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ABSTRACT: Analysing the literature in the field of the inflace of leisure activities in universities, somegwere discovered.
With the purpose of filling these deficits a cormipan study of three universities has been develojpedrder to analyse the effect
of leisure activities on the attractiveness ofshely area.

In terms of comparing the University of Applied &uotes, Technology, Business and Design Wismar, dusity of Applied
Sciences Kiel and University of Applied SciencesrBSburg and to give recommendations of increasiegattractiveness of the
study area and study motivation, a marketing resesr presented. A hundred and twenty students geestioned regarding the
leisure opportunities in the area of recreationcatimnal preparation, sports facilities and studeatisfaction in terms of the
university image and their involvement in leisuothaties. In conclusion of the conducted study tiffers of leisure activities from
the universities present some gaps and their awssers low. Diversifying the offer in leisure adfi’s and enhancing the

advertising leads to a higher fulfilment of thedstat’s attractiveness.
KEY WORDS: marketing research, leisure activities, studyiwadion, university marketing

1. INTRODUCTION

East German universities are confronted with a te#aapacity
utilization due to demographic changes since tf#04%nd the
migration of population from the new to the old deal states

of Germany.[1]Prospective students are on one hand,

inadequately informed, concerning the study opmities and
career opportunities and on the other, uncertaioutbheir
personal skills and interests. In case of a stuayice, these
factors pose a risk of alienation for the decisioaking, or
even the risk of dropping out from the study prognze.[2] To
avoid this risk, the attraction and retention aid&nts increases
its importance.

The image of a study placement is influenced by the

university’s good reputation, its facilities, itsrogimity to
home but also by the leisure activities and the egan
atmosphere. These factors affect the study motinatf
students, but also the decision making processradpective
students in choosing their university.[3]

The present article deals with the effect of ledsactivities on
the attractiveness of the study area and studyvatain of
students of the University of Applied Sciences, hredogy,
Business and Design Wismar, University of Appliede8ces
Kiel and University of Applied Sciences Flensbuarated in
the north of Germany. The results are based onreeywgu
conducted in the winter semester 2011/2012, whereests
from all disciplines of the three universities jEpated. The
collected data was analysed with the purpose aftifgég

problems and discussing recommendations.

2. OBJECTIVES

The general objective of this study is to analyseimpact of
the leisure facilities at the three universitied-lansburg, Kiel
and Wismar on the attractiveness of the study areastudy
motivation of students. Furthermore, conclusionsendrawn
in which way leisure activities are perceived bg students.
For this purpose, in a comparative study of theeeghr
universities 120 students were questioned regattimdevel of
recreational activities and their impact on theaativeness of
the study area and study motivation of students. arralysis of

this study is the demonstration of approaches antdre
recommendations.

Specific objectives of the study:

* Assessment of student participation in leisurevéids:

Are the surveyed students involved in the leisutéviies

in claim? What factors cause their non-participz®io

e Assessment of leisure services in the area of st
determining the possibilities of sports activities

» Evaluation of the offer of extra-curricular acties in the
perspective of career

» Assessment of leisure services in the recreatiea ar

» Determine the differences and similarities of teésure
facilities at the three universities
Recommendations for University Wismar

RESEARCH STATUSON THE SUBJECT
OF STUDY AREA AND STUDY
SELECTION FACTORS

The study “Influence of leisure activities on théractiveness
of the study region” turns out to be original, doethe lack of
research and literature examined in relation to German
universities, also the qualitative research on ifiseie raised
was hardly found.

The aspects of demographic change in the new sttes
Germany, the migration from east to west as wethadactors
influencing the choice of studies, and also thetofac of
university connection are analysed as continued.

In the new counties the demographic trend from 2@a8s to
a decreased demand for studying and thus a suoplasidy
space capabilities, as mentioned by C. Heine ind&its in
the old and new counties: reasons for the high alcblooice
and reviews higher regions of West and East GerindBYy
The forecasts mention that by 2020, a decline feilbw in

university entrance qualification in the new fedestates by
about 37% and an increase is predicted in studembars in
the old federal states.[4]

Furthermore, it is an objective of the East Germaiversities
to attract prospective students from West Germanmythus to



face east-west mobility.[5]The mobility of the ndw the old

countries is 19% and from the old to the new castinly 4%.

For most students, the place of study near théjiroplays an

important role. For the study beginners from thamier East
Germany living conditions, tuition freedom, the ddacilities

of the universities, the leisure facilities and #tenosphere at
the university location are very important. For tetudy

beginners from the West Germany, the reputationthef

University plays a crucial role.[5]

According to the Dresden study "Higher Educatiodesden
in demographic change"”, for 80% of high school gedds and
61% of first year students, the study specialisaitothe most
important aspect in the choice of study place,fandnly 11%
of high school graduates and 15% of freshmen mags the
study place the most important factor.[6]

C. Hachmeister, M. Harde and M. Langer investigatéheir
study "Factors influencing decision to study" thecidion
making process of students in relation to the stirdyerms of
technical, academic and local election.

