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Centre for Globalisation Education & Social Futures
Introduction
Markets do not simply appeats a result of policymakerdictat orpolicy fiat. And nor do markets once
made- exist in a spacehich sitsoutside or beyond a society and its complex of institutioasd
practices. Rather, marketareboth made and remades new products and services, frontiers and spaces,
areimagined,nvented implementedinventoried vettedand vetoed Yet as Berndt and Boeckler
(2012: 203)argue, despite the ubiquity of markeds,the market is rarelyreated as a process,be
taken seriously in its ownight@and that G for all their force and spatial relevancémany
researchers working on markets h&zesteered clear of attempts to achieve a better understanding of
how markets are assembled antltpuvork (Ibid). We agree with thenT his, inthe case of higher
education, meansexamining the processes involved in unbundling existing institutiondligber
educatiorpractices which constitute the namarket universitysector,andbringing into viewsocietal
transformations and the investmeetessary to makaarkets workYIbid: 205)

It follows that in order to understand the making of higher education markets, we needsto f
our attentionon whatwe call <omentéin the making of higher markefBhese includé¢hose moments
when(i) policymakers, politicians, investment advis@ducation firmsand universitiebegin to
imaginehigher educatiolas aOnew@merging(wr Omaturedarketto be opened up and exploitéid)
the governance framews which shape a sect@ncluding the role universities play as market actors
and profitmaking centes), are challenged, repurposgandtransformegdand(iii) when the nutand
bolts ofmaking diverse higher education products and services that are exchanged in a range of
markeplaces- from identifying suppliersto developing austainable OcustomerO,asatingniche
opportunities pricing of products and servicgsroviding a means faccessingredit,developing a

means for settlingisputes over contractsise oflegaltools andadvice and so or- arebought together

Page 1



Centre for Globalisation Education & Social Futures
andput to work What we have called differentmoments might also be referred to as macro pieesl

micro processes involved in makihgyher educatiomarkets.

Our wider purpose in this chapter is to show the complexity of presesseso aso open up
what has becomsomething of a black boat worst, an@flat canvas at bestPolitically this is
important in that ihigher education markets require wdbolg,opening up andevealing thisactivity, we
not only segoower and interests at pldyutthe basis on which these processes and outcomes might be
challenged and changed.

Our chapteiis developed in the following wayWe begin bylocating our approach &iudying
higher education markefkomljenovicandRobertson 2015; RobertsandKomljenovic 2015)We
then introduce four cases that we work throughguttins approach showing thatmarketmaking takes
a great deal abngoingpolitical, economic and culturalork by arange of actors, institutions,
technologies, instrumentandthe strategic deployment of spadane, and sociality We concludédoy
reflecting on theepistemic gains of thigpproach and what it reveakgarding the unbundling of the

university and its remaking in terms of market processes and relations.

STUDYING HIGHER EDUCATION MARKETS — APPROACHES AND ENTRY
POINTS

We start with a reminder that in mainstreaconomicdheorymarkets are understotéalbe governed by
impersonal lawswvherearns-length relations between disembodied economic agents prigaiits are
in this senseeduced tdhose withcalculative competencies who respond to price sig@aonand
Muniesa 2005; PeckndTheodore 2007)in line with this logi¢cthe construction o markeis
dependent on the disentangling and fragrof agents and goods so thalculations can take place

(Garcia 1986)Yet as sociologists remind usnost notably Polanyil944)and Granovetter (1972)
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markets are not impersonal but are instead instituted and embeddetiyy s@oint we will return to

shortly.

In looking at the literature on markets in higher education the focus has tended tmékein
ideologyasrepresenteth thosepolicy discourses aimed at reforming higher educgByown 2011a;
Jessop, FairclouglandWodak 2008)or the extent to whicthesediscourses reflea perfect Ofree
market@Brown 2011b; de BoaandJongbloed 2012; Jongbloed 2003; Marginson 2013, 201Hije
making a importantcontribution to policy analysis and ideology critiqtles approach falls short on
revealinghowmarkets get madieom nonmarketactivity - the keyquestionwe are grappling with here.

More recent work ometworls in the study of creating education service industr{@all 2007,
2012; Hogan, SellagndLingard 2015do make visiblghe actorsand teir relations with each other.
But what is missing for us are the migooocesses at worksuch a framing goods and services in such a
way that they are amenable to exchange, the design @ntemance of markets, pricirgnd so on.

