everyone, non
judgemental

• Makes me feel
included in the college

environment

• Good teamwork

“ They help students to
get their best

opportunity possible in
HE to believe in their

full poten0ality”.

Students who
said the team
doesn’t need
any further
training, the
reasons they
men3oned
are:

• The team is trained enough to help and guide the
students.

• Need more pastoral team members, to give enough
&me to all the students.

• Informa&on sharing or publicity for the team is
needed “Ledng us know that we are here for you and
let us know where and when we can meet them”.

• Tutors should remind and inform us about the
support from the Pastoral Team.
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Questionnaire	for	the	Tutors (Please	circle	as	appropriate)

1. Do	you	know	about	the	pastoral	team	support	in	this	college?

Yes No

2. Do	you	know	what	are	the	Pastoral	services	available	for	students?	Can	you	name
some?

_________________________________________________________________________________________________________

3. How	often	do	you	refer	your	students	to	the	pastoral team?

a)	once	or	twice	a	term,	b)	once	a	week,	c)	never

4. Do	you	think	meetings	with	the	pastoral	team	can	help	students	with	mental	health
conditions?

Yes No

5. Do	you	think	meeting	with	the	pastoral	team	makes	the	students	motivated	to	improve
their	attendance?

Yes No

Some recommenda3ons from the students:

More publicity, may be posters
around the college to let us know
who they are? What they do?
How can we avail the support?

BeJer interpersonal skill for some
of them

Organise informa3on session
about the team and their
services.

BeJer follow up system

However, some of them said, no
improvement needed. “This is a
very special service in this college
to support the students!”
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Data from the
ques.onnaires

to the
Tutors:

6. Do	you	think	meeting	with	the	pastoral	team	makes	the	students	motivated	to	improve	their
task	submissions?

a) Very	much b)	Not	really c)	Never

7. Do	you	think	the	pastoral	team	helps	the	students	to	feel	included	in	the	college	team?

Yes No

8. Do	you	think	the	pastoral	team	more	specialised	training?

Yes No

If	yes,	any	suggestions?	____________________________

9. Overall, do	you	think	the	pastoral	team	is	working	as	a	good	support	system	for	the	students	at	this
college?	If	yes,	why	and	how?

10. What	other	services	the	pastoral	team	can	provide	to	improve	the	students’	learning	journey	at
this	college?



 

55 

 

  



 

56 

 

  

9.Overall do you think the pastoral team is working
as a good support system? Why and how?

• The tutors appreciate the listening service the
Pastoral Teams provides. They find it useful to
help students with their confidence in their
academic journey.

• They think the services by the pastoral team
help the students to improve their aKendance
and academic achievement.

• They also stated that the team is very prompt,
helpful and approachable. Students feel valued
in this college because of this service, the tutors
think.

• They think it’s a great support for the tutors
too. They enjoy the teamwork with the pastoral
team to support the students. They also said
that they are flexible and work around the
students’ availability.

8. Do you think
the pastoral
team needs
more
specialised
training? If yes,
what are your
recommenda<
ons?

Students:
• Training on 1:1 support

• Interpersonal skills
• Confiden6ality.
• Training on cultural

inclusivity and diversity
which will equip the team in
a beKer way to empower the
students at college and at
their workplace.

Tutors:

• Training on suppor5ng self-
efficiency.

• How to support students with
grief aIer any bereavement or
loss

• Sign pos5ng students to proper
organisa5on and authority.

• Communica5on

• Safeguarding

• Helping students with
behaviour and anger
management issues



 

57 

 

  

Some significant recommenda0ons
from the students and tutors to
help Pastoral Team to reach out to
the students in a be9er way:

• More publicity internally and externally, as this
one of the biggest strengths of this college
community. Posters should be displayed all around
the campus(with the team members photos):
Classrooms, Toilets, Corridors with a QR code, so
that students can refer themselves to the service,
to get quicker access to the service.

• In the beginning of each term the Pastoral Team
members should visit eall the classes to make
themselves familiarise with the students. They
should talk about the services they provide.

• Similar ques0onnaire should go around every
term to check how the Pastoral team is doing.

• Tutors should talk more about the service and
encourage and guide the students to use the
service.

• Some trainings can be provided to the Pastoral
Team members, like: interpersonal skills,
communica0on, safeguarding, dealing with mental
health and wellbeing, beYer understanding of all
the units.

Sugges&ons from tutors
are:

• The pastoral team members can come to
classes to introduce themselves and their
services.

• If a student facing any issue with student
finance, direct them to the proper department
at college.

• IT support, mental health support (this tutor is
not fully aware of the services provided by the
team

• Organise events like cultural day, winter fair
more, to make students feel happy and
included.

• Organise field trips and stress relieving gadgets
available for the students in class.

• Organise workshops on dealing with metal
health issues like: stress, anxiety, anger
management and so on.
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Measuring Educa3on in the UK

Age 11 to 14 Key
stage 3 – no

na0onal tests

Age 14 to 16 Key
Stage 4 – take
GCSEs or other

na0onal
qualifica0ons

Age 16 to 18 –
Progress
Measure

OLC 25th Anniversary Educa4on Conference16 to 18 accountability measures: (publishing.service.gov.uk)

Measuring Educa3on in the UK

Entry at age 4 to 5 –
check star2ng point

Age 5 to 7 Key stage 1
– phonics, na2onal

tests in English reading
and maths

Ages 7 to 11 Key Stage
2 – Na2onal tests in

English reading, maths,
and grammar,

punctua2on and
spelling

OLC 25th Anniversary Educa4on ConferenceThe na:onal curriculum: Overview - GOV.UK (www.gov.uk)
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OLC 25th Anniversary Educa4on Conference

Value Added:
‘how well students did in their qualifica;ons

compared to other students with similar prior
a>ainment na;onally’

16 to 18 accountability measures: (publishing.service.gov.uk)

Government issues Na0onal Achievement
Rates (NARTs) and qualifica0on achievement
rates (QARs)

Providers are compared against the type of
qualifica0on e.g. level, subject,
appren0ceships

Learner outcome data u0lised by Ofsted,
management, media

Qualifica0on achievement rates business
rules 2021 to 2022 v2.0
(publishing.service.gov.uk)

Sta0s0cs: na0onal achievement rates tables -
GOV.UK (www.gov.uk)

OLC 25th Anniversary Educa4on Conference

Comparing Na&onal
Performance level 3
and below
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Learning Gain in Higher Educa3on

• Higher Educa-on Funding Council for England (HEFCE) commenced
the Learning Gain Project before being inherited by the Office for
Students (OfS) in April 2017
• It was framed by the report from RAND Europe, also commissioned

by HEFCE
• Rand defined learning gain as:

• the difference between the skills, competencies, content knowledge and
personal development demonstrated by students at two points in >me.

helga-report.pdf (officeforstudents.org.uk)

• Student outcomes
• Condi-on B3
• Student outcomes: Data

dashboard - Office for Students
• Numerical Thresholds for:

• ConEnuaEon
• CompleEon
• Progression (desEnaEon)

• Teaching Excellence Framework
• TEF data dashboard: Data

dashboard - Office for Students
• Benchmarks (based on type of

student/provider)
• Student experience (NaEonal

Students Survey)
• ConEnuaEon
• CompleEon
• Progression (desEnaEon)

OLC 25th Anniversary Educa4on Conference

Measuring Higher Educa3on in the UK
– Office for Students
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Simplis&c defini&on of
Learning Gain

the change in knowledge, skills,
work-readiness and personal

development, as well as
enhancement of specific prac8ces

and outcomes in defined
disciplinary and ins8tu8onal

contexts

Learning Gain in Higher Educa3on

• HEFCE funded Learning Gain project to:
• look at how to measure improvements in knowledge, skills, work-readiness

and personal development made by students during their >me in higher
educa>on. (Learning gain - Office for Students)

• At its simplest, learning gain can be understood as the ‘distance travelled’ by a
student

• Even the approach that might at first sight be assumed to be most
generalisable – using student marks – is revealed to have some shortcomings
when applied across disciplines within a single ins>tu>on. These difficul>es
are only likely to be compounded if the approach were aJempted to be
applied across ins>tu>ons. (Lessons in learning gain: insights from a pilot
project (tandfonline.com))



 

64 

 

  

Teaching Excellence Framework 2023

• Office for Students in the Teaching Excellence Framework (TEF)
guidance for 2023 submissions stated:

• We recognise that there is currently no na>onal measure of educa>onal gain,
and that many providers may not have developed their own approach to
measuring the educa>onal gains they deliver for their students. The approach
to assessing educa>onal gain in the TEF 2023 is intended to enable providers
to demonstrate a clear ar&cula&on of their ambi&ons for educa&onal gain,
credible approaches for delivering this, and where possible evidence that it is
delivered in prac>ce.

• Regulatory advice 22 - Guidance on the Teaching Excellence Framework (TEF) 2023 (officeforstudents.org.uk)

Teaching Excellence Framework 2023

• Office for Students in the Teaching Excellence Framework (TEF)
consulta-on in 2022 stated:

• if a provider wants to be recognised for excellence through the TEF, it should
be able to explain what it intends its students should gain from their
educa>on beyond these measures (experience and outcomes), and provide
evidence of how well it is succeeding in this. We recognise that the nature of
the intended gains and how they are measured may differ between providers.
With this in mind, and in the current absence of a na&onal measure, we
propose that educa&onal gains would be assessed based on qualita>ve and
quan>ta>ve evidence that a provider determines itself and includes in its
submission.
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Provider submissions

Teaching Excellence Framework 2023
submissions
• Ra-ngs awarded to 157

universi-es and colleges
• Panel summary reports and

provider submissions published
30th November 2023

• Panel comments
• Gold

• Clearly conceptualised
• Support students to achieve
• Able to measure

• Silver
• Clearly explained
• Intend to achieve

• Bronze
• Effec2vely ar2culated
• Too liHle evidence to judge
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Key Benefits of Start-Up

Interactive experience of the world
of work and business to build and
reflect on key skills and attributes

Building digital skills and
understanding digital presence

including trading online

Access to competitions, workshops
and trade fairs to build their

interpersonal skills

Access to expert advice and
support from Volunteer Business

Advisers and opportunity to join the
global alumni network.

Key benefits of
Start Up

Programme

What is a Start-Up programme

• Start-Up is designed to connect with young people
using applied learning techniques opportunities to
progress and empower them on their journey
towards employment.

• Not a simulation or business game but a real-world
business experience integrated into the academic
calendar.
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So…What type of Business Start-Up?
• Profit making
• Start-up to make as much profit as

possible within the operating
timeframe.

– Opportunities to sell ‘live’
• Reinvest, Pay shareholder, Charitable

donation etc.

• Social Enterprise
• Start-up to support a specific

or environmental purpose.
– Opportunities to sell/promote ‘live’

• Distribute lager proportion of profit to
social enterprise.

– Some profit to business/shareholders,
but prime focus on social enterprise

Applied Learning & Enterprising Mindset
• Develop confidence, an enterprising mindset and employability skills
• Gain first-hand experience of work, job roles and working as a business start-up team
• Recognise and actively demonstrate the qualities and skills needed for employability post

graduation
• Gain self-awareness of personal strengths and areas for personal development
• Understand self-employment/entrepreneurship as a career option
• Develop interesting and relevant content for applications to education/ training providers

and future employers
• Develop a professional network Set SMART goals and plan next steps to achieve
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Teaching & Learning Approaches

• Enterprise & Enterprising
Mindset Integration

• Applied Learning
• Industry Links
• Field Work
• Guest Lectures
• Trading (live vs virtual) potential
• PR and Marketing
• Launch Incubator

Creating the Enterprising Start-Up
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  Assessment

• Report
• Presentation
• Set by Industry
• Jointly assessed
• Prepare for Competition
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Thank-you and Questions

Success comes in many packages
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‘Linking Rela;onal Coordina;on and Employees’ Wellbeing 
through Psychological Capital’ 
Extended Abstract 

Presented by Professor Cedric Aimal Edwin acknowledging contribu:ons from Professor Dave Bamber 
and Dr Abid Ahmad 

This study inves1gates the cri1cal rela1onship between rela1onal coordina1on and employees’ wellbeing, 
with a specific focus on the media1ng role of psychological capital. As organiza1ons increasingly priori1ze 
employee wellbeing as a strategic goal, understanding the mechanisms that contribute to its enhancement 
has become essen1al—par1cularly in knowledge-intensive sectors such as higher educa1on. Drawing on 
the Conserva1on of Resources (COR) theory and the framework of posi1ve organiza1onal behaviour, this 
research explores how coordinated rela1onal dynamics within the workplace can serve as a catalyst for the 
development of psychological capital, which in turn influences employees' overall wellbeing. 

Rela1onal coordina1on refers to a mutually reinforcing process of communica1ng and rela1ng for the 
purpose of task integra1on. It encompasses shared goals, shared knowledge, and mutual respect among 
employees, and is par1cularly relevant in interdependent work environments where collabora1on is 
essen1al to performance outcomes. Psychological capital, on the other hand, is defined as a posi1ve 
psychological state characterized by four components: hope, efficacy, resilience, and op1mism (oxen 
referred to collec1vely as HERO). These psychological resources are increasingly recognized as central to 
employees’ capacity to cope with stress, maintain mo1va1on, and sustain engagement and wellbeing. 

The research adopts a cross-sec1onal, explanatory, and non-experimental design to empirically test these 
rela1onships. Data were collected using a simple random sampling technique from employees working at a 
private sector higher educa1on ins1tu1on in Pakistan. A total of 229 responses were obtained and analyzed 
using Par1al Least Squares Structural Equa1on Modelling (PLS-SEM). This methodological choice is 
appropriate given the exploratory nature of the study and the need to test complex models involving latent 
constructs and media1on pathways. 

The results reveal a sta1s1cally significant and posi1ve rela1onship between rela1onal coordina1on and 
psychological capital. Furthermore, psychological capital is found to have a direct and posi1ve effect on 
employees' wellbeing. Importantly, the media1on analysis confirms that psychological capital par1ally 
mediates the rela1onship between rela1onal coordina1on and wellbeing, sugges1ng that coordinated 
rela1onal processes contribute to wellbeing both directly and indirectly through the development of 
posi1ve psychological states. 