The analysis conducted an online survey of 3,6Q@esits
from graduating classes. The study showed thatiioéce of
subject is a top priority in the choice of studiiedlowed by the
area and college choice. The decision also dependshe

home area, the recreational and the atmospherehat t

university. Also the equal opportunity for men amdmen, the
low cost of living and tuition fees of the care aswfvices at
the college, the opportunity for personal growthwasl as on
the equipment, the reputation of the course offgrirare
important.[7]According to the survey, the decision the

through extra-curricular events, the students @ambre easily
integrated into the academic system of higher gdutas well
as take part in the social integration (e.g. l@sactivities in
the field of sports, recreation, career orientgtjao]

To reduce the negative effects of demographic ohanghe
new federal states of Germany and the emigratiopmoténtial
students from East to West, the potentials of #we oounties,
such as tuition fees freedom, low cost of livinggher
education facilities, quality of research and téaglshould be
utilized. Moreover, the attractiveness of the stsdg can be
increased by increasing the quality of the coursHered,
teaching and leisure activities.[11]

4. RESEARCH METHODOLOGY

The marketing research process is divided into fohases.
First, a study destination is recognized and ddfin€he

research goal is determined by taking into accahbatinitial

situation. In the second phase a research plaevislaped and
the data is collected — gathering data is donautiirGeecondary
and primary research. After that, the collectechdsitanalysed
and interpreted. The data analysis is done usingoua
statistical analysis programmes. In the final phtee results
are presented and communicated. The findings wél

presented in a genuine and meaningful way to dectisiakers.
[12]

Using secondary research, specific data that ajreasted as
informative material is examined. Certain inforroati
regarding the universities of Kiel, Flensburg anéimar were
collected through secondary research. Existingrinétion was

choice of subject depends most on the corresponding'S€d, such as information in the field of leisuntities in

inclinations and talents, followed by personal gitowand
favourable prospects in the labour market.

"Good service and counselling are very importargttments,”
says the online survey of students in "Summary Reldo.8:

service and counselling for students.” In this Wway access to
higher education could be facilitated and the agadesuccess
can grow. Information for the study start througthaol

counselling, student counselling and advice on nfomne

support and housing agency would be very importanthe

students. [8] Most of the students surveyed feht tthe

academic advising by mentors and tutors, psychapteertic

counselling and information for new students aney \relpful.

Services, such as high school sports, cultural kisure

facilities, computer labs, and career servicessfadents, play
an important role. Here, around 80% of respondemizated

to be very satisfied with the quality of the unisigy's sports
and cultural and leisure facilities. The qualitytbé computer
pool was evaluated by 76% of the surveyed studasit® be
very good. The satisfaction with career servicemrseto be
lower.[8]

The topic of higher education marketing became namteial
due to the increasing competition among univessiti€he
university marketing is considered to be the canscimarket-
oriented administration of the whole universitye thlignment
and coordination of all activities to the needgarfet groups
and securing all the advantages in the universitypetition.

9]

The role of university marketing is to increase thanber of
prospective students and to increase their satisfawith the

university. This is also related to the qualitytediching and the
trust placed in professional confidence.[10]

sports, in the view of the career and the fieldredreation
available on the website, posters and brochuremietrsities,
etc. The collection of secondary data facilitatese t
incorporation into the problem and the developmehtthe
primary data. In primary research, the data waaionbtl using
the technique of questioning. First of all, excepdl issues
have been clarified by surveying experts. The uitalvie
information about the universities was providedptementary
by specific university contacts.

A large amount of information is generally provideg the
collected data.[12] By the data evaluation, theadatas
checked, sorted and analysed. The required infiomatas
compressed, so that decisions were made.[13] THectad

data has been processed using the SPSS programine an

analysed. To identify the relationships between dbkected
data, various methods are used, such as uni- aratidte
analysis. [14]

Through univariate analysis, individual variables analysed.
The bivariate analysis examines the relationshgtsiéen two
variables. It explains how a change in the charmtie values
of one variable can lead to the change of the cheniatic
values of another variable. [15]

5. THE COLLECTED DATA

The target group of the study are students enralidke winter
semester 2011/2012 at the University of AppliedeBces,
Technology, Business and Design Wismar, Universify
Applied Sciences Kiel and University of Applied &ates
Flensburg, where the surveyed were chosen randd¥igtal
of 120 students were questioned, where 40 studemis the
University of Wismar, 40 from the FH Kiel, and ahet 40
from the Flensburg University of Applied Sciencé4.7% of

the 120 respondents were female and 58.3% male. The
majority of respondents are enrolled in the baahelo

Through university marketing the quality of teaghiand the
establishment of emotional ties can be promotddwlise,



programme, 11.7% participate in a master prograname
3.3% in a diploma programme. The majority of theO
respondents study in the fifth semester, while festady n
the third and first semester. 62.5% of surveyedestts at the
University of Wismar and 45% of students at thevdrsity of
Applied Sciences Kiel learn in the fifth semesighile at the
University Flensburg 35% of respondents study anftist anc
30% in the third semester.

