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1. Objectives
This paper contributes in two ways to the emerging scholarly debate on institutional positioning in
higher education. First, it presents a literature review and argues that, besides external forces and
strategic intent, the organizational dimension is an important determinant of university institutional
positioning.  Second,  the  paper  outlines  a  conceptual  framework and  a  research  agenda  on the
organizational  dimension  as  an  important  determinant  of  institutional  positioning  in  order  to
increase our understanding of regional, national and international dynamics of change in higher
education. 

2. Methodology

We conducted a literature review to make sense of the increasing number of papers on institutional
positioning in higher education according to three main determinants: 1) Environmental forces, or
policy  frameworks,  market  competitive  pressures,  macro-economic  conditions;  2)  Managerial
intent,  that  is,  the  strategy  designed  within  the  university  leadership  to  achieve  objectives  of
efficiency,  effectiveness  and  economy;  3)  the  organizational  dimension,  which  includes  the
identities, history and traditions, routines and practices within a specific higher education institution
(HEI). We define institutional positioning as the location on a niche of resources that enhance a
university sustainability (Fumasoli and Huisman 2013).

We searched  for  ‘Institutional  positioning’ and related  concepts  such as  ‘strategic  positioning’,
‘profiling’ and ‘niche-seeking’ in the databases of ‘Web of Science’, ‘Scopus’, and ‘Google Scholar’
over the last 30 years. The review produced an initial sample of almost 500 journal articles, books,
book chapters and conference papers. From the titles, key words and abstracts of each contribution
we selected those publications presenting research questions, theoretical framework and empirical
research (where applicable) related to the determinants of HEI positioning. A final sample of 120
papers was considered for this paper. 

3. Findings 

The HE literature has mainly pointed to a dualistic view of university organizational behaviour
(Astley and Van  de  Ven,  1983).  On the  one  hand,  institutional  positioning  is  conceived  of  as
generated by the structural constraints of the environment as well as by the institutional forces that
push HEIs to resemble each other in order to gain legitimacy (Meyer and Rowan 1977; Powell and
DiMaggio 1983, see the concept of academic drift by Riesman 19XX). Against this backdrop, the
privileged level of analysis is either the organizational field or the population of universities (Toma,
2012).   On the  other  hand,  institutional  positioning has  been conceptualized  as  the  product  of
proactive,  rational  and  independent  actors  responding  to  external  competition  (Mahat  and



Goedegebuure, 2016). In other words, institutional positioning is the outcome of strategic design.
The focus of these papers is at a micro and/or individual level.  We could also identify attempts to
revaluate the organizational level of analysis, focusing on the role of those social structures that are
distinctive to each university (Fumasoli and Stensaker 2013, Fumasoli 2015). This perspective does
not deny or diminish the influence of competitive forces or the power of university leadership, but
rather highlights how HEIs construct their positions and their trajectories through internal identities,
traditions and practices that are characterized by resilience (Fumasoli and Lepori 2011; Paradeise
and Thoening, 2013; Vuori 2015, 2016). 

The  organizational  dimension  might  help  explain  the  mixed  findings  of  empirical  studies  of
institutional positioning, where the expectations formulated by deterministic approaches partially
contradict the expectations by the strategic management school. Some studies reveal in fact that
both  emulation and distinctive behaviours occur simultaneously: in spite of their operating under
the same pressures and incentives, HEIs can display unique combinations and outcomes of the same
(Oliver  1991;  Hasse  and Krücken 2013;  Kosmützky and Krücken 2015;  Mampaey et  al  2015;
Silander and Haake 2016). Other scholars characterize the organizational dimension as those sets of
historically constructed values, practices and capabilities, which filter the external pressures and re-
direct  managerial  agency  towards  specific  resource  niches;  leading,  accordingly,  to  field
differentiation (Czarniawska and Woelff 19; Paradeise and Thoening, 2013). 