With our interest iprocesses aharketmaking we havefoundthe work of Karl Polanyi(1944)
useful as a starting point. Polaygued thatarkets have to be produced through social institutions,
and legal and pdical strategiesind processesin whathecalled Qinstitutednegs€e Slateand
Tonkiss 2001) But in order to make a link between broader social transformations that make-market
making thinkable and possibjmacro) to theactors and techniques that deliver the detail ofithe0
and®owdmeso and micro)f marketmaking we havealsodrawn onthe work ofBerndt and Boeckler
(2009, 2012pnd that ofCallon and ,al6'kan(2009, 2010)In this way we linkogetherdifferentmacro,
meso, and micro processes to make viditbecomplexnoments in the workf marketmaking

Berndt and Boecklgi2012: 205xlsopoint out marketmakingtakes Oinvestmentfat is
ongoing effortis expended ifDframingnarkets@rough the development addployment of policies,
technologes, instrumentsand other ©fmatting devicesO. For examplage departments in various

countries develop calculations of the value of higher education trade to the econoreprasenthis
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in terms ofgross domestic produ@GDP). Similarly, inframing higher education as a services sector

consistent withthetrade in goods, the World Trade Organizatias used the same kind of language
found in theGeneral Agreement on Trade in Goods (GA[RQbertson, BonahndDale 2002)- such
as Ocommercial presence®, Opresence of natural péosoas® educatioin theGeneral Agreement
on Trade in Serviceas part of aneducatiorserviesmarket Investmenmeansexertingeffort - such as
enrolling those who might ease the way, stiEpping or confronting head on regulatory difficulties,
advancing operations in spaces where the regulations are morebaxgimaginative about new
ideas, products and services and how to get these into the marketplace.

This takes us to thenportance of micrgprocesseyr the micrefoundations of marketaking.
,aldlkan & CallonO€2009, 2010Wwork isa useful starting point in that they develop a conceptual
grammar though which to undertake that tabkeyelaboratdive processeat the micro levethey call
OframingsO of market¥ pacifying goods: (ii) marketizing agencies; (iii)) market@muters; (iv) price
setting; andqv) market design and maintenantethe differentcaseghat wepresenin the second part
of thischapteywe showthesedifferent elementat work.

Pacifying goodsefers tathosedynamics in whichhings (that range from material things
servicesto human beings or human relatioasd other intangiblegredisentangtd, made passive and
stable, and investian. Disentanglement ambundling of intangibles ia process of representitigngs
and serviesas OpackagesO that are describable and predictable. Passivity in thigfespect
stability, predictability, and having fixed qualities to which value and price can be attabiees why
investment irstandardisatiorstabilization and domesticationf such new things in the market context
is crucial(,ald'kan andCallon2010) This might mearframing a higher education institution as an
object that can be bought or invested in; a student experience ag tothe bought with clear
distinctiveelements that are part of the packagenformation about the higher education sector as

intelligence worth buying to guide strategic decision maklingseprocesseare sometimes difficult to
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frame as objects for market exchange especially because of cultural and political notions of higher

educatioras a nommarket sectorConsequentlyhe process of pacifying goods is in constant dynamic
with perpetual managing eti¢s.

Marketizing agencieset in train a complex afynamics wherenany actors compete irefining
what is a good or servicand valuing them. fiis procesgakes place in socigechnicalagencements
that isarrangements of people, technology, tolale/s, calculationand so onA competitive university,
for example, is likely to depend upon a rangeaifictechnical arrangemesso aso createanefficient
market actarThis mightincludethe creation ohew positions- such as thenarket analystit might also
involve othermprocessessuch asincreasing the number of stafftime marketing departmenbuilding
new marketntelligence computer softwarereating techniques to determine strategic markets from
which to recruitstudents; or engagimivate companies toelp with specific tasks (such bgernet
marketing in Nigeria or alumni engagerénthe Middle Eastjsee DroriQarticle inthis volume).

Marketencountersefer to the need fanarketagenciegsuch as students, academics,
admnistrators, investors, regulatoemd pacified Ogoods@neetone another. Such encounters are
multiple, andpart of overlapping calculatiorfsld'kan andCallon 2010)In our casa there ar@ huge
number of market encountesome coincidental, batostcreated-higher education fairsndustry
conferencegnvitational seminardMarket encounterarealsovirtual, material, sociabnd technological
arrangementsising thenternet, social mediay web pagesMarket encounters are thus invested in,
and thus cost money, laband time. ,alo'kan and Callon(2010)arguemarketization theory is
successful if it manages togsent the above three proces$esvever itis incompletenvithouttwo more
micro-foundations; thetudy ofprice settingandmarketdesign and maintenancka terms of price
setting, ,al6'kan and Callon(2010) argue ths is wherevaluations and calculatiosnerge- asprices
butestablishing a price is a struggle between different agenOieiscases revealrangeof ways in

which prices are createdsuch asising other pricegsuch as existing fees for public universities)
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create pricegfees for the online student erlraknt), or determining how much to Osg#igificservices

for to the university. But it is not onlyé seller who determines pricge haveshownthat he
universityalsodecideson the prices it is willing tpay when acting as a buyey comparing offers in
the marke(KomljenovicandRobertson 2015)

Thelastframing ismarket design and maintenangald!kan andCallon 2010: 19)As implied,
the design and maintenance dimensions help bring into,l@s€mvgell reproduce, those elements that
enablemoreefficientuse @ resources, the extraction of profits, the legitimation of the activity as a
commodity,andongoingstability. But how markets are conceiveshd shaped amiverse Those
involved in design and maintenanoéght createworking groups and advisory committéesvhich
they invite representatives from universities to reflect on new produdtsteategies. fiey might
finance conferences, lsb marketing retreats, or awdrdnorsto particular individualsso as to buy the
support of wellplaced individualsand thusensuremarket maintenancén important part of design and
maintenances the creation of relations afust which in turn helgo lubricatemarkes, butbuilding

trustrequires investment.