6. DESCRIPTION AND EVALUATION OF
THE RESULTS

Based on the analysis of the data, it can be foiad in
comparison to the University in Kiel and the Unsigr in
Flensburg, at the University of Wismar proportidpeewer
students prticipate in leisure activities. Generally, stutd
participate in sports activities and are less egtrd in othe

activities. However, even the participation in gp@ctivities in
comparison to the other two universities is |

In total, respondds spend 13.99 hours per week in lecti
and labs, 13.03 hours per week are used for rego9es for
homework and preparation, 8.66 hours for sociabps- like
Facebook, telephone, Interr- and 6.26 for a job. In average,
the students make 4.43urs sport, they spend 4.15 hours
the road to university or job and 1.57 hours thayolive
themselves in voluntary work. The students at thevérsity of
Wismar invest more time in homework and prepare
compared to the subjects of the other two ersities. They
also exercise less, have not so many lecturesadosd &nd the
spend less time on their way to university, homevork. On
weekends, 55% of respondents remain in Wismar, a0%
85% in Kiel, Flensburg. Since almost half of Wisfa:
studetts leave the city on weekends, and don't spend afl
their time exercising, certain gaps in various spogsull
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Figure 1. How much time do you spend with thelowing activities per week? How do you spend yoeekends

The students who expressed themselves with “néutma
“probably not” to the statement “are you satisfigith the
university?”, weren't influenced by leisure actieg in
choosing their univeity. By contrast, the subjects who agre
with this statement have been influenced to 20% Hm&
subjects who totally agreed, to 9.7%. Thereforecah be
concluded that a high level of satisfaction dependsthe
improvement of leisure services. (Segufe 1How much time
do you spend with the following activities per weelow do
you spend your weekends?)

5% of the respondents of the University of Wisn¥ag% anc
2.5% of the Kiel University and Flensburg Univeysito not
know about the sports offeost subjects of the University
Wismar have a neutral opinion about the sportsegell with
10.5% poor and 2.6% very poor, 26.3% have a goddiap
and only 2.6% a very good opinion. On the otherdh@%.6%
of respondents of the Flensburg Univerdigve a very goo
opinion about the sports offer, 64.1% a good or&3% a
neutral and no one has a bad or very bad opini@r8%8 of
respondents of Kiel University found the sportsiliées good
and 43.2% neutral. (see Figure 2: General opinmnicernng
the leisure activity offer)

- BVery bad
1
g 644% — MBad
]
Ay
_ ENeutral
37.8% Good
26.3% t B Very good
r—_'ﬁ_"ﬁ"_—v—- T | Base
University TUniversity University
Wismar Kiel Flensburg

Nwismar Universitf‘]’o
Nkiel University:40
NFiensburg Universir§40

Figure 2. General opinion concerning the leisure activityeo

15% of respondents of the Kiel University, 20% dife
Flensburg University and 37.5% of Wismar Unsity would
like to introduce another leisure activity at thawersity. The
fact that at the University of Wismar twice as mi
respondents as in the other universities expredsgddesire
indicates possible gaps in leisure activities a thiversit.
15.4% of these students would introduce more diets/relatec



to interdisciplinary collaboration as well as s&ili swimming,
handball, hockey, events in the musical directias, well
student associations or politics would also be irgu to
them. 20% of respondents of Kiel University, whialould
introduce a leisure activity desire sailing, butcahiking and
squash. For 20% of the subjects at the Flensbuigetsity,

which would introduce an extracurricular activitfimbing is
important, with 25%, but also swimming, handbatjuash,
university sports teams, cultural events and bogadhes.
(seeFigure 3: Is there a leisure activity that yeuld like to
introduce at your university?)
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Figure 3. Is there a leisure activity that you would likeintroduce at your university?

5% of the respondents of the University of Wism&¥ and
7.5% of the University Kiel and University Flensuare not
aware of the offer in the area of professional pration.
Nearly three-quarters of respondents of the Uniweref
Wismar have a good or very good opinion about ttier an
view of the career, at the Flensburg University dfiel
University only half of the respondents share tumes opinion.