Organizational identity have been defined as bundles of core values and cultural norms that define
both the membership of academic and professional staff to the specific institution and the ultimate
purpose of the HEI as an organization (Gioia et al. 2000; Stensaker 200X, 2013). Along this line,
the changing institutional positioning of universities reflects shifts of organizational identity over
time (Pizarro Milian 2017).  Other researchers have elaborated on the concept  of organizational
capabilities, i.e. the social, cultural and cognitive processes that play a relevant role in creating the
local orders and abilities required to develop an actual strategic change and consequently to ‘build
distinctive  positioning in  complex and uncertain  environments’ (Paradeise  and Thoenig,  2016).
These organizational capabilities thus ‘fill the gap between intention and outcome’ and support the
organization in achieving its organizational goals (Cruz-Castro et al. 2016). 

4. Outlining a conceptual framework and research agenda

We argue that the organizational dimension of institutional positioning lacks a systematic theory-
informed  approach  to  understand  change  and  stability  in  higher  education.  We  briefly  outline
hereafter the main concepts of our analytical framework.

Organizational structure: characterizes the level of centralisation, formalisation, standardisation of
decision making between teaching, research and services. This distinctive configuration filters and
shapes  how  environmental  pressures  and  managerial  initiative  are  accommodated  by  the
university, and determines the room for change(s) of institutional positioning.  

Organizational identity: relates to staff composition and is shaped by entrance requirements, career 
structures, socialisation processes, and by shared understandings of local practices and routines. 

Centrality:  geographical,  political,  economic as well  as cultural,  can be observed over a centre-
periphery  continuum  linking  the  university  to  those  material  and  symbolic  resources  that  are
necessary to change in institutional positioning. 

Level of analysis: the organizational dimension can be analysed at micro, meso and macro level.
Hence, empirical research can focus on university leadership, on organizational decision-making
and behaviour, in a population of universities.

Comparative analysis: our analytical framework allows for broader comparison of heterogeneous
empirical cases by means of clear-cut concepts.



(957wc)

References
W. G. Astley and A.  H. Van de Ven (1983),  ‘Central  perspectives  and debates  in  Organization
theory’, Administrative Science Quarterly, 28, pp. 245-273.

L.  Cruz-Castro,  A.  Benitez-Amado  and  L.  Sanz-Menéndez  (2016),  ‘The  proof  of  the  pudding:
University responses to the European Research Council’, Research Evaluation, 25, 4, pp. 358-370.

Czarniawska, B. and Wolff, R. (1998) Constructing New Identities in Established Organization 
Fields, International Studies of Management & Organization, 28(3), 22-56.

DiMaggio, P. and Powell, W (1983) The Iron Cage Revisited: Institutional Isomorphism and 
Collective Rationality in Organizational Fields, American Sociological Review, 48 (2), 147-160

Fumasoli, T. (2015) “Multi-level governance in higher education”, in Huisman, J., de Boer, H., Dill,
D., Souto-Otero, M.  Handbook of Higher Education Policy and Governance, Palgrave Macmillan, 
76-94.

Fumasoli,  T.  and Huisman,  J.  (2013) ‘Strategic  Agency and System Diversity:  Conceptualizing
Institutional Positioning in Higher Education’, Minerva, 51, 2, pp. 155–69.

Fumasoli, T., Stensaker, B. (2013) Organizational Studies in Higher Education: a reflection on 
historical themes and prospective trends. Higher Education Policy, 26, 479-496. 

Gioia, D. A., M. Schultz, and Kevin G. Corley (2000) ‘Organizational identity, image, and adaptive
instability’,      Academy of Management Review, 25, 1, 63–81. 

R. Hasse and G. Krücken (2013) ‘Competition and Actorhood: A Further Expansion of the Neo-
institutional Agenda’, Sociologia Internationalis, 51, 2, pp. 181-205.

A.  Kosmützky  and  G.  Krücken  (2015)  ‘Sameness  and  Difference.  Analyzing  Institutional  and
Organizational Specificities of Universities through Mission Statements’,  International Studies of
Management and Organisations, 45, 2, pp. 137-149.