These findings are consistent with the Conserva1on of Resources theory, which posits that individuals strive 
to obtain, retain, and protect their valued resources, including psychological resources. In this context, 
rela1onal coordina1on can be seen as a work-related resource that facilitates the acquisi1on of further 
psychological resources, such as self-efficacy and resilience, ul1mately enhancing overall wellbeing. 
Similarly, the results align with the principles of posi1ve organiza1onal behaviour, which emphasizes the 
development of employee strengths and capabili1es as a pathway to improved individual and organiza1onal 
outcomes. 
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The study contributes to the literature in several important ways. First, while rela1onal coordina1on has 
been previously linked to performance outcomes and organiza1onal effec1veness, its role in shaping 
psychological capital and employee wellbeing has received compara1vely less aBen1on. By highligh1ng this 
connec1on, the study extends the understanding of rela1onal coordina1on from an opera1onal construct 
to one that also has humanis1c and psychological implica1ons. 

Second, although psychological capital has been widely studied in organiza1onal behaviour, the explora1on 
of its antecedents remains a developing area. Much of the extant research has focused on outcomes of 
psychological capital, such as job sa1sfac1on, engagement, and performance. This study shixs the focus 
upstream by examining how workplace dynamics, par1cularly coordina1on processes rooted in 
rela1onships, can foster the development of psychological capital. This upstream perspec1ve is valuable for 
organiza1onal leaders and human resource professionals seeking to build healthier and more suppor1ve 
work environments. 

Third, the study’s context—higher educa1on in the private sector in Pakistan—adds a geographical and 
sectoral dimension to the literature. While much of the research on these constructs has been conducted in 
Western contexts or corporate environments, this study provides evidence from a non-Western, service-
oriented sector where teamwork, communica1on, and rela1onal processes are vital to service delivery and 
ins1tu1onal success. This contributes to the growing call for more context-sensi1ve organiza1onal research, 
especially in underrepresented regions and industries. 

From a prac1cal standpoint, the findings offer ac1onable insights for managers, par1cularly in educa1onal 
ins1tu1ons where interdependence between academic, administra1ve, and support staff is high. Building 
and reinforcing rela1onal coordina1on—through interven1ons such as team-building ac1vi1es, cross-
func1onal collabora1on, leadership development, and improved communica1on systems—can play a 
pivotal role in fostering a psychologically suppor1ve work environment. In turn, this can enhance 
employees’ psychological capital, equipping them with the personal resources needed to thrive at work. 

Moreover, the study highlights the importance of psychological capital as a strategic asset that can be 
cul1vated rather than simply measured. Human resource policies and training programs aimed at 
developing hope, op1mism, efficacy, and resilience can not only buffer employees against stress and 
burnout but also amplify the posi1ve effects of exis1ng rela1onal structures in the organiza1on. 

Limita1ons of the study include its cross-sec1onal design, which limits the ability to make causal inferences. 
Future research could adopt a longitudinal approach to examine how rela1onal coordina1on and 
psychological capital evolve over 1me and how they jointly influence longer-term wellbeing outcomes. 
Addi1onally, while the study focuses on the media1on effect of psychological capital, other poten1al 
mediators—such as perceived organiza1onal support or job autonomy—could be examined in future 
studies to build a more comprehensive model. 

In conclusion, this research addresses a notable gap in organiza1onal behavior literature by empirically 
linking rela1onal coordina1on and employees’ wellbeing through the media1ng role of psychological 
capital. It demonstrates that rela1onally coordinated work environments contribute significantly to 
employees’ psychological resources, which in turn enhance wellbeing. The study reinforces the idea that 
psychological wellbeing is not solely the result of individual traits or stress management but is also deeply 
embedded in the quality of interpersonal rela1onships and systemic coordina1on at work. For organiza1ons 
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seeking to improve employee wellbeing in a sustainable and meaningful way, inves1ng in both rela1onal 
systems and psychological development strategies offers a promising path forward. 

Keywords: Rela1onal coordina1on, Psychological capital, Employee wellbeing, Posi1ve organiza1onal 
behaviour, Conserva1on of Resources theory, Higher educa1on, PLS-SEM, Organiza1onal behaviour, 
Workplace rela1onships, Human resource development 
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Abstract	
This	paper	 investigates	 the	 implementation	of	marketing	theory,	strategies	and	tools	 in	higher	education.	

Undoubtedly,	marketing	affects	as	well	as	determines	universities’	perceived	quality	and	image.	Therefore,	

adopting	 marketing	 concepts	 to	 higher	 education	 is	 no	 longer	 a	 choice,	 but	 rather	 a	 necessity.	 Higher	

education	stakeholders	perceive	a	higher	education	institution’s	quality	from	the	marketing	activities	that	

are	 embraced	 by	 an	 educational	 provider.	 However,	 the	 extent	 to	 which	 marketing	 concepts	 should	 be	

implemented	in	higher	education	has	always	been	subject	to	criticism.	Obviously,	applying	business	concepts	

to	non-proCit	institutions	like	universities	put	higher	education	values	and	missions	into	question.		Therefore,	

this	 research	will	highlight	 the	extent	 to	which	marketing	approaches	and	strategies	 like	marketing	plan,	

marketing	research,	segmentation,	targeting	and	marketing	mix	should	be	implemented	in	higher	education	

for	the	sake	of	a	better	quality	and	more	productivity	in	a	highly	competitive	environment.	

	

Keywords:	Higher	Education,	Marketing,	Private	Universities,	Stakeholder	Orientation	

	

	
1	Director	of	Studies.	University	of	Bolton,	UK	

2	PhD	Student.	Ibn	Zohr	University.	Morocco	

	

Introduction	

The	 importance	 of	marketing	 in	 higher	 education	 has	 been	 extensively	 discussed	 in	
developed	countries	where	higher	education	is	a	vital	sector	namely	in	the	United	Kingdom,	

mailto:faical.chanour@edu.uiz.ac.ma
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United	States,	Australia	and	Canada.	A	number	of	issues	and	concerns	ignite	academic	debate	
of	whether	marketing	theories	and	models	are	applicable	to	higher	education	or	not	(Kwong,	
2000).	 Marketing	 seems	 to	 be	 vital	 to	 higher	 education	 as	 a	 non-proMit	 sector	 basically	 in	
developing	countries	where	education	is	inevitable	for	sustainable	development	and	economic	
prosperity.	

The	 literature	 of	 marketing	 in	 higher	 education	 has	 been	 divided	 into	 two	 main	
approaches:	 problem	 identiMication	 and	 problem	 solving	 (Brown	 and	 Oplatka,	 2006).	 First,	
problem	 identiMication	research	 focuses	upon	problems	of	marketing	 in	higher	education	by	
addressing	 those	problems	 to	marketers	and	academicians	 for	 solutions.	The	main	problem	
identiMication	in	this	literature	review	is	the	challenge	facing	the	implementation	of	marketing	
in	higher	education	and	the	problems	of	concepts.	Second,	a	problem	solving	approach	focuses	
more	on	adopting	strategies	and	marketing	tools	and	practices	 for	a	better	quality	 in	higher	
education	 (Malhotra	 and	 Birks,	 2000).	 Although	 this	 research	 will	 address	 the	 problem	
identiMication	approach	to	contextualize	the	research	problem	of	marketing	in	higher	education,	
the	main	objective	in	this	paper	is	to	embrace	a	problem-solving	approach	by	suggesting	how	
marketing	strategies	contribute	to	higher	education.		

	

I. Marketing	in	Higher	Education	

	
DeMining	marketing	in	higher	education	has	been	subject	to	evolution.	This	is	attributed	

to	the	fact	that	higher	education’s	constituents	are	not	clearly	deMined.	While	some	literature	
considers	 higher	 education	 as	 a	 product,	 others	 embrace	 service	 orientation	 in	 deMining	
marketing	 in	 higher	 education	 (Umashanker,	 2001).	 Another	 debatable	 issue	 is	 whether	
students	 are	 considered	 as	 consumers	 of	 universities’	 programmes	 or	 as	 products	 with	
employers	being	consumers	(Conway	et	al.,	1994).		

DeMinitions	of	marketing	in	higher	education	in	the	1990s	tend	to	conMine	marketing	to	
the	parochial	perspective	of	marketing	communication.	Managers	of	higher	education	focused	
more	 upon	 how	 students	 take	 their	 decisions	 to	 choose	 a	 certain	 university	 and	what	 they	
prioritize	 while	 selecting	 a	 higher	 institution.	 Managers	 can	 then	 adapt	 communication	
materials,	prints	and	promotional	tools	to	meet	students’	needs	(Mortimer,	1997).	While	many	
Western	 higher	 education	 institutions	 have	 gone	 beyond	 marketing	 communication,	 other	
institutions	in	developing	countries	are	conMining	marketing	to	promotion.		

Kotler	and	Fox	(1995)	deMine	marketing	in	higher	education	as:	

‘’the	analysis,	planning,	implementation	and	control	of	carefully	formulated	programs	designed	
to	 bring	 about	 voluntarily	 exchanges	 of	 values	 with	 target	 market	 to	 achieve	 institutional	
objectives.	Marketing	involves	designing	the	institution’s	offerings	to	meet	the	target	market’s	
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needs	 and	 desires	 and	 using	 effective	 pricing,	 communication,	 and	 distribution	 to	 inform,	
motivate	and	service	these	markets.’’	(p.6)	

Similarly,	Binsardi	and	Ekwulugo	(2003)	argue	that	all	marketing	efforts	and	strategies	should	
be	 geared	 towards	 the	 consumer’s	 needs.	 Market	 orientation	 of	 higher	 education	 is	 also	
essential	 in	 Kotler’s	 deMinition	 of	 marketing	 in	 that	 universities	 can	 achieve	 a	 competitive	
advantage	 by	 incorporating	 market	 orientation	 in	 their	 strategic	 planning	 (Conway	 et	 al.,	
1994).Earlier	deMinition	of	marketing	in	higher	education	has	focused	on	students	as	products	
while	employers	as	consumers.	As	a	matter	of	fact,	there	has	been	always	a	disinclination	to	
consider	students	as	consumers	lest	higher	education	adopts	business	values	(Barrett,	1996).		

It	was	not	until	1990	that	marketing	in	higher	education	embraces	service	marketing	in	
its	 deMinition.	 Mazzarol	 emphasises	 the	 nature	 of	 higher	 education	 as	 a	 service.	 Because	
education	focuses	on	relationship	with	consumers	it	tends	to	be	highly	intangible	and	therefore,	
subject	 to	 service	marketing	 theory	 (1998).	 Later,	 the	 concept	 of	marketing	will	 expand	 to	
include	 not	 only	 students	 but	 also	 other	 stakeholders	 in	 higher	 education.	 The	 American	
Marketing	Association	(AMA)	deMines	marketing	as:	

‘’set	 of	 institutions,	 and	 processes	 for	 creating,	 communicating,	 delivering,	 and	 exchanging	
offerings	that	have	value	for	customers,	clients,	partners,	and	society	at	large’’	(AMA,2013)	

As	a	matter	of	 fact,	 including	other	 stakeholders	 in	higher	education	exacerbates	 the	
mission	and	objective	of	higher	education	 institutions	as	stakeholders	may	have	different	or	
contradictory	interests.	

	

II. Importance	of	Marketing	in	Higher	Education	
 

In	the	last	three	decades,	many	factors	have	contributed	to	the	adoption	of	marketing	in	
higher	 education.	 higher	 education	 institutions	 see	higher	 education	 industry	 as	 a	 lucrative	
market.	As	a	result,	the	number	of	institutions	raised	up	while	students	decreased.	Finding	new	
ways	to	recruit	prospective	students	made	higher	institutions	borrow	marketing	models	and	
strategies	from	business	industry	(Gibbs	and	Knapp,	2002).	

The	role	of	marketing	in	higher	education	has	evolved	signiMicantly	owing	to	economic	
and	 social	 factors.	 Kotler	 and	 Fox	 explained	 how	 marketing	 has	 undergone	 through	 many	
phases	 in	higher	education	 (1995).	First,	marketing	 is	unnecessary.	At	 this	 stage	 institutions	
believed	that	education	has	its	value	in	itself,	and	therefore	there	is	no	need	to	market	courses.	
Similarly,	Students	Mind	exactly	what	they	want	in	universities’	curriculum.	Second,	Marketing	is	
promotion.	The	 fall	 in	 students’	 numbermade	 universities	 to	 involve	 in	 recruiting	 activities.	
Universities	start	to	promote	their	courses	and	programmes	through	admission	ofMices	which	
was	basically	functioning	as	sales	departments.	The	third	phase	is	Marketing	is	segmentation	
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and	marketing	research.	Obviously,	universities	start	to	learn	that	they	cannot	adopt	the	‘one	
size	Mits	all’	strategy,	and	that	they	can	save	their	energy	and	money	spent	for	targeting	students	
who	meet	the	university’s	mission.	Admission	departments	start	 to	 focus	more	on	analysing	
students’	decision	making	and	choices	as	well	as	recruiting	students	similar	to	their	current	
ones.	The	forth	phase	is	Marketing	is	positioning.	The	spread	of	competition	exerts	an	inMluence	
on	universities	and	schools	to	adopt	distinctive	characteristics	so	that	they	can	be	visible	and	
highly	competitive	to	attract	students.	Differentiation	improved	those	universities’	image	and	
facilitated	students’	decision	making.	The	Mifth	phase	is	Marketing	is	strategic	planning.	Buffeted	
by	competition,	economic	and	social	changes,	universities	and	schools	start	to	consider	external	
factors	 in	 the	 construction	 of	 their	 image.	 Higher	 education	 institutions	 start	 to	 think	
strategically	 by	 taking	 into	 consideration	 economic	 trends	 and	 social	 values	 when	 revising	
programmes	and	activities.	The	last	stage	in	marketing	enrolment	is	marketing	is	an	enrolment	
management.	Universities	realized	that	students’	experience	is	important	and	that	enrolment	
does	 not	 Minish	 once	 a	 prospective	 student	 register	 but	 rather	 exceeds	 the	 Mirst	 day	 at	 the	
admission	 department.	 To	 maximize	 students	 experience,	 different	 departments	 start	 to	
collaborate	and	focus	more	on	students’	satisfaction	and	needs	(Kotler,	1995).		

Most	 universities	 and	 schools	 namely	 in	 developing	 countries	 have	 not	 achieved	 the	
seventh	stage	in	Kotler’s	enrolment	marketing.	As	a	matter	of	fact,	universities	in	Morocco,	for	
example,tend	to	consider	marketing	as	a	promotional	tool	rather	than	a	strategy	that	focuses	
on	enrolment	management	(Sabando	et	al.,	2016)	

	

III. Strategic	marketing	approaches	in	higher	education	
 

A. Product	marketing	strategy	
	

Product	marketing	approach	in	higher	education	considers	students	as	consumers	while	
programmes	and	courses	as	products	 (Conway	et	al.,	1994).	 It	 is	worth	mentioning	 that	 the	
concept	of	product	is	not	restricted	to	tangible	products	but	includes	also	intangible	services.	
Armstrong	 and	 Kotler	 (2016)	 states	 that	 ‘’in	 addition	 to	 tangible	 goods,	 products	 include	
services	which	are	activities	or	beneMits	offered	for	sale	that	are	essentially	intangible	and	do	
not	result	in	the	ownership	of	anything’’	(p.7).	

