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ABSTRACT
The digital evolution of Marketing has changed the UK universities to fine standards which exhibit that marketing is not what it used to be. It has become more advanced and target-oriented. Digital marketing is the main source to understand how today's marketing works in a highly result-oriented environment. University admission departments have changed and have started working with the marketing department to recruit students for finding their financial needs and digital marketing is the best option which gives them their needed results. However, while digital marketing is used extensively by every university in the united kingdom, there is very few studies about the application of digital media marketing in  higher education for university admissions. This study examines the use of marketing tools by private universities of London and includes an observational study of their marketing department and interviews with the marketing managers and the digital marketing executives. The research questions are:1.How do universities use digital marketing strategies to communicate with the prospect students? 2.Why do UK universities require the support of digital marketing to attract talents? and 3.How do the universities decide that they use the perfect marketing strategies in attracting international students from asia?. The study focuses to get the data from Asian students and the marketing department by using qualitative and quantitative methods. The research focuses on giving an effective use of digital marketing strategies to establish and attract more students towards UK universities as the economic situations are favourable than the last five years with amendments in the home office rules for international students. The research intends to conclude with finding effective digital marketing strategies to attract the right set of Asian students by closely maintaining engagement with prospective students through the already existing Asian students in UK universities.
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[bookmark: _Toc28355544]1.introduction

[bookmark: _Toc28355545]1.1RESEARCH BACKGROUND
[bookmark: _Toc28355546]1.1.1Practical background

In the past, limited options in their home countries and reduced access to graduate courses have largely contributed to the migration of graduates to universities in the UK. Students, particularly from developing nations, were normally motivated through expectation that degree from universities in UK would boost probability for employment and increases social status(Mazzarol,2002). Generating student admissions from abroad remains a problem today, for both financially as well as on expertise they bring graduate courses (Elliott, 2010). Universities aims at the international graduates as both a means to generate income and as a way to bring diverse culture in education (Ross, 2007).There is immense level of competition in the education industry as developing countries are advancing with technology and infrastructure. Even though there are lot of research done in the field of education, International admissions focusing on digital marketing strategies are not effective due to the changing government scenarios especially because of the Brexit and the introduction of the post study work visa after it was blocked in 2012.The universities in the united kingdom are funded by the government at a certain extent for the UK/EU students, but there are only limited options of funding and bursaries for International students. This makes it more challenging for the universities to ensure that there are effective strategies be organized for maintaining the diversity of students and keep their reputation at the highest level in academic world.

[bookmark: _Toc28355547]1.1.2Theoretical background

The study of digital marketing in international admissions is the mainly the study of transfer of information to the prospect student to identify the best universities for their decision making process. Digital marketing media is the platform for the marketing mechanism. The related discussion between the relationship between international student admissions and the digital marketing world is of very high potential as technology evolve to reach the right candidate with less effort. Stinchcombe (1990) made a number of suggestions on the role and value of knowledge in decision-making. First,"in distinct social conditions, information about the uncertain future is increasingly available" (Stinchcombe, 1990, p.4). Second, individual ambiguity is overcome through the "earliest information available" available (Stinchcombe, 1990, p.4). Ultimately, if these steps bring additional details to minimise confusion about the decision, individuals may take preliminary initial steps towards a decision. These points collaboratively imply that organisations need to collect and distribute information effectively to eliminate consumer uncertainty. This idea of information applies to the research of social media in student procurement as follows: Digital media may provide potential students with a different societal status in order to collect the data at the earliest about the environment of an institution to determine if want to choose that university. A Social media group can be viewed as a stepping stone to reduce confusion in that possible decision to enrol in a particular institution by being a member of that group. 
Uncertainty has two meanings depending on perspective in  Digital media and student admissions. On the perspective of a prospective student, it is the uncertainty that a particular university fits them well. Usually , the ambiguity of student number and complexity of the batch from the perspective of a university. Digital marketing platforms are a  medium for collecting data (from the student perspective) and communicating feedback (from the perspective of the institutions) in Stinchcombe's (1990) formulation to eliminate this ambiguity.





[bookmark: _Toc28355548]1.2 PROBLEM STATEMENT
[bookmark: _Toc28355549]1.2.1 Overview

Regardless of the options, the use of digital media as a recruitment tool is empirically investigated with lack of abstract literature. Most of the available literature merely describes how admissions offices used digital media without empirically examining the mechanisms and results of such programmes (Anton, 2006 ,Canche, 2012; Johnson, 2011,Wiseman, 2011 for examples of such anecdotal discussions). Just one study (Ferguson, 2010) provides an analytical analysis of the importance of social media as a resource for college recruiting, the research was only to single institution-specific local area network sites. Assuming that most students are using the platform of Facebook and that approximately every university admission department also use the platform of Facebook  (Barnes ,2011) Digital Marketing use in higher education  is the  appropriate topic for further exploration. 

1.2.2 Research question/hypothesis 

The research questions are:

1.How do univerities use digital marketing strategies to communicate with the prospect graduates?
1a.How does a institutions confirm the marketing content be floated in the digital world?
1b.who manages the digital media for the institution?

 2.Why do UK universities require the support of digital marketing to attract talents? 
2a.Is the university’s motivation for using the digital media aligned with the actual use of the digital marketing strategies?
2b.Are there any differences between the actual motivation and present situation, How do the digital marketing team address them?