M. Mahat  and L.  Goedegebuure  (2016) "Strategic  Positioning in  Higher  Education:  Reshaping
Perspectives", Theory and Method in Higher Education Research, Vol. 2; pp. 223-244

J. Mampaey, J. Huisman & M. Seeber (2015): Branding of Flemish higher education institutions: a
strategic  balance  perspective,  Higher  Education  Research  &  Development,  DOI:
10.1080/07294360.2015.1024634.

Meyer,  J.  W.  and  Rowan,  B.  (1977)  Institutional  organizations:  formal  structure  as  myth  and
ceremony, American Journal of Sociology, 83 (1977), 340-63.

Oliver,  C.  (1991),  Strategic  responses  to  institutional  processes,  The  Academy of  Management
Review, 16, pp. 145–179.

R. Pizarro Milian (2017), ‘What's for Sale at Canadian Universities? A Mixed-Methods Analysis of
Promotional Strategies’, Higher Education Quarterly, 71, 1, pp. 53-74. 

C. Silander and U. Haake (2016): Gold-diggers, supporters and inclusive profilers: strategies for
profiling  research  in  Swedish  higher  education,  Studies  in  Higher  Education,  DOI:
10.1080/03075079.2015.1130031.

Stensaker, B. (2007) The relationship between branding and organisational change, Higher 
Education Management and Policy, 19(1), 1-17.



Stensaker, B. (2015) Organizational identity as a concept for understanding university dynamics, 
Higher Education, 69(1), 103-115.

J. C. Thoening and Paradeise (2013), ‘Academic Institutions in Search of Quality: Local Orders and
Global Standards, Organization Studies, 34, 2, pp. 189-218.

J.  C.  Thoening and Paradeise,  C.  (2016) Strategic  Capacity and Organizational  Capabilities:  A
Challenge for Universities, Minerva, 54, 3, p. 293-324.
J. D. Toma (2012), ‘Institutional strategy. Positioning for prestige’, In M. N. Bastedo (Ed), ‘The
organization of  higher  education:  managing colleges  for a  new era’,  pp.  118-159,  Baltimore:
Jonhs-Hopkins University Press. 
Vuori, J. (2015), ‘Making sense of institutional positioning in Finnish Higher Education,  Tertiary
Education and Management, 21, 4, pp. 316-327. 
Vuori,  J.  (2016)  ‘Towards  Strategic  Actorhood?  The  Execution  of  Institutional  Positioning
Strategies at Finnish Universities of Applied Sciences’, Higher Education Quarterly, 70, 4, pp. 400-
418.

Appendix: papers analysed in the literature review

Ahmed,  Jashim Uddin  and  Ahmed,  Kamal  Uddin  and  Shimul,  Anwar  Sadat  and Zuñiga,  Roy
(2015),  ‘Managing Strategies  for  Higher  Education  Institutions  in  the  UK: An Overview’,
Higher Education for the Future, 2(1) 32–48. 

D.L. Bevelander, M.J. Page, L.F. Pitt and M. Parent (2015), ‘On a mission: achieving distinction as
a business school?’, South African Journal of Business Management, 46, 2, pp. 29-41. 

Bobe,BJ and Kober,R 2015, Measuring organisational capabilities in the higher education sector,
Education and Training, vol. 57, no. 3, pp. 322-342, doi: 10.1108/ET-09-2013-0114. 

Bonaccorsi, A. (2010) ‘Division of academic labour is limited by the size of the market. Strategy
and differentiation of European universities in doctoral education’, in McKelvey, M. and M.
Holmén  ‘Learning  to  Compete  in  European  Universities:  From  Social  Institutions  to
Knowledge Business’, Cheltenham ; Northampton (MA) : Edward Elgar.

Bonaccorsi, A, and C. Daraio (2007), Universities and strategic knowledge creation, Cheltenham:
Edward Elgar.

Bonaccorsi,  A,  and  C.  Daraio  (2008),  The  Differentiation  of  the  Strategic  Profile  of  Higher
Education Institutions.  New Positioning Indicators based on Microdata, Scientometrics, 74, 1,
pp. 15-37. 

E. Brandt (2002), ‘Strategies by Norwegian Universities to Meet Diversified Market Demands for
Continuing Education, Higher Education, 44, 3/4, pp. 393-411.