Although	product	marketing	approach	has	only	one	exchange	process	by	producing	a	
service	to	students,	it	can	result	in	a	competitive	advantage	when	institutions	deliver	a	range	of	
product	mix	(Conway	et	al.,	1994).	Newbould	(1982)	emphasized	the	importance	of	product	
portfolio	 matrices	 in	 that	 they	 analyse	 the	 total	 product	 mix	 strategy	 as	 well	 as	 provide	 a	
competitive	strategic	advantage	for	higher	education	 institutions.	Newbould	(1982)	has	also	
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applied	Boston	Consulting	Group	Matrix	(BCG)	in	higher	education	programmes.	By	positioning	
each	 programme	 in	 the	matrix	 and	 by	 comparing	 academic	 programmes,	management	 can	
allocate	resources	or	terminate	any	programme	depending	on	its	performance.	Although	it	is	
useful,	product	portfolio	model	proposed	by	Newbould	fails	to	respond	to	the	complexities	that	
educational	programmes	have.	This	is	because	many	variables,	out	of	students	demands,	may	
affect	 programmes’	 performance	 like	 government	 funds,	 innovation	 and	market	 needs,	 and	
therefore,	management	decisions	based	solely	on	product	portfolio	model	become	insufMicient	
(Wells,	2011).		

A	 number	 of	 studies	 have	 also	 adopted	 the	 4Ps	 transactional	marketing	 approach	 in	
higher	 education.	 Binsardi	 and	 Ekwulugo	 (2003)	 conducted	 a	 survey	 using	 transactional	
marketing	model.	They	have	concluded	that	students’	needs	are	clustered	around	tangible	and	
core	 features	 of	 an	 educational	 product	 like	 fees,	 quality,	 scholarships	 and	 academic	
recognition.	Accordingly,	the	best	suggested	marketing	strategy	to	attract	students	is	to	focus	
more	on	better	quality,	lower	tuition	fees,	scholarships	and	adopt	promotional	strategy	through	
alumni,	 universities’	websites	 and	 friends.	Binsardi	 and	Ekwulugo	 (2003)	 concluded	 that	 in	
order	for	higher	education	institutions	to	succeed,	it	is	imperative	that	they	foster	relationships	
and	 interaction	 with	 stakeholders	 instead	 of	 adopting	 merely	 transactional	 marketing	
approach.	

	

B. Service	marketing	strategy	
	

Most	 scholars	 (Kotler	 and	 Fox,	 1995;	 Mazzarol,	 1998;	 Brooks	 and	 Hammons,	 1993)	
argue	for	the	fact	that	higher	education	is	a	service	rather	than	a	product.	Therefore,	due	to	the	
intangible	nature	of	higher	education,	other	 components	were	added	 to	 the	 traditional	 four	
marketing	mix	(price,	place,	promotion	and	product).	These	are:	people,	physical	facilities	and	
process.	Zeithaml	et	al.	(1985)	presented	four	features	that	characterize	any	service	including	
higher	education:	intangibility;	heterogeneity;	inseparability	and	perishability.		

Although	 educational	 experience	 is	 tied	 to	 physical	 diplomas,	 the	 whole	 process	 is	
intangible	and	does	not	lead	to	the	acquisition	of	any	factor	of	production.	Kotler	and	Andreasen	
(2013,	p.429)	describe	a	service	as	“any	activity	or	bene:it	that	one	party	can	offer	to	another	
that	 is	 essentially	 intangible	 and	 does	 not	 result	 in	 the	 ownership	 of	 anything’’.	 Similarly,	 Du	
Plessis	and	Rousseau	(2008)	highlights	the	importance	of	intangibility	as	a	distinctive	feature	
of	 services	 in	 higher	 education.	 Although	 higher	 education	 institutions	 comprise	 intangible	
forms	like	teaching	process,	other	tangible	elements	are	taking	place	in	higher	education	like	
learning	materials,	Minal	certiMicates	and	textbooks.	It	is	very	important	not	to	consider	services	
and	products	as	polarities	or	opposing	dualities	but	rather	as	a	continuum	that	can	include	both	
with	different	scales	MacColl-Kennedy	(2003).		
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Lovelock	 and	 wright	 (2002)	 elaborate	 on	 the	 features	 that	 characterize	 services	 in	
higher	education	institutions.	First,	customers	are	highly	involved	in	the	process	of	a	service.	
Students’	performance	and	participation,	for	example,	affect	the	quality	of	services	provided.	
They	cannot	set	back	and	wait	for	the	service	to	be	delivered.	Therefore,	customers	and	services	
are	inseparable.	Second,	customers	cannot	have	the	same	perception	toward	higher	education	
institution.	 Each	 time	 the	 service	 is	 provided,	 students	 gain	 different	 experiences	 and	
perceptions	(Brooks	and	Hammons,	1993).	This	makes	the	service	provided	heterogeneous	in	
higher	 education.	 Third,	 higher	 education	 services	 are	 perishable	 and	 therefore	 cannot	 be	
inventoried.	Because	higher	education	service	is	perishable,	students	have	to	attend	the	courses	
physically	to	get	the	educational	service.	

Although	 service	 marketing	 mix	 is	 applicable	 to	 higher	 education,	 educational	
institutions	 have	 unique	 features	 that	 make	 applying	 service	 concepts	 to	 higher	 education	
challenging.	Canterbury	(2000)	argued	for	the	fact	that	similarities	between	higher	education	
and	 other	 businesses	 are	 not	 sufMicient	 to	 adopt	 service	marketing	 to	 higher	 education.	 He	
presents	a	number	of	distinctive	features	that	characterise	higher	education.	First,	choosing	a	
higher	education	is	a	unique	decision.	Such	unique	decision	is	highly	important	to	the	decision	
maker	than	any	other	purchasing	decision	because	it	affects	directly	decision	makers’	life.	More	
importantly,	students	may	not	necessarily	have	precise	and	sufMicient	information	to	assess	the	
unique	decision.	Second,	higher	education	institutions	involve	entirely	customers	in	the	process	
of	the	service.		Unlike	other	businesses,	higher	education	institutions,	or	what	Goffman	(1961)	
names	 ‘total	 institutions’,	 inMluence	 students’	 life	 to	 a	 great	 extent.	 The	boundaries	 between	
personal	life	and	educational	service	become	unclear	when	higher	educational	institutions	take	
care	of	education,	lodging,	social	life,	recreation	and	food	(Lovelock,	1980).	Third,	prospective	
students’	 development	 is	 very	 sophisticated.	 Their	wants	 and	 needs,	 desires	 and	 objectives	
restrict	the	process	of	educational	service.		

Both	product	approach	and	service	approach	have	considered	students	as	customers	
while	 programmes	 as	 products.	 They	 have	 both	 adopted	 strategic	 planning	 on	 the	 basis	 of	
deMined	and	predetermined	customer-product	interaction	(Conway,	1994).	However,	customer-
oriented	strategy	problematizes	the	concept	of	consumer-product	duality	when	 it	 integrates	
other	stakeholders	into	the	process	of	marketing	strategy	in	higher	education.	This	is	because	
different	needs	and	wants	of	other	stakeholders	may	affect	institution’s	objectives.	

	

C. Stakeholders	orientation		
	

Mehralizadeh	 and	 Emoghaddam	 (2010)	 demonstrate	 that	 students	 are	 not	 only	
customers	of	higher	education	in	the	traditional	sense	of	a	customer	in	a	service	industry,	but	
they	are	also	products	of	educational	institutions	from	the	perspective	of	other	stakeholders	
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like	employers.	The	peculiar	nature	of	customers	in	higher	education	make	scholars	to	focus	
more	on	customers	and	identify	them	Mirst	before	planning	any	marketing	strategy.	Belohlav	
(1984)	examined	the	question	of	the	customer	in	higher	education.	Although	he	acknowledged	
that	students	are	the	Minal	customers,	they	are	other	customers	as	well.	Alumni,	government	
and	businesses	are	some	of	 them.	The	alumni	consume	their	school	activities	and	part-time	
courses.	Similarly,	businesses	and	governments	consume	graduates	and	potential	employees.	
The	diversity	of	customers	and	their	needs	 in	higher	education	makes	 institutions’	missions	
challenging	and	complex.	

Kotler	and	Fox	(1995)	examined	thoroughly	other	stakeholders	of	higher	education	or	
what	Kotler	calls	‘the	public’.	Figure	2-1	illustrates	the	16	stakeholders	that	have	potential	or	
actual	interest	in	an	education	institution.		

Figure	1:	The	university	and	its	public	

	

Stakeholders	differ	in	their	involvement	in	higher	education	because	of	different	needs	
and	 wants.	 While	 prospective	 students	 may	 need	 a	 job	 after	 graduation,	 parents	 look	 for	
teaching	quality	or	accreditation	of	programmes.	Understanding	customers’	needs	and	wants	
is	 very	 important	 to	 adopt	 marketing	 orientation,	 otherwise;	 institutions	 will	 experience	
‘marketing	myopia’	(Kotler	and	Fox,	1995).	Marketing	orientation	in	higher	education	focuses	
more	on	customers’	satisfaction	through	designing,	communicating,	planning	and	delivering	the	
right	 programme	 and	 service.	 Although	 stakeholders’	 interests,	 needs	 and	 wants	 might	 be	
conMlictual	 in	 regards	 to	 the	 institution’s	 mission	 and	 objective,	 institutions	 should	 choose	

Source: Kotler and Fox (1995, p.20) 
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selectively	 the	appropriate	stakeholders	 that	go	hand	 in	hand	with	 the	 institution’s	mission,	
then	adjust	those	objectives	and	missions	with	the	public	needs	and	wants	(Kotler,	1995).	

Other	literature	embraces	the	concept	of	‘stakeholder	orientation’	rather	than	‘customer	
orientation’	(Alarcon-del-Amo	et	al.	2016;	Sabando	et	al.	2016).	This	is	because	of	the	fact	that	
the	 concept	 of	 customer	 orientation	 does	 not	 Mit	 into	 higher	 education	 sector,	 and	 that	
stakeholder	orientation	successfully	addresses	the	public	as	a	whole.The	prevalent	perspective	
in	marketing	literature	in	higher	education	considers	students	as	the	main	customers	(Redding	
2005,	 Marzo	 2005).	 Still,	 the	 question	 that	 should	 be	 discussed	 is	 whether	 or	 not	 should	
students	be	treated	as	customers.	Previous	studies	showed	that	students	expect	to	be	treated	
as	customers	in	some	educational	contexts	but	not	all	of	them	(Saunders,	2014).	Students	are	
less	likely	to	be	treated	as	customers	in	the	classroom,	assessments	and	graduation	while	they	
like	to	be	treated	as	customers	in	their	interaction	with	staff,	complaints,	students’	feedback,	
and	teaching	methods	(Koris	and	Nokelainen,	2015).		

The	 emergence	 of	 free	 market	 and	 commercialization	 lead	 to	 supplier-customer	
relationship.	Such	relationship	adopts	 the	maxim	of	 ‘the	customer	 is	always	 right’.	However,	
teachers	are	less	likely	to	accept	students	as	customers	(Winter	and	O’Donohue,	2012).	When	
considering	students	as	customers,	they	will	expect	grades	regardless	of	any	effort	done.	They	
can	 irresponsibly	 transfer	 learning	 to	 the	 university	 and	 expect	 entertainment	 rather	 than	
learning	 (Eagle	and	Brennan,	2007).	Besides,	 the	 relationship	between	 the	 supplier	and	 the	
customer	 in	 higher	 education	 is	 highly	 asymmetric	 in	 that	 students	 do	 not	 approach	
programmes	with	high	precision.	They	cannot	guarantee	jobs	after	graduation	or	be	sure	to	get	
a	qualiMication.		

	 DeMining	students	as	customers	or	as	products	of	other	customers	present	a	debatable	
issue	for	higher	education.	Litten	(1980)	deMines	a	student	as	“a	client,	part	of	the	process	itself,	
and	a	quasi-product	at	the	end	of	the	process”	(p.47).	The	student	is	part	of	the	process	because	
they	contribute	to	the	quality	of	the	educational	experience	by	carrying	all	their	needs,	attitudes	
and	 attributes	 to	 the	 educational	 process.	 Ressler	 and	 Abratt	 (2009,	 p.39)	 argue	 that	 “the	
student	is	not	only	a	customer	of	the	education,	but	a	designer	of	the	education	product	and	in	
essence	becomes	a	product	of	the	university	on	graduation”.	This	means	that	a	student	is	not	a	
customer	in	the	traditional	sense.	Having	said	all	that,	it	is	imperative	that	education	institutions	
be	 cautious	 in	 their	 displacement	 of	 marketing	 concepts	 from	 other	 businesses	 to	 higher	
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education	sector.	Greater	contextualization	and	adaptation	should	take	place	for	the	sake	of	a	
better	marketing	framework.			

	

IV. Strategic	planning	in	higher	education	
A. Marketing	Plan		

Higher	education	institutions	become	aware	of	the	importance	of	marketing	planning	
within	the	overall	institutions’	strategic	plans.	As	a	matter	of	fact,	universities	should	go	beyond	
the	traditional	marketing	activities	of	promotion,	students’	recruitment	or	advertising.	Kotler	
and	Murphy	 (1981)	 argue	 that	most	 universities	 have	 a	 quality	 operational	 level,	 but	 they	
overlook	the	strategic	plan	on	the	mistaken	belief	that	strategic	plan	is	timely	consuming.	All	
institutions	tend	to	plan	in	the	budgeting	and	scheduling	level	while	some	of	them	are	short-
term	planner.	Unfortunately,	only	few	institutions	are	long-term	strategic	planners.	A	strategic	
marketing	plan	 is	 an	 integrated	process	of	 the	whole	 institution’s	philosophy	 and	 approach	
(Gyure	and	Arnold,	2004).	Most	institutions	do	not	recognize	the	need	of	marketing	plan	until	
they	face	serious	students’	enrolment	decline	or	fund	raising.	Then	they	start	questioning	their	
techniques	and	marketing	activities.	 	Kotler	and	Fox	argue	that	 ‘’the	Mirst	step	to	start	a	new	
strategic	or	marketing	plan	is	to	recognize	the	need	for	a	marketing	planning’’	(1995).		