 3.How do the universities decide that they use the perfect digital marketing strategy in attracting Asian students?.	
3a. Do the universities digital marketing strategies align with the expectations of the students?
3b. How does the marketing team address the successful strategy to align with decision making process of the international students?

[bookmark: _Toc28355550]1.3SIGNIFICANCE OF THE STUDY

[bookmark: _Toc28355551]1.3.1Business significance

Student recruiting is a long and expensive process, as addressed, the capacity to recruit  international candidates is central to university visions. As a result, a significant shift in the student recruiting environment because of external factors that happened in the united kingdom, it is a matter of great significance to managers in university admissions. Despite 85 percent of prospective students in their university-search process are now using social networks, it is important that digital marketing managers consider how social media is being used for two factors in that system. Next, to convert student admissions and compete with other universities. They should be able to channel social media. Technological failure could be adverse to the goals of the institution as the competition is of international significance and not just within the UK.

[bookmark: _Toc28355552]1.3.2Methodological significance

With ethnography, this research will be one to   apply such a technique to university admission and digital marketing research. Other literatures found are revolving around quantitative approaches (Ferguson, 2010) or  approaches which are descriptive towards this subject (Anton, 2006; Canche, 2012; Johnson, 2011; Lavrusik, 2009; Wiseman, 2011). This research will make a great remarkable for the graduate literature by explaining the  structure through  results by implementing a qualitative approach. While some researchers have illustrated the quantitative effects of university admissions using digital media.
[bookmark: _Toc28355553]
2.LITERATURE REVIEW
The literature review cover some significant areas. First ,it provides an a brief review of modern  university recruitment with an importance of international admissions and the strategies used in the early decades. Second, It defines digital marketing with its strategies and tools used in the education industry. Third, a correlation of how digital marketing was  used for international admissions with its significance and impact .Arranging those in a theoretical framework for an effective research work , by making sure to stand on the shoulders of the giants. Since the respect for Univeristy degree is growing and the recruitment of the best candidates is intensifying, universities and colleges are trying to find ways to recruit students. Graduates from high school in the 1980s or 1990s will realize, the main source of gaining knowledge about univeristies for a graduate candidate was to order a course detail brochure. Among universities currently looking to attract suitable candidates, their approach was to reach out through emails, site visits or view books to potential applications (Hayes, Ruschman, & Walker, 2009). While there are still differences in these systems, students have been exhibiting a clear interest to find the right university via social media for more than a decade (Hayes,2009), by using social media presence a crucial tool in digital marketing climate for university education (Sandvig, 2016). Presently,almost every innovative university in the UK utilize the digital platforms to further promote its brand and improve applicants and communication with their stakeholders.
[bookmark: _Toc28355554]2.1 EVOLUTION OF UK COLLEGE ADMISSIONS

[bookmark: _Toc28355555]2.1.1Modern evolution of UK universities

With the elimination of the "sectional division" between universities and polytechnics, a major change in British higher education happened in 1992. Universities were all created by the 1992 Further and Higher Education Act, polytechnics and central Scottish universities. These schools, existing or post-1992, almost doubled the number of universities in the UK. The University of London underwent a significant roll-up in 1993, with equal access to government grants to the wider colleges and the freedom to grant degrees directly from the University of London. This was a major step towards being widely accepted as de facto universities. Cardiff University (then the University of Wales, Cardiff) was granted a degree of authorizing awards in 1997. This was the first time that such rights were given to a university's parent body (although the University of Wales, Lampeter retained degree awarding powers, they were withdrawn before entering the federal university). Over the next decade, all of the University of Wales ' affiliated institutions and many of the University of London's universities have gained their own degree granting powers. Cardiff University joined the University of Wales in 2005, which in 2007 switched to a confederal system before being abolished after a series of scandals in 2011. Imperial College abandoned London University in 2007, raising fears about the federal institution's existence. It has survived and drawn new members, however, although many of the bigger colleges are now issuing their own degrees. In 2016, when it became a branch of the University of London, City College, London was the first school to willingly surrender university status.

[bookmark: _Toc28355556]2.1.2 Rising importance of International admissions

Factually ,financially assisted graduates and the total attendance results increased  yield rates of students (i.e., the proportion of actual graduates attending higher education) declined heavily in many universities in the last twenty years of the twenty-first century as the rise of universities outperformed student rise(Kimbal, 2011).This led to the competitions among the world clas institutions and thereby attracting the best students from around the globe was very essential to keep up the set standards and goals of the universities. The impact of international admissions are a big data to be analysed as it contributes to a huge amount to the economy. International student admissions are necessary for the survival of UK education industry to keep up the diversity of students. International students are one of the most significance to education sector in the United Kingdom as well as for the world. In addition to internationalising the educational environment and student experience, their involvement also generates more than £ 7bn to the British economy. In 2012–13, international students made up approximately 12.5% of the UK student population, up from 10.5%  before five years. A sustainable degree of global demand is crucial for the provision of courses in certain topic areas and courses of study. A change in the home office rules made a  significant drop in enrolment, this recent trend contrasts sharply with  2010 rising rates. Although demand has continued to rise from countries like China, the number of Indian students starting courses in the United Kingdom has almost halved in two years, and the number of international entrants to STEM courses has fallen by 10 percent, with particular effect on postgraduate courses. The entire higher education market currently accounts for about one-eighth of its revenue from tuition fees from international students. Therefore, shrinking or constantly changing demand from prospective students abroad will leave institutions insecure or hinder their long-term strategic planning capacity.