Brankovic, J. (2014). Positioning of private higher education institutions in the Western Balkans:
emulation,  differentiation  and  legitimacy  building’,  In  J.  Brankovic  et  al.  ‘The  re-
institutionalization of higher education in the Western Balkans: the interplay between European
ideas, domestic policies, and institutional practices’, pp. 121–144). Frankfurt am Main: Peter
Lang.

Buckland,  2009 Private  e  public  sector  models  for  strategies  in  universities,  British Journal  of
Management,  20, 4, pp. 524-536.

Kahraman Çatı , Önder Kethüda, Yusuf Bilgin (2016), Positioning Strategies of Universities: An
Investigation on Universities in Istanbul, Education and Science, 41, pp. 219-234. 

D. Collins (2004), ‘The Paradox of Scope: A Challenge to the Governance of Higher Education, In
‘Competing Conceptions of Academic Governance: Negotiating the Perfect Storm’ pp. 125-
167, edited by William G. Tierney. Baltimore, MD: Johns Hopkins University Press

S.  Cowburn,  Strategic  planning  in  higher  education:  fact  or  fiction?,  Perspectives:  Policy  and
Practices in Higher Education, 9, 4, pp. 103-109. 



L.  Cruz-Castro,  A.  Benitez-Amado and L.  Sanz-Menéndez  (2016),  ‘The proof  of  the  pudding:
University responses to the European Research Council’, Research Evaluation, 25, 4, pp. 358-
370.

Czarniawska, B. and R. Wolff (1998), ‘Constructing New Identities in Established Organization
Fields:  Young  Universities  in  Old  Europe’,  International  Studies  of  Management  &
Organization 28, 3, 32-56.

Deiaco, E.,  Holmén, M.,  McKelvey, M (2010), ‘What does it mean conceptually that universities
compete?’,  in  ‘Learning  to  Compete  in  European  Universities:  From Social  Institution  to
Knowledge Business’, pp. 300-328, Cheltenham ; Northampton (MA) : Edward Elgar.

Fahy, J., DeLuca L. M. and Hooley, G. (2010), A competitive Positioning Analysis of UK 
universities, ANZMAC conference (available, 07/10/2016), 
http://www.anzmac.org/conference_archive/2010/pdf/anzmac10Final00024.pdf

Fumasoli,  T.  and Lepori,  B. (2011) ‘Patterns  of Strategies in  Swiss Higher Education’,  Higher
Education, 61, 2, pp. 157–78.

Fumasoli,  T.  and  Huisman,  J.  (2013)  ‘Strategic  Agency  and  System  Diversity:  Conceptualizing
Institutional Positioning in Higher Education’, Minerva, 51, 2, pp. 155–69.

S.  Furey,  P.  Springer  and  C.  Parsons  (2014),  ‘Positioning  University  as  a  Brand:  Distinctions
between the Brand Promise of Russell Group, 1994 Group, University Alliance, and Million+
Universities, Journal of Marketing for Higher Education, 24, 1, pp. 99-121. 

C. Gaehtgens (2015), Does size matter? – the example of the “Excellence Initiative” and its impact
on  smaller  universities  in  Germany’,  in  R.  Pritchard,  M.  Klumpp  and  U.  Teichler  (Eds.)
‘Diversity and Excellence in Higher Education. Can the Challenges be Reconciled?’ pp-19-30,
Rotterdam, Sense Publisher. 

L. J. Harrison-Walker (2009), ‘Strategic Positioning in Higher Education’, Academy of Educational
Leadership Journal, 13, 1, pp. 103-112. 

E. Hazerlkorn (2009), ‘Rankings and the battle for World-Class Excellence: Institutional Strategies
and Policy Choices, Higher Education Management and Policy, 21, 1, pp. 1-22. 

R. Hasse and G. Krücken (2013) ‘Competition and Actorhood: A Further Expansion of the Neo-
institutional Agenda’, Sociologia Internationalis, 51, 2, pp. 181-205.

H.  Horta,  J.  Huisman  and  M.  V.  Heitor  (2008),  Does  competitive  research  funding  encourage
diversity in higher education?, Science and Public Policy,35, 3, 146-158. 