	 Kotler	and	Fox	suggest	that	universities	adopt	two	marketing	planning	types:	strategic	
plan	and	tactical	marketing	plan.	While	the	former	focuses	more	upon	setting	objectives,	goals,	
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and	mission,	 the	 latter	 grows	 out	 of	 strategic	 marketing	 plan	 and	 implement	 the	 strategic	
objectives.	Kotler	(1995)	deMines	strategic	planning	as:		

“The	process	of	developing	and	maintaining	a	strategic	Dit	between	the	institution’s	goals	and	capabilities	
and	 its	 changing	 marketing	 opportunities.	 It	 relies	 on	 developing	 a	 clearinstitutional	 mission,	
supporting	goals	and	objectives,	a	sound	strategy,	and	appropriate	implementation’’	(p.95).	

A	marketing	strategic	plan	follows	certain	steps	as	it	is	illustrated	in	Figure	2	of	the	strategic	
planning	process:	

Figure	2:	Strategic	planning	process	
	

	

	

	

	

	

	 		

	

	

	

	

	

Source:	Kotler	and		Fox	(1995)	

An	educational	institution	must	Mirst	examine	its	internal	and	external	environment.	The	
reason	behind	scrutinizing	the	environment	is	to	have	a	general	picture	of	major	threats	and	
opportunities	so	that	strategic	decisions	can	be	accurately	taken.		Cann	and	George	(2004)	also	
underline	 the	 importance	 of	 internal	 and	 external	 data	 in	 developing	 marketing	 strategy.	
Following	 the	 environment	 analysis,	 a	 higher	 educational	 institution	 should	 appraise	 its	
resources	by	analysing	its	strengths	and	weaknesses.	As	Kotler	(1995)	argues,	identifying	the	
distinctive	 competencies	 in	 those	 resources	 like	 funds,	 personnel	 or	 facilities	will	 deMinitely	
provide	the	institution	with	differential	advantage	over	competitors.		

Thirdly,	the	previous	phases	in	the	implementation	of	marketing	strategic	plan	provide	
the	cornerstone	for	the	institution’s	mission,	goals	and	objectives.	Those	missions	and	goals	are	
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not	static	but	rather	subject	to	change	depending	upon	environment	change	and	institutional	
resource	 competencies.	 Forth,	 only	 when	 environment	 and	 resource	 analysis,	 along	 with	
objectives	formulation	have	predetermined	can	management	assess	conMidently	programmes	
and	markets	for	change.	Kotler	and	Fox	(1995)	suggest	two	strategy	formulations	at	this	stage:	
Academic	portfolio	and	product/market	opportunity	strategy.	Academic	portfolio	is	based	on	
analysis	of	current	programmes	and	reviewing	their	quality,	attractiveness	and	relation	to	the	
institution’s	mission.	Product/market	 strategy	 is	 based	on	market	 orientation	 in	 a	way	 that	
evaluate	market	trends	so	that	programmes	can	be	in	line	with	the	market	needs.	

	 Fifth,	Cann	and	George	(2004)	argue	for	the	fact	that	organization’s	readiness	to	learn	
and	implement	marketing	strategy	should	also	be	taken	into	consideration	when	implementing	
a	new	marketing	strategy,	and	that	organizational	culture	is	a	key	to	efMicient	marketing	plan	
(Deshpande	 and	 Webster,	 1989).	 University	 presidents	 for	 instance	 who	 try	 to	 convince	
teachers	 to	 be	 market	 oriented	 and	 to	 design	 non-traditional	 programmes	 may	 encounter	
resistance	 from	 the	 academic	 culture.	 Besides,	 embracing	 a	 new	 marketing	 plan	 based	 on	
international	students’	recruitment	requires	staff	training	to	meet	the	institution’s	mission	and	
objectives.		

Finally,	 every	 institution	 should	 design	 and	 upgrade	 its	 system	 including	 technology,	
staff	and	academic	or	admission	procedures.	When	an	institution	implements	a	new	marketing	
strategy,	it	is	important	to	invest	in	telecommunication,	attendance	biometrics	or	computers	in	
the	classroom.	Internal	functions	should	reMlect	the	quality	of	service	provided	(Kotler	and	Fox,	
1995).		

Marketing	plan	or	the	tactical	plan	should	follow	and	be	an	integral	part	the	strategic	
plan	 (Maringe	 and	 Foskett,	 2002).	 Unfortunately,	 education	 institutions	 are	 rarely	 aware	 of	
different	types	of	customers.	Institutions	tend	to	focus	upon	one	or	two	stakeholders	and	build	
up	their	marketing	plan	on	them.	Instead,	institutions	should	highly	adopt	market	orientation	
(Conway	 et	 al.,	 1994).	 According	 to	 Kotler	 and	 Fox	 (1995),	 marketing	 plan	 includes	 the	
following	 sections:	 “executive	 summary,	 situation	 analysis,	 goals	 and	 objectives,	 marketing	
strategy	 action	 programmes,	 budget	 andcontrols’’	 (p.102).	 The	 following	 table	 illustrates	
elements	of	a	marketing	plan	advocated	for	higher	education	marketing	managers:	

	

Table	1.	Steps	of	a	marketing	plan		

Section	 Purpose	
I. Executive	summary	 A	brief	overview	showing	proposed	plan	to	

management	
II. Current	marketing	situation	 Background	data	on	market	situation,	competition,	

external	environment…	
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III. Opportunity	and	issue	analysis	 Identify	threats	and	opportunities,	internal	
environment…	

IV. Objectives	 Set	objectives	for	the	marketing	plan	precisely	
V. Marketing	strategy	 Represent	strategies	and	approaches	that	the	

institution	will	adopt	
VI. Action	Programs	 Answers:	what	will	be	done?	who	will	do	it?	when	will	

it	be	done?	Who	much	will	it	cost?	
VII. Budget	 Financial	forecasting,	costs	and	other	outcomes		

VIII. Control	 Indicate	how	the	implementation	and	effectiveness	of	
the	plan	will	be	monitored.	

Source:	Kotler	and	Fox	(p.	102,	1995)	 	

	

A	 successful	 marketing	 plan	 requires	 highly	 skilled	 managers	 and	 staff	 in	 higher	
education	institutions.	Gray	(1991)	underlines	the	importance	of	market	research	techniques,	
skills	 in	planning,	analysing,	and	interpreting	data	in	achieving	the	objectives	of	a	marketing	
plan.	As	 far	as	Moroccan	universities	are	concerned,	 the	scarcity	of	qualiMied	marketing	staff	
affects	negatively	the	marketing	plan’s	objectives.		

Some	of	the	main	marketing	goals	that	make	universities	adopt	a	marketing	plan	are:	
recruiting	student,	improvement	of	curricula,	fund	raising	for	research	objectives,	cooperating	
with	 academic,	 research	 or	 economic	 institutions	 and	 attracting	 didactic	 personnel	 Białoń	
(2015).		

A	 marketing	 plan	 is	 highly	 advocated	 as	 a	 continuous	 planning	 process	 aiming	 at	
maximizing	 institutions’	 resources	 and	 capacities	 either	 to	 solve	 problems	 or	 to	 meet	
stakeholders’	 expectations	 (Gyure	 and	 Arnold,	 2004).	 As	 a	 matter	 of	 fact,	 both	 strategic	
planning	and	marketing	planning	should	operate	complementarily	to	analyse	the	internal	and	
external	environment	as	well	as	to	assess	institutions’	resources	and	capabilities	in	order	to	set	
objectives	realistically.	Blend	of	marketing	strategies	should	be	implemented	to	Mit	education	
context	and	its	peculiar	nature	like	market	segmentation,	targeting,	positioning	and	marketing	
mix.	 It	 is	 also	 worth	 mentioning	 that	 the	 extent	 to	 which	 marketing	 strategies	 should	 be	
implemented	in	higher	education	institutions	depends	mainly	on	objectives	and	goals	set	by	
those	institutions	and	their	deMinition	of	stakeholders	and	the	service	provided.	

	

B. Marketing	research	
	

	 Most	higher	education	institutions	do	not	understand	how	their	customers	perceive	the	
service	they	provide,	until	they	encounter	a	problem	that	need	to	be	solved	be	it	a	decrease	in	
students’	recruitment	or	a	fall	in	donations.	Problem	identiMication	and	problem	solving	are	the	
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main	important	responsibilities	of	any	university’s	management	and	administration.		Decision	
makers	need	to	take	data-gathering	and	marketing	research	seriously	before	any	action	is	made.	
Otherwise,	resources	and	time	spent	will	be	wasted	(Kotler	and	Fox,	1995).	universities	need	to	
build	 a	 reliable	 information	 database	 from	 their	 marketing	 research.	 Krampf	 and	 Heinlein	
(1981)	argue	that	internal	and	external	research	is	required	to	improve	the	service	offered.	A	
quality	information	is	indispensable	for	a	good	marketing	plan.	

To	identify	marketing	research	issues,	Kotler	and	Fox	(1995)	underscore	four	methods.	
First,	complaint	system	can	be	created	to	identify	stakeholders’	concerns	and	dissatisfaction.	
Second,	marketers	and	administrators	can	adopt	a	marketing	problem	inventory	in	which	they	
can	list	frequent	problems	and	difMiculties	either	internally	or	externally.	Third,	the	institution	
can	assess	demands	of	their	programmes	and	services	by	determining	the	marketing	problem	
between	 the	 desired	 demand	 and	 the	 actual	 demand.	 Forth,	 universities	 can	 undertake	 a	
marketing	audit	by	collecting	critical	data	for	analysis.	Usually,	the	auditor	is	an	independent	
consultant	who	appraises	the	institution	objectively	so	as	to	provide	long-term	and	short-term	
recommendations.				

Identifying	a	marketing	challenge	or	a	problem	 is	deMinitely	 the	 Mirst	 step	 in	effective	
marketing	 plan.	 Stott	 and	 Parr	 (1991)	 argue	 for	 the	 fact	 that	 institutions	 should	 evaluate	
opportunities,	 threats,	 strengthens	 and	 weaknesses	 (SWOT)	 before	 any	 marketing	 plan	 is	
taking	place.	Applying	SWOT	analysis	is	very	helpful	in	linking	an	institution’s	strengths	with	
the	existing	market	opportunities	as	well	as	avoiding	weaknesses	and	challenging	threats.	As	
Baker	et	al	(1998)	stated,	a	SWOT	analysis	is	a	strategic	audit	used	by	an	institution	to	improve	
its	programmes	and	services.	

It	is	also	worth	mentioning	that	both	market	and	marketing	research	should	be	seen	as	
a	process	rather	than	a	project	so	that	universities	can	continuously	adjust	their	marketing	mix	
and	strategies	according	to	existing	environment	(Rossum	and	Baum,	2001).	It	is	also	argued	
that	institutions	that	adopt	a	market-oriented	strategy	tend	to	consider	marketing	research	as	
a	process.	A	market	orientation	strategy	can	also	help	universities	in	developing	an	integrated	
marketing	 intelligence	system	to	analyse	customers’	needs	and	complaints,	 competition	and	
other	external	variables	(Cann	and	George,	2004).			 	

	

C. Segmentation	
	

One	of	the	main	strategic	approaches	that	is	based	on	market	research	and	marketing	
information	 is	 segmentation.	Market	 segmentation	 is	 a	marketing	 tool	 used	 to	 distinct	 and	
divide	the	market	in	sets	of	segments	which	share	the	same	characteristics,	needs	and	values	
(Schiffman,	Kanuk,	and		Hansen,	2008).	Although	segmentation	literature	is	well	established	in	
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marketing	 theory,	market	 segmentation	 in	 higher	 education	 literature	 is	 not	well	 grounded	
(Hemsley-Brown,	2017)		

Kotler	and	Fox	(1995)	present	 three	approaches	 to	segmentation	 that	any	 institution	
should	embrace.	First,	mass	marketing	considers	all	students	are	alike	and	no	preference	or	
difference	 exists	 among	 customers.	 Generally,	 institutions	 adopting	 mass	 marketing	 try	 to	
convince	all	students	that	their	programme	is	the	best.	While	this	segmentation	strategy	is	less	
expensive	in	promotion	and	communication,	most	universities	do	not	adopt	it	because	of	the	
diversity	of	stakeholders’	needs	and	preferences.	Second,	programme	differentiated	marketing	
seems	 to	 be	 the	 most	 used	 segmentation	 strategy	 in	 higher	 education.	 This	 is	 because	
universities	 tend	 to	 offer	 different	 programmes	 and	 different	 Mields	 of	 studies	 to	 meet	
prospective	students’	needs.		Third,	other	universities	will	resort	to	focused	marketing.	Serving	
a	 target	 market	 can	 result	 in	 a	 competitive	 advantage	 because	 of	 differentiation	 strategy.	
However,	the	targeted	segment	might	be	a	failure	especially	if	the	segment	is	not	substantial	or	
durable.	As	Kotler	 and	Fox	 (1995)	 argue,	 universities	 should	make	 sure	 that	 segmentations	
chosen	are	measurable,	accessible,	substantial	and	durable.			

Kotler	and	Armstrong	(2003)	agreed	on	four	grouping	variables	for	customer	in	higher	
education:	 demographic,	 geographic,	 behavioural	 and	 psychographic,	 all	 of	 which	 can	 be	
integrated	 in	 a	 marketing	 mix	 to	 serve	 institutions’	 marketing	 strategy.	 Universities	 today	
segment	 the	 market	 into	 three	 main	 customers:	 high	 school	 leavers,	 mature	 students	 and	
international	 students.	 Although	 there	 are	 other	 segments	 like	 managers	 who	 are	 seeking	
corporate	 training,	 they	 are	 not	 generally	 the	 core	 business	 for	 a	 university.	 All	 of	 those	
segments	have	different	factors	in	choosing	a	university	or	a	programme	(Soutar	and	Turner,	
2002).		

To	 examine	 the	 viability	 of	 segmentation	 in	 strategic	 planning	 in	 higher	 education,	
RindMleish	 (2003)	 conducted	 an	 Australian	 study	 focusing	 on	 the	 marketing	 technique	 of	
segment	 proMiling.	 He	 found	 out	 that	 the	 segment	 proMiling	 was	 highly	 beneMicial	 in	 that	 it	
reduces	 the	 risk	 of	 adopting	 inefMicient	 strategic	 planning	 goals	 by	 detecting	 a	 new	market	
segment.		EfMicient	segmenting	and	targeting	contribute	to	market	differentiation.	Mazzarol	and	
Hosie	(1996)	argued	that	successful	differentiation	requires	an	institution	to	reMlect	an	image	
of	perceived	value	in	the	market.	