(see Figure 4:General opinion about the leisurwigcbffer in
the career perspective)
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Figure 4. General opinion about the leisure activity offethe
career perspective

Leisure activities in the field of career orientatj especially
entrepreneurship education is an important solutonthe
integration of university graduates in the labowarket and for
career preparation in generally.[16]

Based on the analysis of the data, it is clearghdicipation in
extra-curricular activities in the area of professil

preparation is the highest at the Wismar Universityl the
lowest at the Flensburg University. The studentismeness in
the area of career centre at the University of Wism higher,
and more respondents have a good or very goodarpabout
it. In the area of language, Kiel's University afemore
attractive and diversified services.

Out of the participants there are 7.5% studentsnfrihe
University of Wismar, 10% and 2.5% from the Kielildgrsity,
Flensburg University not familiar with the offer the field of



recreation. A quarter of respondents have expreassgdod
opinion about the recreational facilities of theivensity, no
one has a very good opinion and the majority istnaguThe
consideration of the opinions of the respondentswshthat
they are not very happy with the offer in the fiefdrecreation.
(see Figure 5: General opinion concerning the teisctivity
offer in the field of recreation)
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Figure5. General opinion concerning the leisure activityeoff
in the field of recreation

After analysing the participation and opinions lo¢ tsurveyed
students regarding the recreation facilities iclsar that the
services which each of the universities offer pmesgaps.
However, the student participation in leisure dtés at the
Kiel University is larger and the offer more attiae,
especially in the area of cultural events, theatneisic and
artistic events.

Considering the opinion of the respondents of thivarsities
in terms of sports offer, in the area of profesalgoreparation
and in the field of recreation it is seen that m@spondents of
the Flensburg University have a good or very gopthion.
University Kiel and University of Wismar are similaverall
and less well estimated.

7. CONCLUSIONS

According to the analysis of the collected dateait be stated
that the participation of students from the Uniugrsof
Wismar in extra-curricular activities compared witte other
universities analysed is rather small. In genestaigents spend
their time with lectures and labs, recreation, hoor,
projects, jobs and socialization. Reason of notigpating in
leisure activities is often a time problem.

In the name of the authors it is recommended tarong the
university marketing by improving the advertisinigtioe latest
leisure activities offer - with the help of flyerppsters, oral
publicity- for attracting more students in leisa&ivities.

The majority of surveyed students at the UniversityWismar
had a neutral opinion about the sports offer atuh&ersity
and are not well informed. The offer is not suffiaily known
among students, and because of its lack of diyeitsits not
adequately attractive. The other two universities able to
provide a more diversified and more attractive offince the
students are ready, according to their own staterteespend
13.63 € per month for sports and they would liker isports to
be introduced. It is recommended the introductiba monthly
contract in the amount of 10 to 15 Euros, in whioh offered
sports are included. To make the sport offer métracive, a
project for modernisation and expansion of the tspdall
should be developed. The basic fee of 10-15 € pentim

would involve not only the existing sports but als@rowing
range of new services (offered by the sports ceofréhe
university itself or in cooperation with companiehich are
active in sports), to the gradual approach to thkero
universities.

For a higher fee, the city location on the Baltea%nd the city
flair should be taken into consideration, by depéig the offer
of water sports, very important for students. Itladmration

with the University of Wismar, the attractivenedstioe city

with the image as a nautical city could be incrdaser an
extra fee, sailing, swimming, diving and surfingoshd be

added to the university offer.

The offer in the area of professional preparatidn the
University of Wismar, in comparison to the otherotw
universities is more known. This should be retaibgdargeted
advertising for increasing the participation of gtedents.

In the area of recreation, the offer is rather mwmpared with
other universities and the students are not sadisfith it.
Culture, music and theatre have not been develepedgh, so
that related organisations and student clubs, warievents,
competitions, exhibitions could be spread out. Shisl with
common interests could bring their ideas in orderexpand
and express their talents, interests and potential.

In order to extend the offer in the recreation ate@s with
professors and students should be organised. Common
activities could be, for example, a barbecue ooat bbide. City
visits should be organised by the Internationald@ffwhere all
students can participate.

Since most students have classes in the morningis it
anticipated that the proposed extra-curricularviéas should
be offered more in the afternoon. In order to imperahe
quality of leisure opportunities and the needs tfdents,
periodically review questionnaires about leisurdivétees of
the university should be filled out by studentsr Bobetter
control of the effect of leisure activities on thiractiveness of
the study area and study motivation of students, @dvisable
to carry out this research each semester, withpthpose of
increasing the attractiveness of leisure activittasl better
match with the needs of the students.

Due to the increasing attractiveness of leisurevities,
through advertising and marketing, the image ofuthizersity
would be improved and more prospective studentddcbae
added, the students will be more satisfied, so thatstudy
motivation and the attractiveness of the study tlooawould
increase.
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