[bookmark: _Toc28355557]2.2 EVOLUTION OF  DIGITAL MARKETING 

[bookmark: _Toc28355558]2.2.1Digital Marketing in the education industry

Digital marketing has adopted a broadly classified distribution across industries, but digital media have achieved immense attention in the current scenario of pro-life and are an essential part of the decision-making process for university students looking for higher education. It is typically observed that the content created by the user is considered to be more credible and trustworthy, compared to the content generated by the database and has a greater impact on the over-all perception of a brand in the mind of the consumer.
 Some of the definitions relevant from the perspective of this study are discussed in the following section by different researchers.Although Gunelius (2011) specifically emphasizes on the buy-in aspect of digital media marketing as "any form of direct or indirect marketing used to build awareness, popularity, recall, and action for a brand, company, product, individual, or other organisation, and is performed using social web resources such as blogging, micro-blogging, social networking, social bookmarking, and conversion. Philip describes digital marketing as "a collective and administrative mechanism through which individuals and groups get what they need and want online" Solis and Breakenridge suggested digital media as opposed to general media requiring change in finding, viewing, and sharing information: from broadcasting to a muti-to-many model of communication.


[bookmark: _Toc28355559]2.2.1Digital Marketing strategies  used in the education industry

Digital marketing got its importance with the emergence of the big time technology  the ‘World wide web’. It took 22 years for the revolutionary visual media to reach 50 million homes, but it took only five to reach the same level of penetration on the internet. Things are progressing at an incredible rate, and we are reaching a pivotal point of marketing history–a period where digital marketing is starting to replace conventional mass media as the medium of choice to meet tomorrow's customer. With the pace of  usage of digital marketing by various business, Education industry especially the higher education also started using it by the early 2000’s.As universities started competing for their prospective students, there came an enormous confusion for creating that competitive edge .This was made possible by the introducing effective digital marketing strategies.

[bookmark: _Toc28355560]2.3.DIGITAL MARKETING STRATEGY FOR  INTERNATIONAL ADMISSIONS

[bookmark: _Toc28355561]2.3.1 Influence of social media in international admissions

The need for a reliable digital marketing strategy has an impact on many distinct companies and organisations, including higher education institutions. There are many barriers to designing an academic institution's digital marketing strategy, starting with its size (an entire university is a universe on its own, with many different departments and interest groups), and ending up with different target groups that you need to reach.
Knowing that all the existing and future students are active online is free. We are the target group of yours. You need a comprehensive digital marketing plan for a higher education institution to hit them. All potential students and their families are seeking for international student life information on universities, programs, and other related facets. 

The  need of a detailed marketing strategy, culminating with a strong presence on social networks, through digital communication strategies that include not only social networking sites, but also messaging bots, and concluding with university forums. The prospect in higher education is international student recruitment. More and more institutions battle for international applications ' attention Their marketing teams are already designed to meet their target audience at full throttle. Marketing was once a concept that could only be spoken in the most reverent tones of academics' (Edmiston-Strasser, 2009, p. 146) and concepts regarding academic institutions ' marketing in the past have received limited support. An significant criticism to institutional marketing practises, according to Anderson (2008), was that it would weaken academic quality and performance expectations. 

[bookmark: _Toc28355562]2.4 THEORETICAL FRAMEWORK

Qualitative method  would provide the best possible study to explore the strategy of utilizing digital marketing to communicate with potential candidates instead of presenting statistical results (such as estimates of enrolment). It would allow prospect students(i.e. members of the groups being checked) to gain information about the effectiveness of digital media in the context of admissions. These qualitative data will allow digital media programmes to be analysed without relying on numerical findings that can be biased by misleading parameters.
Second, An online dedicated page of Facebook platform created by the university is analysed for observational and qualitative study. These sections are set up to facilitate university admission decisions and recruit students, so researchers could be confident that they are researching communication experiences directly relevant to the hiring process.
The plan of the research is to  perform an ethnography study through qualitative analysis on the use of digital media platform in university recruitment and graduate admissions  based on the existing literature and the reported issues. This study (a) completes a literature gap through a rare qualitative study which has not been performed in this context and (b) helps administration to develop better digital marketing and student recruitment strategies to make effective marketing content. Since it is an online communication analysis, it is a digital ethnography that is an online behaviour study. In the third chapter, more detail on ethnography study  and research methodology is addressed.
[bookmark: _Toc28355563]
3.METHODOLOGY