J. Huisman, B. Lepori, M. Seeber, N. Frølich and L. Scordato, ‘Measuring institutional diversity
across higher education systems’, Research Evaluation, 24, 4, pp. 369-379. 

O. Hüther and G. Krücken (2016), ‘Nested Organizational Fields: Isomorphism and Differentiation
among European Universities’, in E. Popp Berman , C. Paradeise (ed.) The University Under
Pressure (Research in the Sociology of Organizations), Vol. 46, pp. 53 – 83.

I. Jamieson and R. Naidoo (2007) ‘University Positioning and Changing Patterns of Doctoral Study:
the case of the University of Bath’, European Journal of Education, 42, 3, pp. 363-373. 

M. Klemen
i
 (2016), ‘The Role of Institutional Research in Positioning Universities. Practices in Central and

Eastern  European  Countries  ,in  R.   M.  O.  Pritchard,  Attila  Pausits  and  James  Williams
‘Positioning Higher Education Institutions From Here to There’, pp. 3-18, Rotterdam, Sense
Publisher.

Klumpp,  M.  and  De  Boer,  H.  and  Vossensteyn,  H.  (2014)  Comparing  national  policies  on
institutional profiling in Germany and the Netherlands. Comparative education, 50 (2). 156 -
176.

A.  Kosmützky (2012),  ‘Between Mission  and Market  Position:  Empirical  Findings  on  Mission
Statements of German Higher Education Institutions, Tertiary Education and Management, 18,
1, pp. 57-77.

http://www.anzmac.org/conference_archive/2010/pdf/anzmac10Final00024.pdf


A.  Kosmützky  and  G.  Krücken  (2015)  ‘Sameness  and  Difference.  Analyzing  Institutional  and
Organizational Specificities of Universities through Mission Statements’, International Studies
of Management and Organisations, 45, 2, pp. 137-149.

G. Laudel and E. Weyer (2014), ‘Where have All the Scientists Gone? Building Research Profiles at
Dutch  Universities  and  its  Consequences  for  Research’,  in  R.  Whitley  ,  J.  Gläser  (ed.),
Research in the Sociology of Organizations, Volume 42, pp.111 – 140. 

Leiber, T. (2016), ‘Mission Statements and Strategic Positioning of Higher Education Institutions: A
Case Study of 29 German Universities’, in R. M. O. Pritchard, A. Pausits  and J. Williams
‘Positioning Higher Education Institutions From Here to There’, pp- 99-124, Rotterdam, Sense
Publisher.

Lepori, B, J. Huisman and M. Seeber (2014), ‘Convergence and differentiation processes in Swiss
higher education: an empirical analysis, Studies in Higher Education, 39, 2, pp. 197-218.

D. Ljungberg, M. Johansson and M. McKelvey (2010), ‘Polarization of the Swedish University
Sector:  Structural  Characteristics  and  Positioning’,  in  McKelvey,  M.  and  M.  Holmén,
‘Learning  to  Compete  in  European  Universities:  From  Social  Institutions  to  Knowledge
Business’, Cheltenham ; Northampton (MA) : Elgar.

R. Lynch and P. Baines (2004) ‘Strategy development in UK higher education: towards resource‐
based competitive advantages’, Journal of Higher Education Policy and Management, 26, 2,
pp. 171-187. 

M.  Mahat  (2015).  Strategic  Positioning  in  Australian  Higher  Education:  The  Case  of  Medical
Schools, 28th CHER conference.

M. Mahat  and L.  Goedegebuure  (2016) "Strategic  Positioning in  Higher  Education:  Reshaping
Perspectives", Theory and Method in Higher Education Research, Vol. 2; pp. 223-244

J. Mampaey, J. Huisman & M. Seeber (2015): Branding of Flemish higher education institutions: a
strategic  balance  perspective,  Higher  Education  Research  &  Development,  DOI:
10.1080/07294360.2015.1024634.

Marginson, S. (2007) ‘Global position and position taking: the case of Australia’, Journal of Studies
in International Education, Vol. 11 No. 1, 5-32.