Imagining and making higher education marketsbencountering cases, generating insights

It is now time to introducefour caseslrawn froma much larger piece @mpirical workwe are
undertaking on makingigher educatiomarkets funded by a European Commission §réyita
includesinterviews,documers (annualreports, websiteginancial statementsnewspaper repatand
other secondarglata sources such sitistical databaseall four casesareframed insidevider macre
level social transformation@lessop et al. 2008; Leys 2003; MaspnandConsidine, 2000; Robertson
2010; SlaughteandRhoades 2004)

Reformatting andubricating international student recruitment flows andriets

! European Commission FP7 People program: Marie Curie Initial Training Network UNIKE (Universities in Knowledge
Economies) under [Grant Agreement number 317452].
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INTO University Partnerships L{NTO) is a private limited company based in the UK, founded by

Andrew Colin (who is still the Chairmargnd incorporated in 2005slinitial focus was on recruiting
international studenigto foundatiorprograns thatthe joint venturebetweenNTO and universities
would deliver- and from there placthe studentsnto anundergraduatprogram INTO builds onthe
macrclevel transformations of higher educatiaimed atreatingthe (public) educatiosectonnto an
industry, contributing to national economic development measured in ter@BBfIn this respect
universities are diversifgg their financial incomeby tapping into theinterrgonal student marketO.
In doingsouniversities also beooea marketzing agency

INTO created first two joint ventures in 2006 with the University oft Baglia and the
University of ExeterBy 2015 it had expanded to g#int venturesn the UK, USA and Chin&o far the
financial success of INTO and its cemsteentures is huge and growirigatashow that in 20137,000
students were enrolled its joint venturegINTO 2014) INTO, as aparentcompany with its shares in
joint ventures (that is excluding financial data aldbetentirety ofINTO and itsjoint ventures
operation}, had a turnover o£70 million in 2012 an&86.5 million in 2013(INTO 2014) INTO
reportedts profit in terms oEBITDA (profit adjusted to add back degiation, amortisatigrand
exceptional itemsas£9 million in 2012 and6 million in 2013 In 2013 INTO had an equity invesént
from Leeds Equity Partne(blew York) by sellinga 25 percentstake of its business for £66 million.

INTO centes andventures continue to provide education for students to enter UK or US
universities; that is undergraduate and graduate pathway courses, English language training, and
diploma courses. The latter act as the first year of undergraduate education if sligcessfileted,
and are consequently innovative alternatestayenter the second year of studies at public Bréisth
US universities.These prograsiare interestinglsoin the sense that thet as aralternative route for
studens, andnew revenuatreans for the universityTo studentsINTO promises an excellent

education, world class premises, study and pastoral support, and guapaoggesisiorio UK
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universities in case of successful completion of pathways or diploma pdRa managesa

guarante@nrdlment after completioby helping its graduateso get places in their initial ceant other
universities in partnerships, or universitibatdo not have partnerships but are looking for foreign
students.

Here we see an interestisgample of pacifying goods as a way of market franjaig'kan and
Callon 2010)the service that the student from another country igdpir hasvery clear elements and
promises In addition,INTO puts a lot of work into marketinQevidenceéuch as promoting student
successates, whichareabove 90 per cent for practically all INTO censt In order to sell student
experience at a specific joint venture, INTO has to play strategicdlsentangle it just the right way
from the attached university, but still keep the connection in ordge#de association to an established
reputationof a pre-existing universityMoreover, it has to strike the acceptable way on how to present
things it sellsand package theso that it is not foreign to the higher education sector and other actors in
it.

Discursively INTO legitimates i$ activities inthe following ways. It angesthere ishigh
demand for higher education bgrowing body of studentsho cannot be accomndated in their home
countries. 8cond, thatnternationdkzation of higher education is crucial fibre quality of studyand for
economic development oftions in the knowledge economyif, that INTO partnerships OdeliverO
promised results in terms of student numbeasd student satisfactipandalsoin terms offinancial
returns to partner universitiamdeconomicdevelopment téhe countries they are located Thus
makinga profit and creating jobareentangled together amtbnveyed in parallel to excellent education
provision Finally, INTO promotes itself as being able to guaramsigehresults.