The growth of the Internet over the past few years has given rise to the online discussion on ethnography. It presents typical ethnographic issues to be reconsidered in the social phenomenon. Digital ethnography, by contrast, has historically been conducted around websites and services .The ethnographic method serves the purpose of studying social phenomena and interpersonal relationships on the Internet for several purposes: this study  has the ability to find the essence of interpersonal relations as such while also recognising the reduced face-to-face encounters and the complexity of a typical behaviour of place in which to concentrate field work.
The field here is virtual reality, which opens up epistemic problems that will be discussed by the study. The basic ontological perspective of ethnography study a user-centred approach, to convey truth can be interpreted critical and subjective. Therefore, social processes are both interpreted empirical and subjective; therefore, preventive methods cannot be used to research them. It is always recommended to combine qualitative and quantitative approaches to this challenge, but expanded virtual ethnography can be better understood by making an effective collection of qualitative data that helps draw the ethnography's structure or meaning through perfect combination of data collection methods (Scott,2009).
[bookmark: _Toc28355564]3.1 RESEARCH PARADIGM –INTERPRETIVISM

Different scholars have understood the term paradigm differently. Blatchford (2001) states that there are three components in a research paradigm: a faith in the knowledge nature, a method and validation technique followed. In contrast, Neuman (2000) respond to the paradigm as: epistemology, ontology, or even methodology of research. Interpretivist scholars consider "human experience environment" (Cohen & Manion, 1994: p36). In accordance with the views of Cohen & Manion, Creswell (2003) and Schwartz (2011) say that interpretive scholars explore truth through perceptions, perspectives and participant experiences . In a narrower scale, this work does not attempt to explore all sorts of analysis techniques and processes, rather focuses primarily on how the interconnection in the field of education between interpretivism and qualitative methodology will deliver the best results in digital marketing.

[bookmark: _Toc28355565]3.1.1 Interpretivist

Interpretivism typically seeks to understand a particular context, according to Willis (2007), and the core belief of the theory of perception is that truth is socially constructed. Since most work is constructed within a Western model, the context of their movement between cultures is significant, and so Willis ' argument supports the option of interpretation for educational researchers to explore a trend in a student group or school. This research accepts and looks forward to the different attitudes and perspectives and is open to change. It also looks forward to practice rigorous and effective data collection techniques which helps to promote participatory and holistic research. This can help to go beyond the inductive and deductive approach. It also helps the participants in my research to say about their experiences. As my research is more subjective than objective. Willis (2007) suggests that the aim of analysis is to favour subjectivity, and "interpreters disregard the concept that empirical human behaviour study is feasible" (p.110). From Willis ' point of view, Smith (1993) argues that interpreters are' anti-foundationalists' because' there is no specific right or wrong approach to understanding, no specific method which automatically leads to intellectual progress' (p.120). Interpretative critics do not accept the existence of standard research criteria, but rather the research governing principles are "properties of a particular group or society" (Smith, 1993 p.553).

[bookmark: _Toc28355566]3.2.STRATEGY-  EXPANDED ETHNOGRAPHY

The virtual world of the internet has three key drawbacks. There are few research that has problems offline as well as in web, along with how web interactions impact and are influenced by those offline. The focus of the fieldwork tended to focus on shifting internet applications or websites, rather than focusing on how users effectively use them. Research analyses text rather than multimedia primarily. I follow Marcus' (1995) multi-site ethnography to solve these problems, which I refer to as' expanded ethnography' when applicable to the digital life. It is extended in the sense that the adopted study methodology  will actually be as dynamic as the research object itself. It also addresses the fact that online groups and partnerships have varying and complex interpersonal structures and do not always exist in the shared space or on the same platform. It focuses on users of the internet. The setting is extended to all the applications that each participant uses in order to follow them. The implementation of such an ethnography, as already mentioned in the section above, would require many techniques. In addition to empirical data demonstrating this approach, they are discussed in more detail below.
 
[bookmark: _Toc28355567]3.2.1 Expanded ethnography

The research is conceived as an expanded ethnography, with the goal of creating the experiences of students in a variety of contexts through a combination of methods of collecting data. This relies on interviews biographically done (Wengraf 2001) in order to explore the learner personality of an adult as it is developed over time and in multiple social contexts. As an interpretive practise, it builds on the interview (Holstein and Gubrium 1995).The narrator building identity , is framed by the particular interviews done: it unfolds as a process of making and understanding experiences and events together in a particular gesture, or the construction of reality as a whole. By participant assessment, interviews with university administrators and written evidence, the interviews are analysed by  the learning sites of the apprentices, namely the workspace and the university. Ethnographies are essential for highlighting processes of creating' learning communities' at different websites that are vital to understanding the identities of young people. Therefore, drawing on Marcus (1998) and recognising that context is always placed, the research aims to go beyond a' place-focused' framework to a' multi-locale.' More than that, though, it examines the literary process of building identities over time and in multiple online environments. 

[bookmark: _Toc28355568]3.2.2 Rational for expanded ethnography 

Through exploring the relationship between admissions offices and prospective students, my research adds expanded virtual world ethnography to higher education studies. More precisely, it is an ethnographic study of the relationship between the admission office of a university and newly enrolled (but not committed) Facebook students and other relevant academic world social networking sites. In a way, the research as a means of analysing consumer behaviour does not depart from the origins of digital ethnography. future students and universities relationship is based on consumerism in the sense that students pay in the form of education for a good  from the University. Here the study shows how higher educational institutions use social media to market their products to potential students as an informational platform. I will describe how the methods are going to address each of the research questions in the following sections. 