	

	

D. Targeting	

After	segmenting	the	market,	the	institution	should	select	among	three	main	targeting	
strategies:	mass	marketing;	targeted	marketing	and	niche	marketing	(Hsuan-Fu	and	Chia-Chi,	
2008).	Mass	marketing	is	applied	when	an	institution	intends	to	attract	as	many	customers	as	
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possible	and	focus	on	common	needs	and	wants	of	customers.	Usually	one	programme	will	be	
designed	to	attract	as	much	students	as	possible.	Although	adopting	undifferentiated	marketing	
strategy	is	less	expensive,	it	fails	to	satisfy	customers	whose	needs	are	different	from	the	mass.		

On	 the	 other	 hand,	 targeted	 marketing	 approach	 focuses	 on	 targeting	 a	 number	 of	
segments	and	addressing	 them	using	different	marketing	mix.	For	 instance,	a	university	can	
have	 undergraduate,	 graduate	 and	 research	 programmes	 or	 even	 alumni	 programmes.	
Targeting	 the	 market	 using	 differentiated	 marketing	 is	 highly	 recommended	 by	 scholars	
especially	when	it	is	cost	effective	(Kotler	and	Fox,	1995).	Targeting	more	than	one	segment	in	
higher	 education	 remains	 imperative	 since	 institutions	 address	more	 than	 one	 stakeholder.	
However,	institutions	should	be	alert	in	using	targeted	marketing	approach;	some	universities	
go	too	far	in	the	segmentation	process	by	offering	more	segmented	programmes.	Although	this	
can	live	up	to	the	public	expectations,	it	can	be	very	costly.		

The	 last	 targeted	 marketing	 strategy	 is	 the	 niche	 marketing	 or	 the	 concentrated	
marketing.	This	is	when	a	university	focuses	on	one	segment	and	implement	all	its	marketing	
strategies	to	target	it.	Targeting	one	segment	can	be	risky	for	some	institutions	as	the	targeted	
segment	may	disappear	or	shrink	(Hsuan-	Fu	and	Chia-Chi,	2008).	However,	niche	marketing	
can	be	viable	in	higher	education	especially	when	the	institution	has	limited	resources.	

	

E. Marketing	Mix	
 

The	concept	of	marketing	mix	was	Mirst	introduced	in	macroeconomic	theory	(Chong,	2003).	
Later,	McCarthy	(1964)	introduced	the	concept	of	‘marketing	mix’	as	conceptual	framework	in	
marketing	 repertoire	 that	 translates	 planning	 into	 practice	 and	 contributes	 to	 successful	
decision	making	for	managers	(Bennett,	1997).	This	conceptual	framework	is	used	to	improve	
businesses’	strategies	and	tactics	(Palmer,	2012).	Marketing	mix	has	prevailed	research	in	the	
marketing	Mield	to	the	extent	that	Kent	(1986)	consider	the	4Ps	as	“the	holy	quadruple…of	the	
marketing	faith…written	in	tablets	of	stone”.	Zeithaml	and	Bitner	(2010)	deMined	marketing	mix	
as	a	strategic	tool	used	to	satisfy	and	communicate	with	customers.	Management	also	adopts	
marketing	mix	 to	 achieve	 institutional	 objectives	 by	 blending	 price,	 programme,	 place	 and	
promotion	Michael	et	al	(1995).		

However,	Moller	(2006)	underlined	that	the	limitations	of	the	4Ps	in	marketing	mix,	as	
the	cornerstone	of	the	conventional	marketing	management	have	become	subject	to	criticism.	
Some	 researchers	 have	 even	 go	 as	 far	 as	 eliminating	 the	 4Ps	 altogether	 and	 suggesting	 an	
alternative	framework.	Rafiq	and	Ahmed	(1995)	also	argued	for	the	fact	that	the	4Ps	does	not	
satisfy	 the	business	environment	changes	namely	 in	 the	service	sector,	and	that	Booms	and	
Bitner’s	(1981)’s	7P	marketing	mix	has	to	replace	McCarthy’s	4Ps	marketing	mix.	The	reason	
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behind	 criticising	 the	 4Ps	 marketing	 mix	 is	 because	 of	 its	 product-oriented	 rather	 than	
customer-oriented	(Popovic,	2006).	Each	element	of	the	marketing	mix	should	be	seen	from	
the	 customer’s	 perspective.	 By	 converting	 product	 into	 customer	 solution,	 place	 into	
convenience,	promotion	into	communication	and	price	into	cost,	the	4Ps	marketing	mix	can	be	
responsive	 to	 customers’	 needs	 (Lauterborn,	 1990).	 similarly,	 Baker(2008)	 criticised	 the	
traditional	4Ps	marketing	mix.	He	states	that	the	product	variable	is	presented	in	isolation	as	if	
it	is	sold	independently.	However,	marketers	and	companies	sell	products	in	relation	to	their	
brands	and	their	product	lines.	Unlike	customers	who	perceive	products	holistically,	the	4Ps	
marketing	mix	does	not	consider	relationship	buildings	and	customers’	experiences,	rather,	it	
regards	customers	as	passive.		

To	differentiate	between	service	marketing	and	product	marketing	and	to	keep	up	with	
the	 environmental	 changes	 that	marketing	 and	 higher	 education	 are	 facing,	 Cowell	 (1982)	
proposed	two	additional	‘Ps’:	people	and	process.	The	importance	of	people	lies	in	the	fact	that	
they	 are	 the	 performers	 and	 sellers.	 Relationship	 marketing	 is	 mainly	 based	 on	 people’s	
interaction	with	customers.	The	importance	of	the	process	revolves	around	service	delivery	as	
an	essential	ingredient	in	any	customer	satisfaction.	Physical	evidence,	the	seventh	marketing	
mix,	 was	 introduced	 by	 Gray	 (1991)	 to	 represent	 the	 environment	 in	which	 the	 service	 is	
provided.	The	seven-marketing	mix	are	defined	in	the	table	below:		
	
Table	2:	Definitions	of	marketing	mix	in	product	and	service	industry	
	
Product																																	The	good	or	service	that	is	delivered		
Price	 The	recourses	needed	by	customers	to	get	the	services/goods	
Place		 The	location	and	accessibility	of	the	services/goods	
Promotion	 Communication	activities	addressed	to	potential	customers	
People	 Those	involved	in	the	process	of	the	services	delivered	
Process	 The	organizational	system	by	which	the	service	is	delivered	
Physical	evidence	 The	environment	is	which	the	service	is	provided	
Source:	Gray	(1991,	p.31)	
	

Mariage	(2006)	points	out	that	the	seven-marketing	mix	should	be	integrated	effectively	
to	 achieve	 a	 competitive	 advantage.	 Achieving	 an	 optimal	 blending	 of	 the	 marketing	 mix	
components	 depends	 on	 many	 factors	 including	 institutions’	 internal	 and	 external	
competencies,	target	market	and	the	target	customer.	The	implication	of	7Ps	marketing	mix	is	
highly	 compatible	 with	 service	 industry	 in	 general	 and	 higher	 education	 institutions	 in	
particular.	

Conclusion	
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Higher	 education	 institutions	 become	 increasingly	 aware	 of	 the	 role	 of	marketing	 in	
achieving	their	missions	and	objectives	as	well	as	planning	strategically.	Marketing	contributes	
to	a	better	understanding	of	current	activities	and	performance	of	HE	institutions	and	compares	
it	with	their	missions.	Marketing	can	also	detect	problems	as	well	as	proposing	solutions	and	
plans	to	achieve	a	stated	mission	for	any	higher	education	institution	(Kotler	and	Fox,	1995).				

According	 to	Rudd	and	Mills	 (2008),	marketing	principles	revolve	around	three	main	
tenets:	First,	marketing	is	essential	at	any	educational	institution’s	phase.	Second,	marketing	is	
an	 ongoing	 process	 that	 is	 implemented	 in	 a	 cyclic	 way	 from	 planning,	 implementation	 to	
control.	Such	process	should	be	regular	and	consistent.	 Institutions	should	regularly	 inform,	
remind	and	even	reinforce	current	and	prospective	students.	Third,	marketing	is	not	a	panacean	
tool	for	all	sort	of	problems.	If	an	institution	is	unable	to	provide	students	with	added	value	for	
their	educational	experience,	marketing	becomes	inadequate.	

This	paper	has	presented	the	implementation	of	marketing	practices	in	higher	education	
and	has	shown	proposed	marketing	process	steps,	marketing	tools	and	marketing	techniques	
that	 could	 further	be	adapted	 to	higher	education.	 	Future	 research	direction	 for	academics	
could	 be	 to	 conduct	 empirical	 research	 to	 Mind	 out,	 to	what	 extent	 and	 how,	 the	marketing	
practices	 presented	 in	 this	 paper	 are	 actually	 adopted	 in	HE.	 	 Likewise,	 practitioners	 of	HE	
marketing	 research	 could	 use	 the	 extensive	 literature	 presented	 in	 this	 paper	 to	 guide	
implementation	of	improved	marketing	practice	in	their	own	or	their	client	institutions.	
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‘Literature explora;on on whether employees’ physiological 
mo;va;on (emo;onal capital) can influence employees’ 

behaviours that mo;vate employees to enhance their 
engagement levels in the UK’s low-paid working sector.’ 

 

Dr Md Is:ak Ahammed 

Lecturer & Module leader in Business at Global Banking School & Research Supervisor at the Centre for 
Islamic Finance, The University of Bolton 

(mahammed@globalbanking.ac.uk) 

Introduc:on: 

Dr Md Is1ak Ahammed is currently an external PhD supervisor at the University of Bolton, who is affiliated 
with the Global Banking School. He has obtained his PhD from Business school at the University of Bolton. 
Before working as a research supervisor, Dr Is1ak worked as an administra1ve assistant in the event 
organising agency, London. Also, he worked as a part-1me Business lecturer at a college.  Dr Is1ak’s main 
interest remains is to explore whether employees’ physiological mo1va1on (emo1onal capital) can 
influence employees’ behaviours that mo1vate employees to enhance their engagement levels in the UK’s 
low-paid working sector. Furthermore, Dr Is1ak’s research interests include Islamic finance and human 
resource management, financial and non-financial performance measurement, employee mo1va1on, 
recruitment and selec1on, employee benefits, employee training and development, corporate finance, 
corporate social responsibility, Sharia governance and regula1ons. 

Lecturer & Module leader in Business at Global Banking School & Research Supervisor at the Centre for 
Islamic Finance, The University of Bolton 

Abstract: 

This literature review explores the extent to which employees’ physiological mo1va1on—conceptualised 
here as emo8onal capital—influences behavioural outcomes that, in turn, enhance employee engagement 
within the UK’s low-paid working sector. Drawing on interdisciplinary studies from organisa1onal 
psychology, human resource management, and social theory, the review inves1gates how emo1onal 
capital—defined as the internal reservoir of resilience, self-worth, and affec1ve investment—func1ons as 
both a personal resource and a social enabler in the workplace. The review iden1fies how emo1onal capital 
can shape workplace behaviours such as coopera1on, discre1onary effort, and proac1vity, all of which 
contribute to engagement. Par1cular aBen1on is given to the structural and socio-economic constraints 
within low-wage environments, where engagement is oxen undermined by precarity, limited autonomy, 
and low recogni1on. The findings suggest a complex interplay between emo1onal capital and organisa1onal 
context, raising ques1ons about how mo1va1on rooted in emo1onal experience can be supported or s1fled 
by leadership, culture, and working condi1ons. The review concludes by highligh1ng gaps in current UK-
focused research and sugges1ng areas for further empirical explora1on. 
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101 

Constructs and Defini:ons 

1. Emo:onal Capital 

a. Emo8onal capital refers to the internalised emo1onal resources—such as self-confidence, 
empathy, resilience, and op1mism—that individuals accumulate and mobilise to navigate social and 
professional seWngs effec1vely (Reay, 2000). 
b. In organisa1onal contexts, emo1onal capital encompasses the affec1ve capaci1es and 
psychological energy employees bring to work, influencing their interpersonal rela1onships and 
capacity for sustained engagement. 
c. Emo1onal capital can also be understood as the emo1onal equivalent of social or cultural 
capital—a form of embodied resource that contributes to workplace adaptability and cohesion. 

2. Workplace Behaviours (e.g., coopera:on, discre:onary effort, proac:vity) 

a. Workplace behaviours refer to observable ac1ons by employees that go beyond formal job 
requirements, including voluntary collabora1on, ini1a1ve-taking, and exer1ng effort beyond 
minimum expecta1ons (Organ, 1988). 
b. These behaviours are oxen categorised under Organisa8onal Ci8zenship Behaviour (OCB) and are 
cri1cal for enhancing team func1oning, produc1vity, and overall organisa1onal climate. 
c. In this context, coopera1on, discre1onary effort, and proac1vity are behavioural indicators of 
psychological engagement and intrinsic mo1va1on, oxen fostered through posi1ve affec1ve states 
and suppor1ve work environments. 

3. Engagement 

a. Employee engagement is a mul1dimensional construct describing the degree of psychological 
investment, emo1onal commitment, and cogni1ve involvement an employee has in their work and 
organisa1on (Kahn, 1990). 
b. Engagement reflects how energised, dedicated, and absorbed individuals are in their work roles 
and is considered a key driver of performance, reten1on, and well-being. 
c. Within low-paid sectors, engagement is oxen con1ngent upon contextual and emo1onal factors 
rather than financial incen1ves alone. 

4. Structural and Socio-Economic Constraints within Low-Wage Environments 

a. These refer to systemic barriers—such as low pay, job insecurity, limited access to training, and 
hierarchical rigidity—that restrict workers’ opportuni1es for development and recogni1on. 
b. Structural and socio-economic constraints encompass both ins1tu1onal condi1ons (e.g., labour 
market segmenta1on, zero-hour contracts) and broader societal inequali1es that affect mo1va1on 
and agency in low-paid roles. 
c. In the UK, these constraints are especially salient in service, care, and retail sectors, where high 
turnover and minimal progression opportuni1es can erode employee morale and organisa1onal 
loyalty. 
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5. Precarity, Limited Autonomy, and Low Recogni:on 

a. Precarity denotes unstable and insecure employment condi1ons where workers lack job 
protec1on, consistent income, or long-term prospects (Standing, 2011). 
b. Limited autonomy refers to restricted decision-making power or lack of control over work tasks, 
schedules, or processes, oxen experienced in rou1nised or 1ghtly supervised jobs. 
c. Low recogni8on captures the insufficient acknowledgment—monetary or symbolic—of 
employees’ contribu1ons, which can diminish mo1va1on and a sense of belonging at work. 
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INTRODUCTION
- Digitizabilty vs. digitalizability

- To digitalize refers to making digital, while to digitize is

to compute or to make into a computed or structured

sequence of binary digits.