This set of pocesses, and the quality of its operatidrasje also beelegitimated by industry
recognition. In 2011 INTO received the Exporting Excellence award by a maga#iewt Education

Investorto recognke the contribution education providers make to theddénomy- in INTO's case
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through the recruitment of international students and widening of acdbed . It also won the title

of the Higher Education Provider of the Y¢NTO, 2011).
INTOOsnarketlocationsarefurtherinstitutedthrough the creatin of organiational structures
within national legal systemandby beingin line with particular university decisions. For example, in
theUS, theytakethe form of university departmentnce legally public universities cannot hateis
kind of cooperation witla private companyn theUK, INTO have instituted their market relations
throughjoint ventures- new private companies owned half by INTO and half by the partner university;
or new centes owned by INTOThis fits well with the wider rgulatory environment in the UK which
has promoted Public Private Partnerships as the preferred governance model for public sectors
(Robertson, Mundy, VergeandMenashy 2012)INTO also guaranteemntracts withselectedritish
universitiesvho are not partners in the sense of joint ventures, but engage in enrolling stiaents
complete programs in INTO ceans. These contracts enable INTO to fanttl guarantestudy places for
all students completing their prograrfigis is yet another example of ,ald'kamdCallonO§2010)
market framing by a marketng agencyINTO invests irthe process ahevaluation ofthe serviceit
delivers andts price It actively promoted&inancial profits and education qualityn order toestablish
new partnershipsvith universities Participating universitiesonsequentlhalso become active agents in
the process aharketcreation and expansioMet instituting these marketgsnot gone unchallenged.
There are occasions when news is reported that university staff have protested about the university bei
approached by INTO to partngdewman 2008)In 2007 there was a dispute between INTO and
University and College Union (labor union from the UK) which publicly challenged INTO approaches,
and published a briefing on its web page called Olnto the unknownO. INTO reacted with a threat to sue
theunion for defamabn, after which the union removed the document fromriternet(Lipsett 2008)
In thedifferentINTO partnershipshere are different arrangemsas tohow to organze labor

andthe INTOinfrastructureln some cases staff from the universitgrecruited toalsoteachat the

Page 9



Centre for Globalisation Education & Social Futures
INTO centers; in other casesew staff areecruited mostly on fixetkrm contracts. In some cases, the

international office of the university works for the venfureat least does some work; othercaseghe
venture does ibn its own The giteria for staff recruitment and student recruitment is determined by the
university and by the specifeente/venture, but in order to stay competitive and attractive, treey ar
often lower than criteria for universities in questidhis dynamic is part of changing relations within
the higher educatiosector as a result of markastig.

INTO also promotes itses offering world class purpose bugtiaces and marketdie millions
of pounds of investmentkat it has puinto newbuildings These cents offer study spaces and
infrastructure and student dormitories. INTO helps universities access capital for these financial
investmentswhich are often on the campus of partaeiversitiesThese new modelsf joint ventures
and spacefor studying are basl on the londerm partnership; in the case of one universitis is a 35
year period to whiclboth parties commit and shatefinancial profits or lossesegardless of the
circumstance. If specific venturds not enrol students to covecosts(e.g. the government would
decide to restrict migratroof international studentghe universitywould have to cover their past
any financial losses

INTO is also experimenting with variety: some INTO cesteill start to provide online, courses
as well as developing Massive Open Online Courses (MOOCs). While the markets around the primary
activity of the company and its cerg are about providing educatitgading to a university place, it is
engaging in other markets too. One market is international student recruitment more generally; a two
decade old OindustryO populated by recruitment agents around thisteoniet, recruiters, marketing
companies, langage schools, representation offices of universities in other countries, other companies
with similar services like INTO, and national agencies like the British Council. All of these actors use
multiple technologies, ranging from soft diplomacy at thetigali level, visits to deools, attending

fairs, advertigg, social media, partnering with foreign universities or schools and $8B00s
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marketing budget is significant; it reports investifigD45 million per annum on marketing (INTO

2015 webpages)INTO is thus one of a growing number of similar actors positioning themselves as a
legitimate and powerful player within the higher education sector (others include NAVITAS and
StudyGroup).

INTO is a fascinating case of markagaking. Not only does it help lubricat®e recruitment
process of international students for universities, but its joint venture model enables the university to
outsource what might have been more expensive activithéouniversity whit benefittingfrom the
efficiencies that INTO adds when they not only bring students to the campus, but make students

Olearning readyO.