M.  Martinez  and  M.  Wolverton  (2009),  ‘Innovative  Strategy  Making  in  Higher  Education’,
Information Age Pub: Charlotte. 

M. M. Mashhadi, K. Mohajeri, and M. D. Nayeri (2008), ‘A Quality-Oriented Approach toward
Strategic  Positioning  in  Higher  Education  Institutions’,  International  Journal  of  Social,
Behavioral, Educational, Economic, Business and Industrial Engineering, 2, 1, 31-35. 

Maassen, P., Potman, H. (1990), Strategic decision making in higher education. An analysis of the
new planning system in Dutch higher education, Higher Education, 20, pp. 393–410.

F. M. Mathooko, M. Ogutu, (2015) "Porter’s five competitive forces framework and other factors
that  influence  the  choice  of  response  strategies  adopted  by public  universities  in  Kenya",
International Journal of Educational Management, Vol. 29 Issue: 3, pp.334-354.

R.  P.  Milian  (2017),  ‘What's  for  Sale  at  Canadian  Universities?  A Mixed-Methods Analysis  of
Promotional Strategies, Higher Education Quarterly, 71, 1, pp. 53-74. 

Morphew, C.  (2009) ‘Conceptualizing  change in  the institutional  diversity of  US Colleges  and
Universities’ The Journal of Higher Education 80, 3, 243–269.

C. C. Morphew, T. Fumasoli and B. Stensaker (2017) ‘Changing missions? How the strategic plans
of research-intensive universities in Northern Europe and North America balance competing
identities’, Studies in Higher Education, http://dx.doi.org/10.1080/03075079.2016.1214697

Musselin,  C. (2007),  Are Universities specific  organizations?,  in  Krücken G.,  Kosmützky A. et
Torka M. (eds.) : Towards a Multiversity ? Universities between Global Trends and national
Traditions, Bielefeld, Transcript Verlag, pp. 63-84.

Niculescu  M.  (2006),  Strategic  Positioning  in  Romanian  Higher  Education,  Journal  of
Organizational Change, 19, 6, pp. 725-737. 

http://dx.doi.org/10.1080/03075079.2016.1214697


M.  Olivares  and  H.  Wetzel  (2014),  ‘Competing  in  the  Higher  Education  Market:  Empirical
Evidence  for  Economies  of  Scale  and  Scope  in  German  Higher  Education  Institutions’,
CESifo: Economic Studies, 60, 4, pp. 653-680. 

M. Pietilä (2014), The many faces of research profiling: academic leaders’ conceptions of research
steering, Higher Education, 67, 3, pp. 303-316. 

R. Pizarro Milian (2017), ‘What's for Sale at Canadian Universities? A Mixed-Methods Analysis of
Promotional Strategies’, Higher Education Quarterly, 71, 1, pp. 53-74. 

Rossi,  F.  (2009),  ‘Universities’ access  to  research funds:  do institutional  features  and strategies
matter?’, Tertiary Education and Management, 15, 2, 113-135.

Rossi, F. (2009), ‘Increased competition and diversity in Higher Education: an empirical analysis of
the Italian university system’, Higher Education Policy, 22, 389-413.

Rossi, F. (2010), ‘Massification, Competition and Organizational Diversity in Higher Education:
Evidence from Italy’, Studies in Higher Education, 35, 3, 277–300.

Sahlin,  K.,  &  Wedlin,  L.  (2008)  ‘Circulating  ideas:  Imitation,  translation  and  editing’,  In  R.
Greenwood, C. Oliver, K. Sahlin, & R. Suddaby (Eds.), The Sage handbook of organizational
institutionalism (pp. 218–242). London: Sage.

H. Sauntson and L. Morrish, (2011), ‘Vision, values and international excellence: the 'products' that
university mission statements sell  to students.  In:  M. MOLESWORTH, E. NIXON and R.
SCULLION,  eds.,  The  marketisation  of  higher  education  and  the  student  as  consumer.
Routledge

M. Seeber,  B. Lepori  T. Agasisti  R. Tijssen  C. Montanari  G. Catalano, (2012), ‘Relational arenas
in  a  regional  Higher  Education  system:  Insights  from  an  empirical  analysis,  Research
Evaluation, 21, 4, pp. 291-305. 