- Introducing the term “Digitalizability” in

linguistic terms

Presented by:

Luma Alsalah

THE DIGITALIZABILITY
OF EDUCATION
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KEYWORDS

3

TRADITIONAL
EDUCATION DIGITALIZABILITY DIGITAL

EDUCATION
VALUING

EDUCATION PERCEPTS

THE STUDY

4

.

What has made
education digitalizeable
or with ability and /or

capacity to be
transformed into a

digital form?

What enabled or
allowed education to be

digitalizeable?
PRIOR RESEARCH HAS MAINLY FOCUSED ON THE NEED
FOR DIGITIZING EDUCATION, AND ITS EXECUTION AS

WELL AS THE RESULTS PERTINENT TO THIS DIGITIZATION.
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DIGITALIZEABLE EDUCATION

PRESENTATION TITLE 6

NOVEL IDEA

The term
“digitizeability”

unused in this sense

QUALITATIVE
DATA

Open –ended
questions

SURVEY
RESPONDENTS
-Higher education

faculty & staff
-From Bahrain,
the UK and the

USA

SURVEY
QUESTIONS

11 questions in total

RESPONDENTS’
PERCEPTIONS

- Apart form the given
questions, respondents

ended their survey
with reflective,
empowering
statements

EDUCATION BACK THEN & NOW

- Traditional education manifests the
physical classroom and traditional
teaching as well as learning forms

- Education has always been a trademark
of and for civilization

- Digital education refers to in-person,
blended, and fully online learning
efforts, as well as attempts to capture a
wide range of teaching and learning
contexts which make use of digital
technology” (Veletsianos,
VanLeeuwen, Belikov, & Johnson,
2021)

5
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AREAS OF FOCUS

Highlights:

- Traditional existential form of education to an
easily accessible lightweight, “anywhere you go”
form

- This study does not highlight the technological
shifts but rather addresses what factors and
qualities of education have facilitated for the
digital shift in education

- What pertinents of education have contributed
to the digitalizability of education?

Qualitative Study

The Survey:

Open ended questions on the following:

educational malleability, adaptability,
accessibility and other norms

Respondents’ personal reflections

7

SURVEY QUESTIONS

8

MALLEABILITY OF
EDUCATION

• “malleable” means to be
shaped without breaking or
cracking”

• malleable education to be
education shaped
according to students’
needs , education as per
instructors’ capabilities,
teaching material and
curricula

ADAPTABILITY OF
EDUCATION

- Supporting students to
adapt to personal learning
styles

- Providing targeted skillsets
according to students’
needs

- Being proactive towards
change

ACCESSIBILITY OF
EDUCATION

• There is a discrepancy in
what accessibility means to
respondents in Bahrain
versus respondents in the
UK and the US.
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OTHER ARISING THEMES

9

OTHER POINTS
Initiating innovation & creativity

Sustainability: lifelong manners and habits
towards education

Societal development

Individualistic perceptions

HOW IS EDUCATION VALUED?

Highlights:

-

10

In personal growth, dignity, self-reflection ,
emotional awareness and rational thinking

- In non-personal terms, the value of education
is manifested in academic freedom, social
responsibility, as well as engaging and
educating others
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CONCLUSION
- Instead of emphasizing the digitalization process of education, this research

accentuates a new notion: the digitalizability of education, what enabled
education to be digitalized.

As such prior to digitization( the transformation), education( the entity)
encompasses and projects qualities like malleability, adaptability, and
accessibility, among other norms thereby granting the entity of education its
“digitalizability” in order to be digitalized.
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Presented by: Dr. Abdullahi Giza 
  

INTRODUCTION

Higher educa,on ins,tu,ons face numerous
challenges:

• Rising tui,on costs strain student budgets and limit
access to educa,on.

• Poten,al Pandemic.

• Declining enrolment rates pose a threat to
ins,tu,onal sustainability.

• The rapidly evolving workforce demands graduates
with 21st-century skills.

• Emerging technologies are providing new solu,ons
to these challenges and are transforming the way
we teach and learn

2

EMERGING
TECHNOLOGIES IN

HIGHER EDUCATION

Presenter Name: Dr. Abdullahi Giza
University of Central Lancashire

1
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  ARTIFICIAL
INTELLIGENCE
(AI)

IN

HIGHER
EDUCATION

3

AI IS BEING USED IN A VARIETY OF WAYS IN
HIGHER EDUCATION, INCLUDING:

• Personalised learning:AI can be used to create
personalised learning experiences for students. For
example, AI-powered systems can adapt to each
student's individual learning style and pace.

• Automated grading: AI can be used to automate the
grading of essays, exams, and other assignments.
This can free up Gme for faculty to focus on other
tasks, such as providing individualized feedback to
students.

• Chatbots: Chatbots can be used to provide students
with 24/7 support. This can help students to get
answers to their quesGons quickly and easily.

4
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VR IS BEING USED IN A
VARIETY OF WAYS IN HIGHER
EDUCATION, INCLUDING:

Virtual Reality (VR)

Immersive learning experiences:VR can be used to create
immersive learning experiences that allow students to explore
different environments and cultures without leaving the
classroom.

Skills training:VR can be used to provide students with hands-on
training in a safe and controlled environment.

Virtual simulaGons:VR can be used to create virtual simulaGons
that allow students to pracGce real-world skills.

6

TIMELINE

5

John McCarthy coins the term "ar2ficial
intelligence" (AI).

The Dartmouth Summer Research Project on AI is
held, leading to the formaliza2on of the field.

1950s

Shakey, the first mobile robot with AI capabili2es, is
developed.

ELIZA, a natural language processing program, is
created.

1960s

Deep learning techniques leads to a resurgence of
interest in AI.

AI is used to achieve significant successes in areas
such as image recogni2on and natural language
processing.

1990s

AI breakthroughs, including the development of
AlphaGo, a computer program that defeats world
champion Go players.

AI is increasingly used in a wide range of
applica2ons, including healthcare, finance, and
manufacturing.

2010s

New techniques being developed for areas such as
large language models and genera2ve AI.

AI is increasingly used in cri2cal applica2ons, such
as autonomous vehicles and healthcare diagnos2cs.

2020s
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  AR IS BEING USED IN A
VARIETY OF WAYS IN HIGHER
EDUCATION, INCLUDING:

Augmented Reality (AR)

Enhancing learning materials:AR can be used to overlay
digital informa<on onto real-world objects. This can make
learning materials more interac<ve and engaging.

Visualizing concepts:AR can be used to visualize abstract
concepts, such as molecules or historical events.

Solving problems: AR can be used to help students solve
problems in a collabora<ve environment.

7

AL IS BEING USED IN A
VARIETY OF WAYS IN HIGHER
EDUCATION, INCLUDING:

Sample Footer Text

Adap@ve Learning (AL)

Adap@ve learning is a type of technology that adjusts
the learning experience to meet the individual needs
of each student.

Adap@ve learning systems use algorithms to assess
each student's strengths and weaknesses and then
provide them with personalized instruc@on.

Adap@ve learning can help students to learn more
effec@vely and efficiently.

8
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  BENEFITS
• Increased produc<vity:AI can automate tasks that are currently done by humans, which can free up

human workers to focus on more crea<ve and strategic work.
• Improved accuracy:AI can analyse data more quickly and accurately than humans can, which can lead

to beIer decision-making.
• Personalisa<on:AI can be used to personalize products, services, and experiences for individual

users.
• Automa<on of repe<<ve tasks:AI can be used to automate repe<<ve tasks, which can free up human

workers to focus on more crea<ve and strategic work.
• Increased efficiency:AI can be used to improve the efficiency of processes, which can lead to cost

savings.
• Improved customer service:AI can be used to provide beIer customer service by answering

ques<ons, resolving issues, and providing personalized recommenda<ons.
• New products and services: AI can be used to develop new products and services that would not be

possible without it.

9

CHALLENGES
• Job displacement:As AI becomes more sophis<cated, it is likely to replace some human jobs. This

could lead to widespread unemployment.

• Bias:AI systems can be biased, which can lead to discrimina<on and unfair outcomes.

• Privacy:AI systems collect and store a lot of data about people, which raises privacy concerns.

• Security:AI systems can be hacked, which could lead to the theP of personal informa<on or the
disrup<on of cri<cal services.

• Explainability: It can be difficult to understand how AI systems make decisions, which can make it
difficult to trust them.

• Regula<on:There is a lack of regula<on around AI, which could lead to a race to the boIom in terms
of data privacy and security.

• Public percep<on:There is a lot of public fear and distrust of AI, which could hinder its adop<on.

10
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SUMMARY

• Emerging technologies have emerged as
transformative forces in the realm of
higher education, fundamentally altering
the way we teach, learn, and collaborate.
From the personalized learning
experiences enabled by artificial
intelligence to the immersive learning
environments created through virtual and
augmented reality, these innovations are
revolutionizing the educational landscape.

SUMMARY

• Artificial intelligence (AI) is poised to
revolutionize higher education by tailoring
instruction to individual needs, optimizing
learning pathways, and providing real-
time feedback. AI-powered systems can
adapt to each student's unique learning
style, pace, and strengths, ensuring that
every student receives the optimal
learning experience.

11

CONTENT 2

SUMMARY

• Virtual reality (VR) and
augmented reality (AR) are
transforming higher education
by creating immersive learning
experiences that transport
students to virtual worlds and
seamlessly blend the digital
and physical realms. VR allows
students to explore different
environments and cultures
without leaving the classroom,
while AR enriches learning
materials by overlaying digital
information onto real-world
objects.

SUMMARY

• Adaptive learning platforms
are revolutionizing higher
education by providing
personalized instruction
based on individual student
data. These platforms use
algorithms to assess each
student's strengths and
weaknesses, providing
tailored learning pathways
that maximize potential and
address specific needs.

SUMMARY

• These emerging technologies
are not just transforming the
way we teach and learn; they
are also preparing students
for the 21st-century
workforce. AI, VR, AR,
adaptive learning, and
gamification are all
equipping students with the
skills they need to succeed in
a rapidly evolving world.

12
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• Presenter Name: Abdullahi Giza

• Email Address: AGabubakar1@uclan.ac.uk

• Website Address: Abdullahi Giza Abubakar
- Academic Staff – UCLan

14

SUMMARY

• Emerging technologies are having a profound
impact on higher education.

• These technologies are making education more

13
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The Masterypath – Facilita1ng learning
and transi1on with an online centred

approach.

Dr MaRhew Hindmarsh, Dr Clay Gransden, Catherine Bonser, and Dr Jan Brown – Liverpool
John Moores University

Presented by:  Dr. Clay Gransden 
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  Adap%ve Learning through Technology

Learning Pathways (Gordon, 2013:14)

o Accelera2on of adap2ve learning because of:
o Covid-19 (O’Dea and Stern, 2021)
o Pedagogical research (e.g., Armellini and Rodriguez, 2021) and ins2tu2ons (i.e., Advance HE)

advoca2ng for a hybrid and/ or blended approach to learning

Adap%ve Learning through Technology –
Flexible Learning Pathways

Engage in content Undertake Quiz

Engage in content Undertake Quiz

Engage in content Undertake Quiz

Final Quiz!

Flexible Learning Pathways (Gordon, 2013:14) The Masterypath (created by authors)
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Why we came to implement the Masterypath

AHached to mastery learning (Bloom, 1968) à more effec2ve vs tradi2onal teacher-centred
methods for a myriad of reasons (Cundiff et al., 2020).

Saves teachers'
2me

Data analy2cs

Castro (2019); Muñoz et al., (2022)

Personalised teaching
experience

Ac2ve asynchronous
learning

Receive immediate
feedback

Cost effec2ve ↑ Pass rates & ↓ Failure rates

How we came to implement the Masterypath
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How we came to implement the Masterypath

How Masterypath was deliveredMasterypath BreakdownMasterypath
Sport Business: Summa2ve Assessment.

(104/121 completed à 85.95%)

Business with: Forma2ve Assessment

(248/280 completed à 88.6%)

Marke8ng: Forma2ve Assessment

(46/90 completed à 51.1%)

Topic 1: Sejng up your LJMU
Systems.

MyLJMU
Systems

Topic 2: Library Services
Topic 3: MyLJMU
Topic 4: Student Advice and Well-
being.

Sport Business: Summa2ve Assessment.

(108/121 completed à 89.25%)

Business with: Summa2ve Assessment

(236/280 completed à 84.3%)

Marke8ng: Summa2ve Assessment

(59/90 completed à 65.6%)

Topic 1: Why do you reference?Referencing
Topic 2: Ci2ng in-text using Harvard
style.
Topic 3: Referencing in Harvard
style.

Student Engagement with Materypaths –
Sport Business Data

MyLJMU Systems MasterypathReferencing MasterypathStages

117/121 (96.7% of total)117/121 (96.7% of total) - 4 students
started but did not complete.

Stage 1

1,448 page views1,134 page views

111/117 (91.7% of total)112/117 (95.7% of total) - 1 student
started but did not complete.

Stage 2

1,125 page views1,432 page views

108/111 (89.3% of total) - 1
student started but did not
complete.

111/112 (91.7% of total)Stage 3

909 page views955 page views

105/108 (86.7% of total)N/AStage 4

700 page views

104/105 (85.95% of total)108/112 (89.25% of total)Final Quiz

869 page views1,312 page views

Average Time Taken to complete

MyLJMU systems MP: 1 hr 20 minutes

Referencing MP: 2 hrs 45 minutes

90% (n=51) and 78% (n=50) felt
the digital resources employed
within the respec&ve modules

were (very) easy to use.

When asked the most interes&ng
element of the module:

‘...even the assessments were great’
& ‘referencing’.

Referencing marks for essay 1:

2021/22 à 14.6/ 20 (n=97)
2022/23 à 14.8/20 (n=111)



 

121 

 

  Reflec%ons on First Itera%on of Masterypath

Reflec$on 1
Limited feedback if
select an incorrect

answer.