[bookmark: _Toc28355569]3.3.DATA COLLECTION & ANALYSIS

[bookmark: _Toc28355570]3.3.1 Data collection

The ethnography was performed in three stages in a sequential and reflective mechanism: first, to achieve a better understanding of the community, it required analysing general interactions at Facebook, Twitter and so on. This stage will take time. Following this will be a study phase focused on how to interact with a number of Asian international students.In this second phase, I will also perform a number of interviews, one original interview before conducting it online and the other afterwards. Five weeks are taken to each user. In order to maintain the sample governance efficiency and to facilitate data analysis, I will only generate data from a relatively small number of participants to test and perform paradigms further. Later I will make an oratory coding in order to determine a number of categories. The entire dataset will then be used for these categories. In the final stage, I will have every respondent keep a daily diary of their Internet experiences for later analysis during participation.

[bookmark: _Toc28355571]3.3.1.1 Field selection
I will have to  look at a variety of universities using social media tools in choosing the field site for this report. University-built Facebook groups are perfect locations for this study since closed communities are being created and run for one reason: increasing student yields. I will also try to select a marketing organisation that can acquire university data and its website has several case studies that show customer success. This is achievable simply by receiving support from my parent university department of marketing by requesting current policy information maintained for external marketing companies. The websites of the universities will play an important role throughout the chat window managed by them. Whole chatbox of the university is delivered by a set of standard questions through participating international student through a generic investigation. The major field site of this study is the recruitment portal on Facebook run by a private university in the UK. I shall list the school by pseudonym to ensure anonymity. In order to maintain anonymity, I must omit the source of the university admission info.

[bookmark: _Toc28355572]3.3.2 Data Analysis: Thematic Analysis

The Thematic analysis is a method for qualitative research, and it encompasses three main stages: (1) sample identification, (2) coding process development, and (3) code implementation (Boyatzis, 1998). I will concentrate on the second step in this segment. In thematic review, Boyatzis (1998) identified 3 possible approaches to coding development can be used to guide this process. By combining these approaches, my coding process has developed.
Upon beginning data collection, I will define two underlying codes. Prior research has shown that content can be separated into two main categories of content in Facebook groups devoted to promoting the university admission process. members). The idea is to allow prospective students to determine whether they suit well for that particular university environment with the combination of these two types of knowledge. Thus I entered my study with the following codes, which were focused on prior research: 
Institutional Fit: knowledge, demands and discussions, relating to the capacity of the student to navigate academically, strategically and administratively through the institution. 
While my work is driven by these two codes, I am interested in discovering some other major themes. I am establishing sub-codes focused on recurring problems within the fields of institutional fit and social fit. My codes have been developed according to this method, based both on previous research and data.
[bookmark: _Toc28355573]3.3.2.1 Participant Observation
An initial observation during a considerable period of time gave us knowledge of the interactions in public online spaces. Nevertheless, their quality as a field researcher means that they are always cautious and diligent in the process of ethnographic study (Jones, 2005). In this process field notes were created–observations, approaches and interview questions. I might not publish posts in order to maintain anonymity, even though they can be accessed freely via the internet (for example, posts from open pages on  Facebook). It is important to emphasise at this point that the context in which the data was created often contains the dataset which helped me plan my second interview and analyse the data later. 

[bookmark: _Toc28355574]3.3.2.2 In-Depth Interview
In-depth interviews should be performed on - the-spot and on-line with their benefits and weaknesses in mind. The interviews provided an analysis of some of the subjects that were not available for evaluation and an examination of through participant observation through internet forums. The interview sections are in audio and in video. The collected data will be transcribed as interview transcripts. I will also conduct interviews semi-structured with a variety of university administrators. With their job titles, I am indeed going to mention them.
[bookmark: _Toc28355575]3.3.2.3 Documentation

I used routine notes to document digitally my thoughts and their feelings. Routine note helps to explore interaction differences and their motivations among users–whether they are used for emotional communication, for example. In fact, diaries helped to explore the Web habits of people and to research online communication. I wanted to investigate how communications in the online environment operate within the context of wide-ranging interactive experiences in daily life, while bringing the new virtual world into line with reality in my research Every individual and each methodology actually generates different data that must be evaluated in the same way.Data have been analysed using the QDAS software. Finally, the need for "expanded ethnography" is partly influenced by the fact that work generates various data types, such as media reports, as well as standard ethnography field notes. In summary, different techniques have been used for each iteration of a specific data set in order to convey the dynamics of student interactions on the Internet. This also validates and triangulates the results of the study.

[bookmark: _Toc28355576]3.3.2.4 Pilot Study 
The motivation behind this pilot study was to give a methodological trial to my examination.  The timing of the study cycle are to be taken care to get the correct experiences from the accessible information. Thus, the action ought to be analysed for this pilot concentrate to get effective results. I need to group each post as being related with one of the two significant codes (Institutional Fit and Social Fit) and need to report by distinguishing its significant code characterization. I need to structure the code arrangement dependent on repeating subjects and topics. Such repeating subjects and points will be doled out codes and afterward appointed as either new significant codes or as sub-codes underneath one of the significant codes. 
Following the pilot study, the observational research for the examination will be directed. Notwithstanding, the pilot study will assist me with understanding that this methodology is right or not for three reasons. To start with, the measure of dataset in the gathering during the time of the pilot study. The arrangement of records for grouping the data because of the volume of material. Second, the expanded or diminished action during the period to an unforeseen problem. Consequently, I need to always refresh my transcripts both to incorporate new posts and ensure that the transcripts included state-of-the-art renditions of the discussions encompassing more seasoned posts. Utilizing the two-code framework that I need to produce for the pilot contemplate and need to ensure that it will not devour quite a bit of my timet
 and debilitate the rationale behind a thematic framework that put such a valid change in my underlying codes.