Financingnew higher education frontiers
Our second case isaureate Educatigmow one of théargestglobalfor-profit educatiorcompaniesn
the world In terms of macr@and mesanarketframingprocessedpr-profit firms have been
encouragedand selectivelgnabledto operate in the higher education sectoa peoviders of
universitycredentiad. The overarching political projects include neoliberalism,laralvledge eanomy
strategiesLaureateEducations therefore only one of a growing number offwofit universities who
operate around the globe; what makes Laureate interestitsginancing model.
ThelLaureatefootprint outside of the US tops that of dd$ higher education institution; 80
percenf its revenues come from outside of the BReddermandFain 2012) In 2015 it enrolled
950,000studentspread acros?9 countrieandover 75 campuses around the glofgeain 2014a,
2014b)employing 70,000 employees, facuyland staff (Laureate 20Meebpagep Students study
mostly in low cost programs, such as education, health scidns#sess education, engineeriagd

hospitalitymanagement.
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Tracing through the history dfaureate Educatiohelpsillustrate themodel of expansion:

private equity investment; buying up highly indebted institutions; operating in those parts of the world
where the regulatgrenvironment is more conduciva;strong marketing departmentpst reently
investment from th&Vorld BankOs private investment arthe International Finance Corporation; and
legitimacy through courting the rich and the famdusese elements combit@make a particular kind

of global higher education market

LaureateEducationbegan life under a differename and companySylvan Learning Systems, a
public companyestablished Sylvan International Universitied998 andheadquartered in Baltimore,
Maryland in the USRapid expansion through global acquisitionsag pf Laureate EducationOs DNA.
In 1999Sylvan Learning Systes acquired a 54 percentshare olUniversidad de Europea de Madrid for
USD51 million. In 2000 it added hotel managemeanthool located in Switzerland, along with the
Universidad de LadmZricas, Chile, and therliversidad del Valle de MZxictn 2003 the company
made the decision to focus exclusively on gestondary education. It satd interests in schools to
Educate Ing (formed by Apollo Management). By 2004 it had changed iseni® Laureate Education
Incorporated.

In 2007, Laureate Education was acquired byiamestor group led by Doug Beckeand went
private in a deal wortkdSD3.8 billion (sized at 240,000 students located in 15 countri&ancial
analystssaid thaigoing private enabled Laureate to fug a more aggressive strategya time when
Wall Street was both sceptical of potential growth and emerging anxieties about investments more
generally(Ledermar2007) The investor group included some of the biggest namglelbalfinance
Henry Kravs (KKR), GeorgeSoros (Soros Fund Managemen$teve Cohen (SAC Capital Advisors)
and Paul Aller(Vulcan Capital) KravisOs firm, KKR, was reported to have takei$B4875 stake
(KimesandSmith 2014)n Laureate Education. By 2010, KKR had inceshgs value taJSD710.8

million. And while Laureate Educatidds annual revenisdJSD4 billion, those in the industry worry
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about itsvery highlevel ofindebedness In 2014, MoodyOs, the credit rating agency, downgraded the

credit outlook for Laureate Education@egativé€from @tabl&) citing concerns of LaureateOs
increasingly leveraged positidollowing its purchase of the Brazilian universityfCentro Univergtrio
das Faculdades Metropolitanas Uni@iasiU) for USD500 million - bringing the total debt td SD6
billion. This level of debt is more tharaureateOs annual reveligain 2014b)

Laureate Education@squisition and investment model is fascinating illustrates the
development of strategies pacify goods, and the refining over tirokits market desiggald'kan and
Callon 2010) In his role aLhief Executive Office(CEO) of Laureate- Becker haso convince
investorgthatLaureate is worth investirig, in persuading universities to sell a share to this private
equity backed businesand students to payaureateOs promise to students is that LaBeddse links
to industry willenable them to secure a joltle future because of the social capital Laureate can
mobilize.

Laureatehas also pursuealrapidgrowth strategy not so much in the U$hough that is where
the companyQOs headquarters arenptihibse countriewith an emerging middle cladsistorically low
levels of investment in higher education, amdegulatory environmemhore open to feprofit or private
investmentsn educationfor instance, BrazjIChile, Mexico, Turkey,andSouth Africa.Laureatepulled
out of plans to invest in Ina in the face ofincertainty about whethérgher educatiomistitutions
could continue operating a fprofit model(Kinser 2010: 159)its operational model is to build
efficiencies through economies of scale the Laureate network bimd} (

Laureate invests a great deamiarketing its budget is arountdSD200 million, and
telemarketesare new kinds of agents whave script@nd recruitment targe{salo'kan andCallon
2010) Those turning in a good sales performanceeraised bonusg&KimesandSmith 2014) This

level of spending mearthereneed to be&ost savings elsewhere; in comparison to a more convention

