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Abstract: The internationalisation of higher education has been for the last decade a 

priority both at the level of the EU and at national levels. However, complying with 

organizational and institutional criteria is not enough to become visible to future students, 

as most often they are not aware of the educational opportunities at national and 

international level. Awareness can be improved by using media channels preponderantly 

used by the would-be students and doing it non-intrusively, by ranking high on search 

engine results pages (SERPs). 
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The internationalisation of higher education is most often viewed as 

complying with various organisational requirements such as having an 

international office, student and teaching staff mobility and exchange, 

international research opportunities, and international strategic partnerships, etc., 

as summarized in Jane Knight’s definition for internationalisation: 'the intentional 

process of integrating an international, intercultural or global dimension into the 

purpose, functions and delivery of post-secondary education, in order to enhance 

the quality of education and research for all students and staff, and to make a 

meaningful contribution to society'. (1994) and adopted by the EU (2015) or 

similarly put by the American Council on Education (ACE): “strategic, 

coordinated process that: seeks to align and integrate international policies, 

programs, and initiatives, and positions colleges and universities as more globally 

oriented and internationally connected.” (2012,3). The European Association for 

International Education (EAIE) simplifies the definition into a set of procedures 

for converting national higher education into an international one. [1] 

On the other hand, the European Parliament’s Committee on Culture and 

Education (EPCCE) (2015, 69), show in a graphic that the 3rd most important 

drive beyond internationalisation is to “To attract more international students”. 
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This is also noticed by several other researches on internationalisation. They also 

consider the commercial aspects of higher education internationalisation but 

commercial is often perceived as a negative aspect, to the detriment of the quality 

of higher education institutions (HEI).   

All the EU criteria on the internationalisation of HEIs are relevant features 

in cases of university ranking, governmental and EU funding, university prestige 

etc. However, commercially speaking, and not directly linked to the quality or 

non-quality of HEIs, they are not perceived as such by future students, even though 

it can be used as a direct marketing strategy to attract them. Furthermore, future 

students are not open to direct marketing strategies or any other traditional channel 

media for that matter. According to various statistical data, they are almost 

exclusively using the new media channels for information and entertainment. One 

such example from Statistia shows that in Germany, the age group 14-29 spends 

only 80 minutes a day watching TV. [2] 

 
 

Alternatively, HEIs can use search engines. The great advantage of high 

ranking in SERPs is that organic searches are perceived as non-intrusive and as 

relevant, whereas any other type of advertisement, on any type of media channel 

is very often intrusive and irrelevant.  

Obviously, all that is stipulated under the internationalisation of higher 

education is well-suited for prestigious universities from around the world, but 

that is not the case with universities from minority cultures such as the Romanian 
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one. It is similar with comparing a well-established mobile phone producer with 

one that hit the market only locally. Therefore, small universities need to employ 

Search Engine Optimization (SEO) tactics, where advertising is much more 

affordable, more targeted, and brand awareness is less important. Such online 

solutions are search engine organic searches, online paid advertising, and social 

networks. This requires developing websites that are visible in SERPs, ideally on 

the first results page. After all, some researchers, unlike the well-established 

universities or EU-like institutions, perceive or acknowledge the phenomenon of 

the internationalization of higher education as a commercial endeavour 

(Kalvemark & van der Wende 1997, Lyngstad 2007, Altbach & Knight 2007, etc), 

that is providing medical education services to EU citizens and beyond. 

 

The focus in this paper will be on researching keywords/terminology for 

competing on search engine organic results as they are most relevant and 

affordable in both financial and time effort according to marketingsherpa [3] 

 

 
 

Therefore, as the title of the article already suggests, the primary target is 

on researching how a Romanian medical school, University of Medicine, 

Pharmacy, Science and Technology of Tîrgu Mureș (UMFST) can become more 
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visible to German future students, namely translating or rewriting in the target 

language (German in this case) content that is based on keywords used by German 

speaking Google users to find learning opportunities abroad. Google is the most 

used search engine in Germany [4]. Therefore, first we analyse the competition 

and their visibility. This process is called benchmarking or analysing the 

competition and it is important for the subsequent processes, such as the 

translation/copywriting (Lako,2013) and localization processes (Lako 2014) - not 

part of this paper. This can be achieved by doing a keyword research. 

 

The Terminology / Keyword Research 

 

Developing a user-oriented terminology as called in Translation Studies 

or researching the keywords (in online marketing terms, namely for Search 

Engine Optimization (SEO)) is the most important process as the success of all the 

other subsequent processes highly depend on it. 