[bookmark: _Toc28355577]3.4. RESEARCH ASSURANCE

[bookmark: _Toc28355578]3.4.1 Validity

The quick advancement of computerized innovations implies that instructive ethnographers can be both on the web and in sight of their members any place they cooperate in half breed networks utilizing multimodal interchanges on the web and disconnected. This utilization of multimodal methods for information gathering is fundamental to empower analysts to finish their members the liminal locales they briefly possess (Beneito-Montagut 2011), Adopting this strategy guarantees that expanded ethnography stays vivid and arranged as analysts can be at the same time on the web and disconnected, 'to a great extent in their regular dealings of society and culture' (Gajjala 2007, 64). Similarly as learning and instructing frequently request numerous types of contribution to be effective in this way, as well, digital/ethnography can misuse an assortment of research experienced by members (Woods,1994 and increase a multidimensional energy about the exploration setting by thinking about a wide range of sorts of information. Obviously, whatever approach researchers use, it should be delicate to the setting being considered and arranged inside the requests of the research area.

[bookmark: _Toc28355579]3.4.2 Ethical safeguards
Since ethnographic research includes watching and associating with individuals, we must know about various ethical safeguards. Moral issues are without a doubt vital given this current research's attention on web clients. Nonetheless, moral rules have not yet been completely created for research of online social collaboration albeit some developing writing starts to give some valuable bits of information. This ethnography is multi-situated, client focused, adaptable and media. Featuring that the quality of ethnography lies in its ability to break down inside and out complex social connections, keeping away from the fake division of connected social wonders and issues for their investigation. In the meantime, it should be viewed as that such a client focused methodology requires a regulated ethic rule. To put it plainly, it has been recommended that a regulated arrangement of rules giving a revealed specialist position, guaranteeing protection and anonymity to the members of the group and a cautious treatment of the information collected (private or open and sight and sound) ought to be followed in expanded ethnography.

[bookmark: _Toc28355580]3.4.2.1Fair- Return: Privacy & Confidentiality

The confidentiality necessity expresses that the members ought to be given the most elevated  secrecy, and that individual data ought to be put away in a manner to prevent unapproved people from remove a portion of its substance. All data ought to likewise be enrolled, in such a way thus, that no people can be recognized. So as to save privacy, I appointed a pseudonym for each dynamic individual from the gathering. The name of the university will be changed with its pseudonym from the time that it showed up. Any data or reference that could recognize the university will be either or erased.

[bookmark: _Toc28355581]3.4.2 Generalization

The moral concerns raised in this part and the models given show that when we are doing Internet research, the two standards to look into (the claim of research and the case for individual) may now and again be in resistance. From one perspective, we have the obligation to perform research of high caliber that is useful to society. Ethnographic research in common online settings might just fit into that definition, in that it builds our comprehension of network and culture in the moderately new social conditions of the Internet. Then again, we have the obligation to secure the protection and uprightness of people.
[bookmark: _Toc28355582]4.CONCLUSION
International students  are quality focused and they value on the grounds of university experiences. Their willingness to inevest their time and money, likewise to adjust to student or research condition, are pointers of their pledge to quality training. They choose to join a university in the wake of counselling individuals in their nation of origin and different spots. At the point when Non-EU graduates are persuaded to the university and accept that the courses  they study and graduate ,they are as ambassadors of goodwill to the university. As graduated class they will return forward to provide for the college, upgrading the picture of the college and expanding the number of new international student as return. There is no uncertainty that colleges in the UK are proactively working to manage issues identifying with global understudies as a need. However, there are elements which are missing. All things considered, students are specific about the courses and the universities they choose. They need the courses and the universities to bring them fame and respect. Internet based life's ascent in education has been brilliant and patterns recommend that its social importance will not decrease within a reasonable time-frame, especially among those in the school age statistic. This research proposal look into one of the primary endeavours to examine the collaboration of online networking into universities digital marketing techniques to attract international students with the right enlistment methodologies. This research proposes that private social networking platforms  can combine digital existence into such techniques. This research proposal is a preview of those digital innovation and instruction which  keep on developing, future studies will be expected to expand on this examination to guarantee that higher education will have the state-of-the-art data expected to settle on sound vital choices to attract international students.
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[bookmark: _Toc28355583]PART 2:REFLECTIVE ESSAY
[bookmark: _Toc28355584]REFLECTION OF QUANTITATIVE & QUALITATIVE RESEARCH

[bookmark: _Toc28355585]1.INTRODUCTION
This reflective essay endeavours to talk about quantitative and qualitative research strategies inside the expansive field of business. In the light of searching for potential similarities and contrasts between the two methodologies, the research gives an outline of the historical advancement of the two strategies, the paradigm and interpretative frameworks, talks about significant advantages and impediments and takes a look at the new trends that joins both quantitative and qualitative information in a solitary research plan with an end goal to check and  accommodate the usage of two techniques. The primary expectation of this exposition is not to expand the flow and durable discussion with respect to qualitative versus quantitative research, rather to depict and think about the philosophical position directing the two research approaches from ontological, epistemological and methodological viewpoints. The research idea of this paper is to empower experts with almost no past experience of the different research techniques and falling in to the snare that one research is superior to the next, increase a fundamental comprehension of qualitative and quantitative research.
[bookmark: _Toc28355586]2.DIFFERENCES BETWEEN QUALITATIVE & QUANTITATIVE RESEARCH
Pure quantitative research depends on the assortment of quantitative information (i.e., numerical information) and pursues different qualities of the quantitative research paradigm shown in Table 1. Pure qualitative depends on the assortment of subjective information (i.e., non-numerical information, for example, words and pictures). 