Page 13



Centre for Globalisation Education & Social Futures
university — Laureate has most of its academic teaching staff ortipggtcontracts, ancontracts which

do notinvolve andvalue research.
LaureateOs investment strategy has changed ovelrtiameinterview with Paul Fain reported in
InsideHigherEdn 2014, Becker stated that, in the early days of Laureateyould@ go around the
world to identify countries that were experiencing the most severe imbalance of supply and demand
who would really benefit from our assistance and suppand find a partner in each country. And we
would typically invest in the university as a financial partner and an operatingparth the local
entrepreneu®Fain 2014a) More recently, Laureate has also partnered withprofit and high ranked
institutions, like Monash University, to deliver MonashOs investments in South Africa, and the
University of Livapool in the UK For instance, Laureate provides the platform for LiverpoolOs online
degrees; hureatestudents are able to study in Liverpool sumswrool programs, and Laureate
provided the £1 million bond arfthancial backing for Liverpool to operaits joint venture in in China
— XOian Jiaotong Liverpool University, near ShangBaii 2012: 132).
In 2013, the International Finee Corporation — a member of the World Bank Group, madd3D150
million equity investment in Laureate, to expand access to quality higheaton in Oemerging
marketsOln the same yea€oursera, a major provider of Massive Open Online Courses, acemu
that it had raisetdSD43 million in funds from an investment group that included Laureate Education.
Laureate has also courted the politically rich and famdush helps both in terms of marketing
and in market maintenan¢al6'kan andCallon 2010) Two examples are worth noting. In 2010,
former USPresident, Bill Clintorwas made aklonorary Chancelloior LaureateOther members of
Clinton’s administration also have roles in key executive and board positions. As Honoray Chancellor,
President Clinton is reported to provig@viceon matters such a®cial responsibility, youth leadership
and increasing access tigher educationOn LaureateOs website, Clinton stafHsese private

universities exemplify the same principles of innovation and social responsibility in education that we
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worked to advance during my presidency and now through my foundation, anddasadito support

their mission to expand access to higher education, particularly in the developin@ (kardeate
Education 2015 websiteln Turkey, Laureate acquired an ailing Bilgi Universitystanbul, Turkey. In
2010, Laureate@miversidad de Eropea de Madrid awarddairkish Prime Minister, Erdogan, an
honorary doctorate.

This does not mean that Laureate has always managedviaasihe regulators as to the
probity of its investments. In 2013, Laureate tieddbup a joint venture with théS Arizonabased
Thunderbird School of Global Management. However the accreditor for Thundethetligher
Learning Commissionraiseda series ofuestions about standarda move thatan be understood
against a wider set of concerns in the US addor-profit provision TheApollo Education Group, with
significant investments in the US under its flagship University of Phoenix, have found themselves
financially undesperforming as a result éEa series of lawsuits, tight governmental scrutiny, ao

average costs, and below indusstgndard qualityZimmerman, OrjuelaandCaucas2015)

Infrastructures and datenarkets

Universities use many services and products for which they do not necessarily pay and thus there is no
immediate monetary compensati@ng.,social media). In this respect using such servicight not be
interpreted as market activity if we were to folleaonomic theory. Bwever, universitiearefeeding

into the opportunities of companide operatan other marketsor are transformig themselveso take
advantage of new market possibiliti#sansformations at the macro lewge tied to newdigital
technologydevelopmets. These are characterised by speed, immediate information dissemination, low
(re)production costsand immense irpvation opportunitis Higher education does not stay intact and
market innovations successfully penetrdecationnstitutions and individuals through particular

solutions at the meso ley&hich are in turrdesigning new market
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LinkedIn is a fascinating case in this regdntikedIn is a corporation (public company) based in

the US,andcreated in 2003 and aninternet platform speciaing in professional networking. It relies

on people creatg their professional profiles arnodtheir education, career, skillwork experiencand

so on, and then connedy to people they know. It allows people and orgations to use basic services

for free (in the sense of not paying to have a profiejo pay apremium subscriptioto use additional
features of the platforntike check who has viewed their profile, connect to people they do not know
send messages to theamd so on. These subscriptions are one out of three income streams for LinkedIn,
the other two bein@alent stutionsCand@narketing solution®

Based on the last available annual reflaritkedin 2014)LinkedInhad 277 million members in
2013 aml showedsubstantial growth in membershipsternet visitors of its platform, and usage of
services. It reported intensive service development in 2012 and 2013 that resoétedaviys of
showcasing membersO profiles, new services, and more people gjgiing year2013 was aecord in
the companyOs history as 75 million subscribers signed up. Farr20é8ue wat)SD1.53 billion. The
fastest growing income stream for LinkedIn of the three mentiabhedeis Otalent solutie®that is,
subscriptions employe(sr anybodyelse)can pay to LinkedIn to use LinkedIn data for searclang
new employees or peopleOs profilesnanedetail.

LinkedIn hasdeveloped a variety of services and products that draw data from Qeqptsfiles
and their networkingand are targeted to different audiences. Such seivicesle creatingoneOswn
profile as a brand, netwarlg, and conecing to known and unknown people; writing stories, neavsl
opinions; browsing peoplesO profilgsting informaion about companiesiniversity rankings
emgdoyers¥ankings social selling; participating in groups; using alumni tpalsd so on. It has also
developed services and products specific to higher edudhatiarget indviduals and universities.
Linkedin says 2400universities are represented the LinkedIn platform worldwide. In both cases

people are motivated to keep their profilegpapulated as possible with-tgedate information about
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skills, education, experience, endorsements, volunteds, @dding projects/ideos, and documents.