C. Silander and U. Haake (2016): Gold-diggers, supporters and inclusive profilers: strategies for
profiling  research  in  Swedish  higher  education,  Studies  in  Higher  Education,  DOI:
10.1080/03075079.2015.1130031.

B.  Stensaker,  N.  Frølich,  J.  Huisman,  E.  Waagene,  L.  Scordato  and  P.  Pimentel  Bótas
(2014),"Factors  affecting  strategic  change  in  higher  education",  Journal  of  Strategy  and
Management, Vol. 7 Iss 2 pp. 193 – 207.

Strike,  T.,  & Labbe,  J.  (2016)  ‘Exploding the  myth:  Literary analysis  of  universities’ strategic
plans’, In R. M. O. Pritchard, A. Pausits, & J. Williams (Eds.),  Positioning higher education
institutions: From here to there (pp. 125–140). Rotterdam: Sense Publishers. 

T.  Tammi (2009),  ‘The competitive funding of  university research:  the case of Finnish science
universities’, Higher Education, 57, pp. 657-679. 

Teixeira,  P.  N.  et  al.  (2012)  ‘Competition  and  Diversity  in  Higher  Education:  An  Empirical
Approach to Specialization Patterns of Portuguese Institutions’,  Higher Education, 63, 3, pp.
337–52.

J. C. Thoening and Paradeise (2013), ‘Academic Institutions in Search of Quality: Local Orders and
Global Standards, Organization Studies, 34, 2, pp. 189-218.

J.  C.  Thoening and Paradeise,  C.  (2016) Strategic  Capacity and Organizational  Capabilities:  A
Challenge for Universities, Minerva, 54, 3, p. 293-324.

J. D. Toma (2012), ‘Institutional strategy. Positioning for prestige’, In M. N. Bastedo (Ed), ‘The
organization of higher education: managing colleges  for a new era’, pp. 118-159,  Baltimore:
Jonhs-Hopkins University Press. 

M.  Vaira  (2009),  ‘Towards  Unified  and  Stratified  Systems  of  Higher  Education?  Systems
Convergence and Organizational  Stratified Differentiation in  Europe’ ,  in  B.  Khem and B.
Stensaker (eds.) University Rankings, Diversity, and the New Landscape of Higher Education,
Rotterdam, Sense Publisher.

F. Van Vught (2008), ‘Mission Diversity and Reputation in Higher Education’,  Higher Education
Policy, 21, pp. 151-174. 



F. Van Vught and J. Huisman (2013), Institutional Profiles: Some Strategic Tools,  Tuning Journal
for Higher Education, 1, 21-36.

Vuori, J. (2015a), ‘A foresight process as an institutional sensemaking tool’, Education + Training,
Vol. 57 Issue: 1, pp.2-12.

Vuori, J. (2015b), ‘Making sense of institutional positioning in Finnish Higher Education, Tertiary
Education and Management, 21, 4, pp. 316-327. 

Vuori,  J.  (2016)  ‘Towards  Strategic  Actorhood?  The  Execution  of  Institutional  Positioning
Strategies at Finnish Universities of Applied Sciences’, Higher Education Quarterly, 70, 4, pp.
400-418.

A. Wæraas and M. N. Solbakk (2009), ‘Defining the essence of a university: lessons from higher
education branding’, Higher Education, 57, pp. 449-462. 

Wedlin  (2007),  ‘Ranking  Business  Schools:  Forming  Fields,  Identities  and  Boundaries  in
International Management Education’, Cheltenham: Edward Elgar.

R. Whitley (2008) Universities as strategic actors: Limitations and variations, In: Engwall, L., and
Wearie, D. (eds.), The University in the Market. London, Portland Press, 2008: 23-37.

Whitley, R. (2012). Transforming Universities: National Conditions of Their Varied Organisational
Actorhood, Minerva, 50(4), 493-510.


