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here. The ability to attract students, the ability
to engage in expansion with other universities
globally – this all comes from branding.”

For some, that could be a dispiriting vision
of higher education – a calling reduced to a
commercial service.

Roger Brown, editor of Higher Education
and the Market (2010), warns that the increas-
ing interest in branding paves the way for
universities to spend more money on market-
ing and amenities to attract students, rather
than on teaching and research.

“The more you put higher education on a
market basis, the more resources are diverted
into this sort of activity,” he says.

Brown, professor of higher education policy
at Liverpool Hope University, sees reputation
surveys as part of the problem. “Unfortunately
there is very little basis for any of the reputa-
tional surveys…Very few people know much
about other institutions.”

Because the substance of what happens at
universities occurs at departmental level, out of
sight of most observers, reputation surveys “tell
you nothing about quality”, Brown contends.
“They reinforce the great push for status that is
the curse of our times and which [demands for]
higher graduate contributions [to the cost of
their education] will continue to increase.”

More generally, the focus on reputation and
brand “gets us even further from what ought to
be the purpose of higher education”, he says.
“As a student, you should go to the university
and [do the] course that is most going to
develop you individually and make you think.”

But if it is true that students are increasingly
buying a brand when they choose a degree
course, and increasingly seeking a premium
brand, then some important trends emerge for
universities.

Premium brands can charge premium
prices. In countries such as England, where the
government already wants to create a market
in tuition fees, brand and reputation will be
central to universities’ thinking on how to set
fees and how to pitch to students.

Our survey suggests that there are only a
handful of globally recognised brands in higher
education. As universities in the West and in
Asia increasingly look beyond their regional
and national environments – where they may
have strong profiles – and set up overseas cam-
puses and partnerships, they need to establish
themselves quickly with foreign students and
academics who may not be familiar with them.

More universities will want to join the ranks
of those with a global reputation, whether
that is a reputation as an elite institution or
one with proven vocational and professional
qualifications. In a crowded, competitive
marketplace, you need something that makes
you stand out instantly: a brand. l

l For more details of the reputation survey,
including a copy of the survey instrument, see:
http://science.thomsonreuters.com/
globalprofilesproject/gpp-reputational/
l For the Times Higher Education World University
Rankings 2010-11, visit http://bit.ly/thewur
l Look out for the Reputation Survey for the
2011-12 World University Rankings, which is
currently under way.

The Times Higher
Education World
Reputation Rankings
are a subsidiary of
the annual World
University Rankings,
and they are based
entirely on the results
of a worldwide survey
of academics.

They are a measure of
a university’s reputation
for excellence, in both
teaching and research,
among experienced
university academics
around the world.

The reputation rank-
ings are drawn from an
Academic Reputation
Survey carried out by
polling company Ipsos for
our rankings data pro-

vider, Thomson Reuters,
as part of the Thomson
Reuters Global Institu-
tional Profiles Project.

The same survey
results formed two of the
13 performance indica-
tors used to create the
Times Higher Education
World University Rankings
2010-11, published on
16 September 2010.
The reputation data
are revealed here in
isolation for the first
time.

The invitation-only
survey was sent to tens of
thousands of experienced
academics, based on the
United Nations’ estimates
of global academic
researchers by geo-

graphical area. The
survey was offered in
eight languages:
Japanese, Simplified
Chinese, Spanish,
French, German,
Brazilian Portuguese,
European Portuguese
and English.

A key feature of
the survey was the
opportunity for narrow
disciplinary focus:
respondents could high-
light what they believed
to be the strongest uni-
versities, regionally and
globally, in their specific
fields, selecting from
hundreds of disciplines
and from more than
6,000 academic institu-
tions. “Action-based”

questions – such as
“where would you
recommend a top under-
graduate should study for
the best postgraduate
supervision?” – were
used to encourage more
thoughtful responses and
more meaningful results.

The survey was dis-
tributed between March
and May 2010 and
13,388 people from
131 countries provided
usable responses. The
average respondent
had been working at
a higher education
institution for more
than 16 years and
had published more than
50 research papers.

Phil Baty

BEHIND THE NUMBERS: METHODOLOGY EXPLAINED

Our table ranks
institutions according
to an overall measure
of their esteem that
combines data on
their reputations for
research and teaching.

The two scores are
combined at a ratio of
2:1, giving more weight
to research, because
feedback from the
global higher education
community suggests
that academics have a

greater confidence in
their ability to make
accurate judgements
on research quality.

The reputation scores
are based on the number
of times an institution
was cited by survey
respondents as being
“the best” in their narrow
fields of expertise. Each
respondent was able
to nominate a maximum
of 10 institutions.

The number one

ranked institution,
Harvard University,
was selected most
often. The scores of all
the other institutions in
the table are expressed
as a percentage of
Harvard’s score, set at
100. For example, the
Massachusetts Institute
of Technology received
88.4 per cent of the
number of nominations
for research that
Harvard received,

giving it a score of
88.4 compared with
Harvard’s 100.

This scoring system
is different from the one
used in the World
University Rankings, and
is intended to provide
a clearer and more
meaningful perspective
of the reputation data.

Phil Baty is editor, Times
Higher Education World
University Rankings.

THE KEY TO UNDERSTANDING: READING THE TABLE

THE WORLD IS WATCHING: REGIONAL BREAKDOWN OF SURVEY RESPONDENTS
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