Besides individuald_inkedIn promoteghe benefits of rich profile data universities and advises them

to motivate their own students, alumand staff to upload all relevant and attractive information.
Universities and orgapations are motivated to create thawn profilestoo andform virtual social

groups with students, alummr other interesgroupsto communicate and connect. It redgnt

developed set ofuniversity rankings based on employment and careers which is for now reserved for
specific disciplines and countriesd which has thpotential to become widespread.

Data provided by individuals, universities, companies and otlganaations are then analysed
and repackaged by LinkedIn and offered back to different audiences, some for free and some for
fees/rents.In this respectit is crucial for LinkedIn to hae as many users as possible wifito date
information Based onhtis data it can offer attractive products to anybddyexamplejndividuals,
governments, niversities, employers

There is a pattern emerging here; the laboring is done by the individuals and universities who
populate partsf the LinkedIn pages thaysebut who are not financially compensated. The company
then uses the information produced by such laboring for other products and services through which it
earns profitsin this sense Linked(@snarket framing of creation, expansigmnd maintenance
(,ald'kan andCallon 2010)is dependent on how successful it is in attracting individuals and
organkations to do such free lahan theone handand how successfully it infiltrates the operations of
different orgarzations or lives of individualon the ¢her. The more useful it becomes for different
actors, the more LinkedIn can reframe suchwadaes into commodities (exchangalues)

We also na an attempt by Linkedlto gain a monopoly in what it does, which is why they visit
universities and other actors in different countries consulting on which services might best be developet
into thefuture. This is an interesting developmentOn the one handt is co-creating such services as

they become use values for them (by participating in discussions on what woubateel anthe
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future);on the other hand it is populating data and using services, and later using them or paying for

them as they become a new product. Moreover, if the LinkedIn rangingin impact, it will

contribute taouilding areputation and branghanagementf univesities across the globe. If universities
aim to improve their LinkedIn ranking, it willsobe in their interest to motivate its own successful
alumni to create their LinkedIn profiles by keeping them up to date, and by being active in discussions
and otler LinkedIn services in order to influence the ranking algorithm. This has the potential in the
future of becoming a setkinforcing growth forward moving dynamic.

These peculiar markets do not need specific regulatory changes, but do get meatesiali
universities became dependent on them, at least in their relations with alumni, career services, and the
like. Our research at British wmrsities revealed thahiversities use LinkedIn exclusively in those
activities.In this sense LinkedIn is a cleaarketzing agency with its strategy of constant (re)framing
between OfreeQ services agdipa commodities. It is depententhe cooperation oéach university:;
without universitiesO engagement, their motivating of studemtsalumni and free labog, LinkedIn
would not havea big enough scale of data to ate its envisaged commoditipactified things to sell. It
is no surpriseéhat LinkedIn invests icreating market encountessth universitiegwhich is yet another
market framing) by sending istaff to tour universities around the world, visit or orgareventscreae
meetng encountersn thelnternet, and so oNVhat potential all this big data has for the higher
education irthe future still remains to be seen, but penetration in governing the sector (for now through
rankings) and knowledge dissemination (through sharing news, opinions, projects and stearyis

visible.

Higher educationmeputation markest
At the macrdevels the development of globally competitimeowledgebased economies is used to

frame new forms oflobal governanceas wellas the presence of new actors and technologies (meso)
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such as rankersankings, league tablesndbenchmark¢BerndtandBoeckler 212) Universities in

this respect have learned tinadnaging their reputation and branahad just a way to attract students,
but prove taake their@ew(ocietal roles responsibly.

QS Quacquarelli Symonds Limite@@S), a university ranker isased in the UKt wascreated
in the 19909y Nunzio Quacquarellia student with an ideend entrepreneurial determination. @&s
officially esiablished in 1993 as OPrintsalmitedO; ihas subsequentthangedts nametwice, though
Nunzio Quacquelli hascontinued a®irector. Initially Quacquarelli started with thrublication ofan
MBA career guidethis wasextended teducational publications looking at opportunities for busines
and postgraduate education. Quacquarelli laégan organkzing eventson MBA education and was
pivotal to makingQS a global companide alsowaned his media company to be an information and
data companyand in 2002 started a project on rankings wiheague,John OOLeargditor of Times
Higher EducationUJK. Thisresulted in QSTHE ranking being launched in 20Q@niversity of
Pennsylvania Wharton 2018yt which lateiseparated into two different rankings.