[image: ]

In the first place, the quantitative research approach fundamentally pursues the corroborative logical technique since its attention is on speculation testing and hypothesis testing.. Then again, qualitative research basically pursues the exploratory logical strategy. Qualitative research is utilized to depict what is seen locally and once in a while to concoct or produce new speculations and hypotheses. Qualitative research is utilized when little is thought about a point or wonder and when one needs to find or get familiar with it. It is usually used to comprehend individuals' encounters and to express their points of view. Quantitative and Qualitative inquiries are additionally recognized by various perspectives on human conduct. In quantitative research, it is expected that comprehension and conduct are exceptionally unsurprising and explainable. On the other hand, qualitative researchers frequently see human conduct as being without structure, dynamic, and changing after some time and spot, and they for the most part are not keen on summing up past the specific individuals who are contemplated. Quantitative research frequently utilizes what may be known as a "limited point focal point" in light of the fact that the attention is on just one or a couple of causal factors simultaneously. Quantitative researchers endeavour to hold steady the elements that are not being examined. Subjective research utilizes a wide-and profound edge focal point, looking at human decision and conduct as it happens normally in the entirety of its detail. Qualitative researchers would prefer not to intercede in the regular progression of conduct. Qualitative analysts study conduct naturalistically and comprehensively. A conspicuous essential qualification among qualitative and quantitative research is the type of information assortment, examination and introduction. While quantitative research presents factual outcomes spoke to by numerical or measurable information, subjective research presents information as elucidating portrayal with words and endeavors to comprehend wonders in "normal settings".
[bookmark: _Toc28355587]3.SIMILARITIES BETWEEN QUALITATIVE & QUANTITATIVE RESEARCH

As supported by Brannen: 'The distinctions which researchers feel exist among qualitative and quantitative methodologies (regardless of whether these qualifications are sensible ones)  affect the concentration and direct of research ventures, particularly the decision of strategy' (1992, p. 5).Yet, there are overwhelmingly a greater number of similarities among quantitative and qualitative viewpoints than there are contrasts. Above all else, both quantitative and qualitative systems include the utilization of perceptions to address inquire about questions. Most analysts join shields into their exploration so as to limit affirmation predisposition For instance, both quantitative and qualitative specialists regularly endeavour to triangulate their information, utilizing what is ordinarily alluded to as within‐method triangulation. A quantitative researcher may triangulate a few proportions of accomplishment, though a qualitative researcher may triangulate meeting information with observational information. Further, similar to interpretivists, somewhat, quantitative information experts endeavour to give clarifications of their discoveries just as look to make interpretive. Rather, which means results from the translation of information, regardless of whether spoke to by numbers or by words. While quantitative specialists use factual systems and abstract inductions to settle on choices about what their information mean with regards to an a priori theoretical or theoretical structure, qualitative researchers use philososphical methodology and their perspectives on reality to find meaning. 
The two arrangements of researchers select and utilize explanatory methods that are intended to get the maximal significance from their information, and control their information so discoveries have utility concerning their separate perspectives on reality. Additionally, both quantitative and qualitative researchers use procedures to check their information. Strangely, data reduction normally is a significant piece of the information examination process for both quantitative and subjective scientists.). In particular, in qualitative research the most widely recognized designs are those of theory testing and theory building, while in quantitative research the most ordinary targets are those of theory testing and theory alteration Another manner by which quantitative and qualitative research approaches are consistent lies in the way that both experimental and qualitative information are tradable.
 As talked about above, numerous parallels exist among quantitative and subjective research. Despite direction, all exploration in the sociologies speaks to an endeavor to comprehend people and their general surroundings. In this way, obviously 'the destinations, extension, and nature of request are reliable crosswise over techniques and crosswise over standards'. To be sure, the immaculateness of an examination paradigm is an element of the degree to which the scientist is set up to fit in with its basic suppositions. In the event that distinctions exist among quantitative and subjective scientists, these disparities don't originate from various objectives but since these two gatherings of analysts have operationalized their procedures diversely for arriving at these objectives. This recommends methodological pluralism ought to be advanced. The most ideal path for this to happen is for however many examiners as would be prudent to become even minded analysts.

[bookmark: _Toc28355588]4.WHICH ONE IS EASIER FOR ME ? WHY?