Issue Pedagogically
Limits student

personalisa6on &
stagnate student
understanding?

Solu$on
Create a more

comprehensive bank
of responses for each

ques6on.

Reflec$on 2
Students ‘gaming’ the

system

Issue Pedagogically
How much are
students ‘truly’

learning to just get a
mark?

Solu$on
Use of blank ques6ons

tool located in
ques6on bank.

Reflec$on 3
Accessibility of

adap6ve learning
technologies to

students

Reflec$on 4
Time, Resources, and

Student Understanding

Issue Pedagogically
Labour & 6me intensive

to set-up system?
Difficult to control

learning experience once
published.

Humani6es vs Sciences?

Solu$on
Create more robust set

of ques6ons.

Concluding thoughts

Ques2ons to be posed when planning to implement adap2ve learning technologies:

Impact at Liverpool John Moores University and wider Higher Educa8on

• Pan-university à Extending past LJMU Business School into other departments (Health and
Technology).

• Cross-cultural à Liaising with Hanoi University of Technology

• Does the technology facilitate learning inside the classroom?

• Does the technology facilitate learning outside the classroom?

And where the above takes place;

• Does it save 2me and resources?
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Thank You and Any Ques0ons
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Being Human in the Higher Educa&on Environment

An Explora&on of the power of rela&onships in HE

Danny Russell

Add your logo
here or remove
this box

An Explora:on of the power of
rela:onships in HE

OLC 25th Anniversary Educa4on Conference

This presenta-on explores the power of rela-onships in Higher
Educa-on and how they can impact on an educa-onal establishment to

achieve its mission, aims and objec-ves.
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An Explora:on of the power of
rela:onships in HE

• Community
• CommunicaEon

• CommuniEes of (BEST) PracEse
• Sharing of Knowledge for a shared purpose

• Achieve ObjecEves
• Community SaEsfacEon

• DisseminaEon to external / other enEEes
• A beRer world

Bamber and Russell (2023)

What does being Human mean?

“Community is, without ques1on, central to human experience. Being
part of an engaging community gives us a sense of belonging. It
enables us to share personal relatedness and support perpetual growth
of each other, ourselves and our environment”

Wellbeing People (2023)
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Communica:on - What is your preferred
method?

• The exchanging of informa-on
• Speaking
• Wri-ng

OLC 25th Anniversary Educa4on Conference

Add your logo
here or remove
this box

Community – Is OLC a community?

• Something in Common
• Shared Values
• Shared Goals
• Connec-ons
• Inter-personal rela-onships
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Communi:es of Prac:ce

A growing number of people and organisa-ons across all sectors are
now focusing on communi-es of prac-ce as a key to improving their
performance.

Do we have communi-es of prac-ce within OLC?

Knowledge Management – How do you share
knowledge with your colleagues?

Knowledge residing in the minds of people has no value un-l it is
u-lized and shared among other employees of an

organisa-on. Davenport et al. (1998)
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Community Sa:sfac:on – What sa:sfies the
OLC Community?

• Mo-va-on to improve
• Job Sa-sfac-on
• Feeling part of the Community

Achieving Objec:ves – What are our
Objec:ves?

Successful students

14 students in a class

Growth
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A Happy World
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Background

This paper provides useful insight to help teachers in higher educa3on become more proficient, competent,
and produc3ve in their career. There is an explora3on of posi3ve teaching and learning aspects and different
methods in exploring crea3ve ways to turn everyday challenges in the classroom into chances for
improvement and to turn unfavourable behaviours into construc3ve interac3ons. Teachers are supported in
crea3ng a pleasant learning environment by conduc3ng research on classroom environment, expecta3ons,
mo3va3on, and techniques for construc3ve reflec3on to enhance teaching and learning

This paper’s main goal is to determine whether there is strong evidence that improves classroom
management on students' behaviour. It also looks at various approaches that can be used to stop undesirable
behaviour and iden3fy methods to encourage posi3ve student outcomes.

Purpose

Through the authors own experience teaching in higher educa3on, it has been observed that classroom
management has a huge impact on students’ behaviour and teachers’ performance. Spencer (2018) states
classroom management is at the very heart of teaching, it affects students’ learning outcomes and can also
have an impact on the tutor’s own wellbeing.

Early recogni3on of the influence that classroom management can have on a student's academic growth and
development is crucial. Tutors need to know what studies have been done on how to help their students and
what methods to use in order to make sure that their lessons run well and do not interfere with the students'
ability to learn.

Classroom management on students’ behaviour

Although many tutors are very knowledgeable in their subject specialism, discipline issues frequently arise in
the classroom. Important findings are listed by Wiseman and Hunt (2008) from 1968 unHl almost forty years
later, classroom discipline was determined to be the worst issue facing tutors. It is criHcal that tutors possess a
great understanding of the subjects they instruct. However, subject experHse alone cannot guarantee that
tutors will be successful in their roles as educators or that students will make progress in their studies. Tutors
need to understand the interests and learning styles of their students in order to be successful and manage
posiHve classroom behaviour.

The foundaHon of teaching is classroom management, which influences both tutors’ well-being and students'
learning outcome. A well-managed classroom is a seOng where learning is encouraged, students are well-
behaved and are commiPed to their studies. This is usually characterised by posiHve behaviour and well-
maintained classroom management (Bennet, 2010)

1) Safe learning environment

It takes 'me and effort to maintain an effec've teaching environment. Alderman (2004) states an environment that is safe and consistent for learning can be
established by having well-defined expecta'ons for behaviour and performance in the classroom. Students that are disrup've, distracted, or bored are examples
of poor classroom management. There are fundamental elements of effec've classroom management, if tutors do not fully grasp them their classroom may not
run well which could then be harmful to the growth and success of the students and their progression.

Since it has a major impact on students' academic performance, well-being, and engagement, a secure learning environment is important for several reasons.
Hemke (2012) advocates students feel secure emo'onally and mentally when they learn in a safe environment. Students who feel comfortable expressing
themselves, sharing their ideas, and taking chances in their educa'on are more likely to do so without worrying about being judged. Posi've mental health and
wellbeing are influenced by this emo'onal safety, there is a lower likelihood of stress and anxiety among students who are in a secure learning seMng.

2) Good classroom management

Good classroom management establishes a distrac'on-free atmosphere for students to learn in, it helps minimise disrup've ac'vity and bad behaviour, this also
supports pupils to concentrate on their studies and promotes the development of social and emo'onal skills. Barnes (1999) states it takes more than just
keeping everyone calm and quiet to prac'ce good classroom management, it involves developing close bonds with your students, mo'va'ng them to par'cipate
in their own learning, and opening up a liRle bit about yourself too, to build a rapport with them. Tutors benefit from a classroom atmosphere that is beneficial
to the students.

3) Ineffec8ve classroom management

Ineffec've classroom management can cause stress and burnout in tutors, Helmke, (2012) states lack of control in the classroom would impact tutors stress
level, as this may rise for tutors who believe they have liRle control over their classroom environment because of poor management techniques. Tutors who are
unable to establish control and maintain orders may feel helpless, which is harmful to their wellbeing and will cause them stress and anxiety.

Emo'onal exhaus'on of dealing with bad behaviour in an unmanaged classroom, this can wear tutors out emo'onally. Tutors may experience emo'onal fa'gue,
which can result in burnout. The psychological burden of handling a rowdy classroom can have a huge knock-on effect on a tutor’s general state of mind.

A bad classroom management style can be characterised by a lack of emphasis on instruc'on and a hos'le atmosphere. The lack of clarity on expecta'ons
among students can result in disrup've behaviour due to boredom and not understanding the subject that is being taught. Yacek (2022) states students that are
bored may find it difficult to study, they will get disengaged, lose mo'va'on, and even behave disrup'vely in class, their academic performance will suffer, their
capacity to concentrate and retain knowledge will be compromised and will disconnect them from the learning process.

4) Plan of the day

An environment that is safe and consistent for learning can be established by having well-defined expecta'ons for behaviour and performance in the classroom.
To set clear expecta'ons tutors need to organise their classrooms effec'vely so that students know what to expect for the day and can understand their du'es
and expecta'ons. Tutors can do this with a regular daily plan that includes an introductory starter ac'vity before transi'oning on to the main taught session,
students can manage their learning beRer when they are more aware on what is expected. Reynolds (2011) states to effec'vely develop and acquire knowledge,
students require consistency and structure, and a classroom plan of the day would provide a predictable day for them. Students would feel more assured and
secure in their class session since they'll know what to an'cipate for that day, However, Maples (1992) argues that a classroom plan of the day that is poorly
thought out, unclear, or ignores the variety of requirements of the students may have a detrimental impact on the student and their behaviour, for example an
ineffec've plan of the day may lead to disengagement and disrup've behaviour among students, if it fails to take into considera'on the varied learning styles,
abili'es, and interests of the students.

5) Pushing boundaries

Maintaining constant standards is crucial when dealing with students who find it enjoyable to push boundaries or challenge the tutor’s pa'ence to the limit.
Rosenburg (2003) advocates adult learners may assess authority due to the fact they bring more life experiences and perspec'ves into the learning environment
and if they disagree with the tutor's methods or feel frustrated with the pace of the session, they might express their feelings by pushing boundaries. (Reis,
2005). ARen'on-Deficit/Hyperac'vity students with aRen'on-related disorders may exhibit behaviours that push boundaries of their tutor and their peers, they
may have trouble controlling their impulses, therefore it is important that tutors have awareness of neurodiversity to meet the needs of students with ADHD.
It is important to Illustrate clear expecta'ons, maintain open communica'on, and demonstrate respect for learner's perspec've can help create a posi've and
collabora've learning environment, understanding the mo'va'ons behind boundary-pushing behaviours can guide tutors in addressing the issues effec'vely
and encouraging a posi've learning experience.

6) Student and tutor rela8onship

Effec've classroom management is based on the interac'on between the tutor and the student. The dynamics of the classroom and the behaviour of the
students can be greatly improved by tutors and students developing a strong, suppor've rela'onship. Posi've behaviours are more likely to be displayed
by students when they believe that their tutor is personable, kind, and considerate (Baker, 2008).

Alderman (2004) states success is most dependent on having good rapport and posi've interac'ons with students. Students are more inclined to
par'cipate in their educa'on and perform beRer academically when they feel protected and supported by their tutor, this would impact their behaviour
in the classroom. Bulger et al. (2002) illustrates tutors can ini'ate the crea'on of a construc've learning atmosphere by demonstra'ng their enthusiasm
for their subject, addressing students by their name, and encouraging their involvement in class. According to Wiseman et al (2008) effec've
communica'on keeps the classroom in order, students who have a good rapport with their tutor are more inclined to share their troubles, worries, and
difficul'es. In response, tutors can offer feedback, encouragement, and cri'cism, promo'ng a team approach to dealing with behavioural problems, in
addi'on, Spinath et al. (2012) also states modelling behaviour is very important, tutors act as role models for the students they teach. A good rapport
enables tutors to set an example for the conduct they an'cipate from their students.

Students are more inclined to model tolerance, kindness, and respect for themselves when they observe their tutors modelling these quali'es in the
classroom

7) Clear rules and expecta8ons

Classroom guidelines help students learn how to treat their learning environment and each other with dignity and respect (Jeffryes, 2013). According to
HaMe (2012) building a happy learning cultural environment is key in the classroom, rules and expecta'ons play an important role in crea'ng a safe,
happy learning environment. Students who follow the rules promote an environment where learning, teamwork, and support for one another can take
centre stage in ensuring that effec've learning is taking place. Establishing rules and encouraging students to take responsibility for their behaviour by
providing guidelines are more likely to accept accountability for their ac'ons and seek to uphold a suppor've learning environment when they are
aware of classroom expecta'ons (Wiseman et al, 2008).

Conclusion

Several elements, such as the teaching style, the nature of the learning environment, and the unique needs of each student, influence how effec've
certain classroom management tac'cs are in influencing student behaviour. Research indicates that the implementa'on of strategies like consistent
ac'ons, clear expecta'ons, and encouragement can have a good effect on student behaviour. Students may be encouraged to par'cipate posi'vely in
the learning process by receiving encouraging feedback such as compliments and encourages for excellent behaviour. A predictable and polite
classroom environment is facilitated by fair and consistent restric'ons for both good and challenging behaviour.

How well some classroom management strategies influence students' conduct depends on several factors, including the teaching style, the dynamics
of the learning environment, and each individual student's requirements. According to research, encouraging students and using techniques like clear
expecta'ons and regular behaviours might have a posi've impact on their behaviour. Posi've reinforcement, such as comments and praise for good
behaviour, can mo'vate students to contribute posi'vely to the learning process. When standards are established in a systema'c manner, it reduces
uncertainty about appropriate behaviour.

By Uzma Hussain
November 14, 2023
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Theories Principles and models In
Educa4on and Training unit 3 task 2

Theory of Learning

Brookfield Lens Theory

Method of Learning

Blooms Taxonomy
Model of Learning

Gibbs Reflective Model

The Brookfield Theory is based on 4 lenses, (1) self-
critique, own experiences.
(2) By student client experience through their
experiences. (3) Peer/colleague experience how they
feel offering feedback (4) Lifelong experiences
through learning and literature within teaching
practices (Brookfield, 2017).

How can Brookfield’s Theory help with learning
and assessment.

• Supports critical thinking as gives the perspective
of four different views

• Shows authenticity, the power of credibility and
failure these being key features to good teaching.

• Gives the ability to be honest with your
assessments.

• Shows good feedback from others.
• Encourages reflective teaching.
• Good for end of year reviews or training courses.
• If teachers are more reflective, they make

consistent judgements.
• However not always practical for teachers when

making assessments when actively teaching
(Brookfield, 1995).

Blooms taxonomy created in 1956 by Benjamin Bloom, based on six levels of
learning (1) Knowledge, such as the learners' skills and their abilities, how they
recall facts (2) Comprehension, what the learner understands about the chosen
subject, how they explain ideas (3) Application, how the use the information in new
situations (4) Analysis, how the learner make connections, differentiate situations
(5) Synthesis, creating the elements to make the whole, critiquing work, What,
Why and How (6) Evaluation, giving purpose (Truslove et al, 2022).

How can Blooms Taxonomy help with learning and assessment.

• Helps the learner progress through learning
• Encouraging learning through creating activities to meet the students' learning

styles.
• Learning from basic knowledge to where they think critically and are able to

create.
• Builds on a foundation to establish better thinking skills.
• Stretch and challenges learners, to the best of their abilities, what they can

achieve.
• Teachers would use Blooms Taxonomy to produce lessons that can teach the

learner basic knowledge of the subject.
• Students would then review and explain in their own words and solve problems.
• Blooms Taxonomy can be used by the teacher to crate activities in which the

learner will breakdown, relate and connect with different concepts.
• Blooms Taxonomy can lead to in depth learning, learning independently and

stem critically thinking (Adams, 2015).