QS quickly evolved and now is a diverse collage of services and products. There are several
existing companies connected to,@®Bich makes it hard to tragdis financial situationFrom the last
available financial reporQS Quacquarelli Symonds Limitastiowed armnnual turnover in 2013 was
above£17million, agross profit o£14 and retainedomeprofit for the group to carry forward£7?
million (QS QUACQUARELLISYMONDS LIMITED 2014)In 2015,QSemployed250 employees
andhadoffices in five countriegtherthan the UKincluding Singaporeandthe US.

Besides ranking€QS hagdevelopedhe followingproductsaimed at students, academics,
universities, governments, megdand other adiences: mformationTechnologysolutions; online search
engines with services like search tools for the public and adverting and branding for institutions;
publications like guides for study courses or publications for universraeety of rankingsvariety of

intelligence fairs and eventsonferenes and advice on student redment.
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QS rankings arensexample of how an initighroductgrows in space, scale and variety. Initial

global rankings of universities are still prepared every yeandwuthere are also subject rankings in 30
disciplines regional rankings (in Asia, Latin Americand Brazil, Russia, India and Chi(2RICy));
best student city rankingnd ranking O50 under 500 catévingiversitiesestablished less than 50
years agoQShaslaunched a service called Ostavs@h evaluates universities basadindicators it
hasdeveloped andrhich awards stars to institutions, aservicesike QS Top global 200 Business
Schools based on employérhoice.

QS does not chargeiversities for them to be inglled in their global rankings.dwever, ithas
a full range of service®r saleon how to improve university or country positions. It has an intelligence
unit thatdoesresearchand helg institutionamprove their raning. One of ouQSintervieweestated
that rankings are more of a public relations event for QS since they raise a lot of attention. It is many
times a starting point for QS to engage in otledatronships with universities and governmentsich
is where (& then makes profitn this respect, QS uses detailed gatiaich isfreely givento it by
universitiesfor the purpose of rankingBut it then also uses this dateturnit into research and
consultancy servicewvhichit sells to those who want to imgve theirreputationabktatusin this respect
framing of things to sell are in constant motion as the company wwekgpandts markets. How things
are packaged strategically vartlesed orthe buyersO profiles, locations, and almsum, QS
speciailzes in trade in reputation; asnarketzing agencyit hasmanaged tdrame reputationasa
sellable commodityUniversities and countries thabt just buy these services, lamgage with thisort
of framingbecome marketing agencies as welQS alsgorovides advice services to universities on a
range of other topics how to internationake, prepare the strategy, brand itsaifd so onEfficiency is
very important to the QS brand; there is a policy in the company that each enquiry needs tetedansw

in 24 hoursas it wants to be responsive and transparent about its work.
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It invests a lot in educating students to use its servid@sh is an important factor for the

business strategy. The more widely QS search engines and rankings are usedry ahd the general
public, the more likely institutions are to want to improve their status and pay for QS consultancy. Like
in the case of Linkedirihis is an example of a market where some services are provided Ofor freeQ to
different users, buhosewho are actuallysing it forfreearelaboring for the company to then
repackage this labor and sell it in other ways and to other buyers.

Themeans through which QS comes to new clientssandces is by networkingndkeepinga
strong relationsp with as many acts as possible. Key hereagending many evens® as to build
strong ties. This includes higher education conferences and fairs. Its employees present papers and
mingle with other conference participants. [QBricates its relaticships with potential clients by
hosting Omust go toO receptions and paitigsirn building loyalty through congeniality, personglity
and personatation. The dynamic is opposite to the impersonal marileitionsenvisaged by economic
theory. In factQS works hard to create long standsagialrelationsandturn them into strong tiesith
the aimto occupy the position of one of the central nodes in its market structure. Financial transactions
for exchanges of commodities anethis respecjust monents in the otherwise long lastisgcial

relationsand not the focal point of meetings between QS as a seller and other actors as buyers.

Unbundling the university and making higher education markets: final thoughts

There is nothing inevitable abotreating the conditions for the unbundling of existing university
structuresand the creation of new markaiking practicesvhich are in turn instituted. Through the
cases we have developeee have shown that making markets requires a considerable amount of work
to both bring markets into being, and to maintain them. Yet we argued that much of the literature on
higher education markets either tends to assume markets, as somethingadafagli. Our

contribution we hopeis to show what more can be seethe making of higher education markets
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when we draw on the conceptual resources that researchers like Berndt and B2etR)and

,alo'kan and Callon(2010)have developed. By bringing together these different ma&so and micro
framing moments, we can see marketkingis dynamic, diverse, changwith time and in spaces, and
can also fail. They require investment, not just by agents, but financial resources, institution building,
loyalty and legitimacylLoyalty and legitimacy seem to be crucial in enrolling potential market actors in
the laboringo do with production and consumptierespecially inthe making of higher education
markets- something we need to understand beRerhaps this is because they are Omarkets in the
making® with meanings yet to be fixed, stzdlj and madeommon senser as,ald!kan and Callon
(2010)would say- the @omestication of novely Profit and education, fahe moment at least,

continue to remain uneasy bedfellows.
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