 

Step 1.Looking for keyword suggestions in Google’s Keyword Planner by 

entering broad concepts that are related to studying medicine: medizinische 

universität, medizinstudium, medizin studieren, medizinische hochschule, 

medizinisches studium. These 5 keywords generate a list of 1124 suggestions, that 

are based on keywords entered by potential German users interested in medical 

students. This number can vary depending on the settings applied in Keyword 

Planner. 

 

Step2. Sanitizing the list.This step involves removing all the suggestions that are 

not relevant for our purpose. Keywords to be removed can be somewhat 

categorised under the following categories: 

● completely irrelevant terms: tiermedizin studium, architektur studieren 

● too general as concepts, like the initial keywords inserted under step 1 or 

arzt, abschluss medizinstudium, aktuelle forschung medizin, altklausuren 

medizin, etc.    

● irrelevant keywords such as specializations that are not provided by 

UMFST,  

● keywords that are very specific, for instance containing German cities or 

countries other than Romania: berlin or frankfurt, deutschland, österreich, 

usa, amerika (not capitalized in search engines), as such students most 

probably have already decided upon the location they want to study, vs. 

(im) ausland. One could also consider bulgarien from bulgarien medizin 

studieren as a term to be removed but that can be used in a comparative 

article: Romanian vs. Bulgarian medical schools. 
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● Not connected to the educational process:artikel medizin, erste ärztliche 

prüfung, etc. 

● Keywords containing  reference to previous years: anmeldung numerus 

clausus 2017, etc. 

Keywords that need to be considered:  

● Keywords containing abbreviations: uni, unis - for university(ies), nc - 

for numerus clausus, ems for Eignungstest für das Medizinstudium 

 

The final list could be this one, each of them or each synonymic group to be used 

in content to be put on the future German website of the UMFST. 

 

anerkennung medizinstudium ausland 

anerkennung medizinstudium im ausland 

ausland medizin studieren 

auslandsstudium medizin 

deutsches medizinstudium im ausland 

deutschsprachiges medizinstudium im ausland 

im ausland medizin studieren 

kosten medizinstudium ausland 

medizin auslandsstudium 

medizin im ausland studieren 

medizin studieren ausland 

medizin studieren im ausland 

medizinstudium ausland 

medizinstudium ausland deutsch 

medizinstudium ausland deutschsprachig 

medizinstudium ausland erfahrung 

medizinstudium ausland günstig 

medizinstudium ausland kosten 

medizinstudium ausland ohne nc 
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medizinstudium im ausland 

medizinstudium im ausland auf deutsch 

medizinstudium im ausland erfahrungen 

medizinstudium im ausland finanzieren 

medizinstudium im ausland kosten 

medizinstudium im ausland ohne nc 

msa medizinstudium ausland 

studium medizin ausland 

zahnmedizin im ausland studieren 

 

medizin studieren europa 

medizin studieren in europa 

medizinstudium europa 

medizinstudium in europa 

studium medizin europa 

 

Step3. Improving list Keyword list can be further optimized by recombining 

some of the relevant keywords: arztausbildung, ausland, osteuropa, rumanien 

etc with the highest occurring terms from the initial lists: medizinstudium, 

numerus clausus and nc, kosten  

 

Beyond terminology research: 

 

Terminology research can provide insights on what directions to take in 

terms of marketing, or find out what are future students biggest concerns 

(keywords containing nc, kosten, ems, dauer, etc.), or find its direct competitors 

(keywords containing ungarn, pecs, budapest, tschechien, prag, bulgarien) and 

and write comparative articles with advantages and disadvantages of studying in 

Hungary vs Romania.Or making decisions on further developing existing 

specialization or even developing new specialisations, based on the initial 

suggestions list. Also, one can consider opening medical courses in German:  

deutschsprachiges medizinstudium im ausland or deutsches medizinstudium im 
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ausland. Or one can discover illegal practices:  arzt ohne medizinstudium, arzt 

ohne studium, arzt werden ohne medizinstudium 

Next step would be to analyse the competition by googling the main 

keywords from the list such as medizinstudium ausland, to get insights on more 

technical aspects of the content such as the number of keywords used, potentially 

discovering new keywords, finding out the length of an article on similar topics, 

etc. 

 

 
Conclusions: 

 

In terms of the marketing processes, the content that is relevant for the 

home market(in this case the Romanian market) is completely different from that 

of the target market (Germany), so , while information about the university, like 
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facilities, professors and everything that is encompassed under the EU-like 

definitions on internationalisation  could be translated or adapted, the online 

marketing strategy must be based on content that is built around keywords used 

by German Google users interested in studying medicine outside Germany. A list 

of articles for the German educational market in the field of medicine would be 

worthwhile, obviously cumulated with all the other connected online strategies. 
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