Gibbs reflection is based on six step cycle, created to
expand experimental learning, designed as a continue cycle
of improving. (1) Description, what was the experience (2)
Feelings, your thoughts about the experience (3)
Evaluation, what went well, what did not go well, (4)
Analysis, making sense of the experience (5) Conclusion,
what have you learned from the experience, what you will
do differently next time (6) Action Plan, what you would do
in the future any changes that you would make (Gibbs and
Andrew, 2001).

How can Gibbs Reflection help with learning and
Teaching

Hattie (2012) Peer to Peer presentation can support the
teacher and learner to reflect to develop and improve
performance in the future . An example of this could be
feedback observation from your Peer.

Behaviourist Approach
This is usually where the teacher calls the shots. Using reward and sanctions
It has more negative impacts than positive that being said it encourages learning , creates boundaries and keeps learners on track with their work.
However, no one student is the same therefore this approach is not always suited to all learners and learners could lose interest. Learning styles can
be implemented such as Honey and Mumford to determine where the learner is at and what level (Hayes, 2023).
Humanist approach
Is centred around the learner, that individuals can have the potential to succeed, learning from within and individual desires. The humanist approach
has some criticism as it has been known to act as spoon feeding students and creates idleness within the environment. However, can boost
confidence within the learner (Farrar and Hanley, 2023), .

Social Approach
It is known that people model behaviour and copy it, the ability to learn happens in social situations, weaker students may feel insulted
by the approach. The social approach can be coercive, at times intimidating can be influenced by social and media influence and negative behaviour
can be learned. The social approach benefits the learner as it helps improve peer to peer learning an essential tool to teaching to improve and
develop your teacher approach and strengthens peer relationships. Peer are seen as equals within the environment that they are learning in
(Bandura, 2023).
Cognitivist and Constructivist Approach
Has characteristics such as Instructual goals, teachers are a guide this approach thrives on independent learning and cognitive learning and a more
central role for the tutor. The teacher and learner are on track and treated as individuals, enables to engage in critical thinking, develop knowledge
and individual thinking skills, can stretch and challenge the student, gives students more responsibilities, however this can give learners to much
control and teachers can assume that learner work is completed (Lawton et al, 1980).
.

Dyslexia
Supporting individuals with dyslexia is one example of being
inclusive to individual learning styles making sure that you
are prepared as the teacher and that you can prepare the
learner before each lesson by giving them the materials to
exceed in their work, such as handouts on different coloured
paper making sure you are aware of their needs is important
so that you can stretch and challenge their learners to their
abilities Using visuals to support the learner and that
presentations are clear. Breaking down the lesson and
chunking as a useful strategy to support a learner with
dyslexia, adding additional tutorials to support them (Miller
and Katz, 2002).

Evaluation valuable feedback from your peers is crucial to your
learning and development. It will help the teacher to improve
practice and the learning experience with the student. Developing
new skills and knowledge is essential to learning and will support
the teacher to improve, peer to peer observations support this as
they add value to the teachers' presenting styles, highlight areas
that need to improve and what went well. Overall, I had good
feedback from my peer, and this boosted my confidence, however
I feel that some critique would have been good to have been fed
back too (Hattie, 2012).
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Reflec%on – Why is important in General

Reflec%on is a process which helps you gain insight into your professional
prac%se by thinking analy%cally about any element of it. The insights
developed, and lessons learned, can be applied to maintain good prac%ce
and can also lead to developments and improvements. Different people
learn in different ways and while one person may learn by reflec%ng on a
posi%ve outcome, another may find it most useful to focus on a situa%on
they found challenging. It is important that reflec%on is done in the way
that suits you best to provide the greatest benefit.

Different Reflec%on models

• The ERA cycle (Jasper, 2013)
• Driscoll's What Model
• Kolb's model (1984)
• Gibb's Reflec%ve Cycle
• Schön’s (1991)
• Brookfield's model of

reflec0on

How can we apply Reflec0on to
teaching
Personally, I've used Reflec4on in my
workplace as I'm currently working in a
school as teaching assistant. To support the
children in the best way possible I like to
reflect every four weeks especially and like
to analyse what I can do to improve on my
way of suppor4ng and adap4ng to different
learning scenarios. Reflec4on is a pivotal
part to teaching as everyday you are
thinking over what you have done, how you
can improve and what to do beBer next
4me.

What is
Gibbs?

Gibbs' Reflective Cycle was developed by
Graham Gibbs in 1988 to give structure to

learning from experiences. It offers a
framework for examining experiences, and

given its cyclic nature lends itself particularly
well to repeated experiences, allowing you

to learn and plan from things that either went
well or didn’t go well. It covers 6 stages:

Description of the
experience

Feelings and thoughts
about the experience

Evaluation of the
experience, both good

and bad
Analysis to make

sense of the situation

Conclusion about
what you learned

and what you could
have done
differently

Action plan for how you would
deal with similar situations in

the future, or general changes
you might find appropriate.

Reflec%on in health
and social care

By connor williams
Health & social care

student at OLC!
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‘The Role of Leadership in Influencing Organisa;onal 
Innova;on in The Civil Avia;on Industry in The Kingdom of 
Saudi Arabia’ 
by 

Dr Ahmed Abdu Kariri and Dr David Bamber 

Abstract 

This study empirically examines the impact of organisa1onal leadership on organisa1onal innova1on in the 
avia1on industry in Saudi Arabia.  The study adheres to the tradi1onal scien1fic paradigm and es1mates 
parsimonious specifica1ons instructed by the theore1cal framework advanced in Se1awan et al., (2021). A 
ques1onnaire has been custom designed to collect data from employees in the General Authority of Civil 
Avia1on (GACA) in Saudi Arabia and Alpha Star Avia1on Services Company. A total of 355 respondents 
returned completed ques1onnaires. The results of the study show that employees’ percep1ons in the 
avia1on industry in Saudi Arabia concerning the underlying leadership style that promotes innova1on their 
organisa1on is transforma1onal leadership. This is as opposed to other styles of organisa1onal leadership: 
the transac1onal style and the passive-avoidant style. The study further shows that the posi1ve and 
sta1s1cally significant impact of transforma1onal leadership on organisa1onal innova1on is mediated by 
the levels of employee crea1vity and organisa1onal culture. The study reports that such media1on, though 
well-pronounced and sta1s1cally significant at all tradi1onal levels, falls short of the full media1on criterion. 
This suggests that the media1ng influences of employee crea1vity and organisa1onal culture are not 
sufficient condi1ons, in themselves, and the impact of transforma1onal leadership on organisa1onal 
leadership is required. This indicates that other mechanisms may s1ll maBer in media1ng the rela1onship 
between organisa1onal leadership and organisa1onal innova1on, and those other mechanisms should be 
the aim of future research. This study shows that inspira1onal mo1va1on tends to drive organisa1onal 
innova1on the most in the KSA avia1on industry, and then behavioural idealised influence is of secondary 
importance.   The study performs and reports robustness analyses which confirm the integrity of the data 
for use in PLS analysis. This study informs avia1on stakeholders in Saudi Arabia, how to drive posi1ve 
change to foster a culture of innova1on, and achieve sustainable growth and success in an increasingly 
dynamic and compe11ve industry.  

Keywords: Civil Avia1on Industry, Employee Crea1vity, Leadership, Leadership Styles, Organisa1onal 
Culture, Organisa1onal Innova1on, Saudi Arabia. 
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‘A Compara;ve Study of UK chari;es to iden;fy the Impact 
of Targets on Organisa;onal Behaviour’ 
SubmiBed in par1al fulfilment of the PhD degree from University of Bolton, UK 

Nishigandha C Shinde, BMS, MBA 

Abstract 

  

Purpose of the Research 

Targets are the outcome that an organisa1on expects their employees to achieve. It can be in terms of sales, 
finances, services, and any other work that is specifically carried out within an organisa1on and for the 
organisa1on, Webb et al., (2010). It is regarded as one of the important components of an organisa1on as it 
helps the employees to get clear understanding of what an organisa1on is trying to achieve, at the same 
1me it is used as a tool to measure employee’s performance and it is then termed as performance target. 

  

Experts have various opinions on target seWng. Due to its challenging nature, it is oxen assumed that it will 
act as a mo1va1onal technique and therefore most of the organisa1ons use targets to influence the 
behaviour of their employees. However, there is argument by authors Chidambaran and Prabhala, (2003) 
whether targets have the right impact on the employee’s behaviour which can have a direct effect on 
organisa1ons performance. 

  

According to Webb et al., (2010) targets are oxen set either too high or too low. When the target is too high 
and employees do not achieve expecta1ons, it can de-mo1vate the employee, whereas targets that are too 
low means paying for poor performance.  Here it is important to iden1fy how targets can influence and 
impact employee’s behaviour thus crea1ng an impact on the overall organisa1on’s behaviour specifically in 
charity organisa1ons. 

  

Design of the Field Work 

This research towards a PhD, seeks to compare different charity organisa1ons within the UK based on 
structure, goals, ownership, size and annual turnover and iden1fy types of targets in the charity 
organisa1ons. Therefore, this research will employ the views of interpre1ve philosophy and qualita1ve 
research methods used to acquire in-depth informa1on from the organisa1on itself with the help of focus 
group, interviews, and ques1onnaire. 
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Expected Findings 

This PhD second phase of field work shall examine the direct responses from the charity organisa1ons 
within the UK with the help of ques1onnaire, focus group, case study, in-depth interviews from top level 
management to the lower-level management. However, in the first phase the responses will be collected 
from the par1cipants of the focus group. This will assist an author in forming a refined ques1onnaire for 
conduc1ng interviews from the elite people working in the charity organisa1ons such as directors, chief 
officers, and managers. 

  

Originality and value 

The findings from the research will contribute to literature of charity organisa1ons possible improved 
methods for seWng organisa1onal targets and to develop a concept that is an aid to evalua1ng the impact 
of targets. 
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‘Developing a Theore;cal Framework for Leadership 

Transi;ons in UK’s Private Higher Educa;on Ins;tu;ons: A 

Grounded Theory Study’ 

By 

Abneer E Samuel 

Abstract 

Leadership succession in UK private higher educa1on ins1tutes (HEI) is difficult due to their market focus, 

financial dependency, and regulatory impera1ves. Private HEI’s do not usually have clear succession planning, 

leadership development, and governance stability mechanisms, and as such, leadership succession becomes 

a cri1cal driver of ins1tu1onal performance, strategic con1nuity, and stakeholder trust. This study develops 

a grounded theore1cal framework to address leadership succession problems through the use of leaders’ 

adap1ve resilience and ins1tu1onal support systems to deliver leadership effec1veness and stability in 

governance. Based on semi-structured interviews and document analysis with a qualita1ve, grounded theory 

approach, this study examines leadership transi1ons in four UK private HEI’s. The evidence iden1fies that 

misaligned governance, psychological stress, and role ambiguity during the transi1on stage are at the core of 

issues across leadership transi1ons. However, ins1tu1onal resilience and higher leadership stability in 

ins1tu1ons with specified onboarding processes, leadership development programs, stakeholders’ 

engagement, and succession management are found to dominate. 

The study introduces the Leadership Transi1on and Ins1tu1onal Resilience (LTIR) framework that integrates 

individual leader adapta1on and systemic ins1tu1onal mechanisms. The framework provides prac1cal 

guidance for ins1tu1onal leaders, policymakers, and regulatory bodies such as the Office for Students (OfS) 

and the Department for Educa1on (DfE) in successful leadership transi1on management. While this research 

contributes to theore1cal and prac1cal knowledge, subsequent research needs to empirically test the 

framework in diverse educa1onal contexts. The research provides a roadmap for improving leadership 

governance, succession planning, and ins1tu1onal resilience in the growing UK private HEI market. 
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Epilogue: 
 
As this conference draws to a close, the diverse conversa1ons across our four streams remind us that higher 
educa1on is not a sta1c ins1tu1on, but a dynamic ecosystem — one that con1nually reshapes itself in 
response to the challenges and aspira1ons of society. 
 
The discussions on Higher Educa:on Providing Posi:ve Impact on Society reaffirmed the role of 
universi1es and colleges as engines of change. Beyond producing knowledge, they shape ci1zens, 
strengthen communi1es, and respond to global issues with local relevance. The insights shared 
demonstrate that higher educa1on, when aligned with social responsibility, can drive equity, sustainability, 
and inclusive progress. 
 
Explora1ons into Emerging Technologies in Higher Educa:on revealed both exci1ng possibili1es and 
pressing responsibili1es. New tools — from ar1ficial intelligence to immersive learning environments — are 
transforming how knowledge is created, shared, and experienced. Yet par1cipants also highlighted the need 
for cri1cal reflec1on: innova1on must be guided by ethics, accessibility, and human-centred design, 
ensuring technology enhances rather than diminishes the human dimension of educa1on. 
 
The stream on Being Human in the Higher Educa:on Environment grounded our discussions in what 
ul1mately maBers most: people. Amidst systems, structures, and innova1ons, it is the lived experience of 
students, educators, and staff that defines the quality and meaning of higher educa1on. The reflec1ons in 
this stream called for compassion, inclusion, and a recogni1on of the complex iden11es and challenges 
individuals bring to academic spaces. 
 
Finally, conversa1ons around Higher Educa:on Systems: Business and Economics reminded us that no 
ins1tu1on exists outside of financial reali1es. The sustainability of higher educa1on depends on wise 
governance, fair resource distribu1on, and innova1ve economic models. Balancing fiscal responsibility with 
educa1onal values remains a central challenge, yet one that opens opportuni1es for more resilient and 
adap1ve systems. 
 
Taken together, these four streams illuminate the interconnectedness of higher educa1on’s purposes, tools, 
people, and systems. They remind us that meaningful transforma1on requires both vision and 
collabora1on: vision to imagine what educa1on can become, and collabora1on to ensure that diverse 
perspec1ves inform the journey. 
 
As we conclude, the proceedings of this conference stand not only as a record of ideas exchanged, but also 
as a call to ac1on. The future of higher educa1on is not predetermined; it is something we will collec1vely 
shape. By holding fast to our shared values while embracing innova1on, we can ensure that higher 
educa1on con1nues to serve society with integrity, crea1vity, and humanity. 
 