Looking at the existing literature and the number of researches done on the field is mainly under Mixed research as many of the researchers have not taken courage to look on to the expanded ethnography in educational research by focusing on an interpretivist aspect  of the research connecting the virtual world with expanded ethnography.Mixed research includes the mixing of quantitative and qualitative research techniques, approaches, or other paradigm attributes. The definite blend that is viewed as proper will rely upon the research questions and the situational and original issues confronting a researcher. As per Mixed research, it is imperative to comprehend both the emotional (individual), between abstract (language-based, verbose, social), and goal (material and causal) substances in our reality. Despite the fact that it is significant not to impact or predisposition what you are watching, it additionally is critical to comprehend the insiders' implications and perspectives. 

In Mixed research, the analyst utilizes a blend or mix of quantitative and qualitative strategies, approaches, or ideas in a solitary research study or in a lot of related examinations. With an interpretivist-constructivist point of view, the hypothetical structure for most qualitative research, considers the to be as developed, translated, and experienced by individuals in their communications with one another and with more extensive social frameworks (Maxwell, 2006; Bogdan and Biklen, 1992; Guba and Lincoln, 1985; Merriam, 1988). Specialists inside the interpretivist paradigm are naturalistic since they apply to true circumstances as they unfurl normally, more explicitly, they will in general be non-manipulative, inconspicuous, and non-controlling. Building an association with study members can prompt further knowledge into the setting under investigation, adding extravagance and profundity to the information. Along these lines, subjective systems are inductive, that is, situated toward disclosure and procedure, have high legitimacy, are less worried about generalizability, and are progressively worried about more profound comprehension of the examination issue in its one of a kind setting (Ulin, Robinson and Tolley, 2004).
 






[bookmark: _Toc28355589]5.WHICH ONE DO I PREFER TO USE ? WHY?

As my research is based in the education industry and I have to focus on different cultural groups of international students and managers, it is very necessary to explain this section based on the ontological and epistemological aspect of the research.
[bookmark: _Toc28355590]5.1 Ontological Issues in Business Research
 
Interpretive paradigm is supported by perception and elucidation, along these lines to watch is to gather data about occasions, while to decipher is to make significance of that data by drawing deductions or by making a decision about the match between the data and some theoretical example (Aikenhead, 1997). It endeavors to comprehend wonders through the implications that individuals dole out to them (Deetz, 1996). Reeves and Hedberg (2003, p. 32) note that the "interpretivist" paradigm stresses the need to place examination in setting. The interpretive paradigm is worried about understanding the world all things considered from abstract encounters of people. They utilize meaning (versus estimation) situated philosophies, for example, talking or member perception, that depend on an abstract connection between the analyst and subjects. This is the interpretive methodology, which expects to clarify the emotional reasons and implications that lie behind social activity. The enthusiasm of interpretivists is not the age of another hypothesis, yet to pass judgment or assess, and refine interpretive speculations.


TABLE 2:FOUNDATION OF RESEARCH
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[bookmark: _Toc28355591]5.2 Epistemological Issues in Business Research 

With an interpretivist/constructivist viewpoint, the theoretical framework for most qualitative research, considers to be as developed, deciphered, and experienced by individuals in their associations with one another and with more extensive social frameworks (Maxwell, 2006; Bogdan and Biklen, 1992; Guba and Lincoln, 1985; Merriam, 1988). As indicated by this paradigm the idea of request is interpretive and the motivation behind request is to comprehend a specific wonder, not to sum up to a populace (Farzanfar, 2005). Analysts inside the interpretivist paradigm are naturalistic since they apply to certifiable circumstances as they unfurl normally, more explicitly; they will in general be non-manipulative, subtle, and non-controlling. In the field of education, basic ethnography is the consequence of the union of two to a great extent autonomous patterns in epistemology and social theory. Of all the qualitative research customs accessible, ethnography most caught the creative mind of researchers in the field of education (Atkinson, Delamont, and Hammersley, 1988; Jacob, 1987) .Inside ethnography, perception and investment are intertwined as sociological research practice that includes watching, listening and posing inquiries about individuals' day by day lives and encounters, and the significance they connect to these. For ethnographic researchers a nearby and ordinary commitment with members raises both functional and moral provokes identified with interruption, relationship limits and issues of 'connection' on leaving the field. 
[bookmark: _Toc28355592]6.CONCLUSION
The exploration on which this reflective essay attracts keeps on exhibiting methodological difficulties various ways, not least of which is the need to accommodate the goal of scientist uprightness (Watts, 2008 – inevitable). Qualitative  research can be a chaotic business, especially ethnographic work that is particularly a forefront action and one subject to numerous factors, the greater part of which are probably going to be outside the ability to control of the analyst. Participant observation, as ethnographic research strategy, associates well the double jobs of paticipant and researcher and takes into account an adaptable, responsive way to deal with a scope of circumstances inside the exploration setting . In any case, since I was an international student, I am a full 'insider' at the drop-in sessions, with this status saved for those prospective students. The degree, in this way, to which, as an ethnographer can be incorporated into the 'have' network (Ezeh, 2003) of students, is a source of on-going reflection. It especially causes to notice the trouble of keeping up passionate equalization in delicate qualitative research that I comprehend to mean not being excessively close or excessively far off, with specialist reflexivity a significant methodological instrument inside this 'adjusting' process. The issue of giving 'passionate assurance' for both new and experienced researchers approaching sensitive subjects is an area that would benefit by further investigation. The establishment of open correspondence and agreeable disposition with one's supporters must be seen as significant, paying little respect to whether it is difficult to evaluate that value.
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