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About the Research 

The research has been commissioned by the Concernstaf department at Gemeente Groningen.  

The objective of this research is to gain insights into the city factors of Groningen such as nightlife, 

lifestyle etc. (excluding university, academic or study related factors) which makes the city of Groningen 

an attractive city for international students secondly, it investigates which of these city factors are 

perceived as important once the students starts living in Groningen. 

The research has been conducted at Groningen and the data has been collected through personally 

administered questionnaires. About 390 questionnaires were distributed to various students along 

various locations such as university, university libraries, faculties and departments. Utmost care has 

been taken to manage response from students having different backgrounds. About 381 responses were 

recorded out of which 371 were fully completed.  

Research Questions:  
“What are the factors that influence full-time international students to choose Groningen as a 

destination?” 

“What are the factors that influence full-time international students once they start living in 

Groningen?” 
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The Findings 

1. Highlights 
The research had a valid sample of 371 respondents who are full time international Master and Bachelor 
students currently studying in Groningen representing 68 nationalities.   

The absolute numbers of female and male respondents in the research are 219 and 152 respectively. 

The absolute numbers of respondent studying in Master and Bachelor level are 62 and 309 respectively. 

2. So Bias Exists?  No, it doesn’t! 
There was the initial assumption that research findings may likely to have a bias towards female 
respondents’ as they are slightly higher than the male respondents. Similarly the assumption of bias was 
towards Bachelor respondents as they constitute higher number of respondents compared to Master 
level respondents. But after analyzing the data, it has been noted that the difference in opinion of the 
respondents is more or less similar when they were studied separately such as male and female, 
bachelor and master. Therefore, the assumption of the results to be bias may not exist.  
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Respondents information 
 

1. Gender Distribution 
A pie chart showing the gender of the 
respondents has been provided below. Out of 
the total 371 respondents 219 are female and 
152 are male. 59.03 percent respondents were 
female compared to 40.97 male respondents.  

                                                                                                      

 

 

 

 

                         

                                                                                                 Figure 1: Gender Distribution  

 

Comparing the present findings of Gender Distribution with the National Data obtained from Central 
Bureau for Statistics (Statline CBS, 2018) 

The total number of male students in the whole of Netherlands is 356700 (Dutch and International) and 
total number of female students in the whole of Netherlands is 373500 (Dutch and International). The 
percentage of female students is higher with 51.15 percent compared to male students who are 48.85 
percent.  

In comparison to the national data, this research also has higher female students than male students’.  

2. Respondents age 
The distribution of the age of the 
respondents has been presented 
below. The distribution shows the 
total percentage of respondents in 
each age category. The largest 
number of respondents is from the 
age category of 19 and 21 years with 
19.14 percent in each category. The 
second largest age category comprises 
respondents who are 20 years 
representing 16.44 percent of the 
total respondents. Figure 2: Age of 
respondents                                          
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 3. Respondents country of birth 

The respondents come from 68 different countries around the world.  

The countries mentioned in Others category  includes the following such as South Korea, Israel, South 
Africa, Jamaica, Tajikistan, Slovakia, El Salvador, Ireland, Hungary, Croatia, Turkey, Syria, Saudi Arabia, 
Tunisia, Iran, Chile, Zimbabwe, Albania, Belgium, Colombia, Japan, Norway, Taiwan, Luxembourg, 
Ecuador, Vietnam, Myanmar, Thailand, Egypt, Singapore, Malaysia, Azerbaijan, Peru, Costa Rica, 
Georgia, Mexico, Kazakhstan, Sri Lanka, Switzerland, United Arab Emirates and Czech Republic 

The country of birth which represents the highest number of respondents in Groningen is mentioned in 
the pie chart below. However, the total of this pie chart may not count to 100 percent if the percentages 
are added because other countries have been excluded from the pie diagram as they do not come under 
top ten highest respondent countries.  

 

 

 

 

 

 

 

 

 

 

 

                      

                      Figure 3: Top 10 countries of respondents in Groningen (in descending order) 

 

 

 

 

 



10 
 

Comparing the present findings with the National Data obtained from The present findings at Groningen 
shows that the highest number of respondents comes from Germany followed by United Kingdom, 
Romania, Italy, Bulgaria, China, Greece, France, Indonesia and Ukraine.  

Likewise, the national data shows that Germany has the highest number of students’ population.  

It can be seen that Spain and Belgium respondents did not show up in the Top 10 countries in the 
present research at Groningen when compared to national data.  

However, countries such as Romania, Italy, Bulgaria, China, France, United Kingdom and Greece are 
found to be present when compared to the national data. 

 

4. Respondents level of study such as Master and Bachelor 
The total respondents’ level of study has been shown a pie diagram. The highest percent of respondents 
are in the Bachelor level of their studies with 83.29 percent respondents and 16.71 percent respondents 
are at Master level. As the Bachelor level respondent is high therefore it may likely that there may be a 
bias towards the Bachelor level. 

                                                                                          Figure 4: Level of study 
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5. Respondents selection of Groningen as their first choice 
69.81 percent of the respondents chose 
Groningen to be their first choice compared to 
30.19 percent of the respondents who chose 
second choice.  

 

 

 

 

 

 

                                             

                                                                                  Figure 5: Choice of Groningen by respondents 

 

 

6. Respondents Selection of Groningen due to its geographic proximity 
24.8 percent of the respondents chose 
Groningen due to its geographic proximity from 
their home country whereas 75.2 percent of the 
respondents did not chose Groningen based on 
proximity 

 

 

 

 

 

 

                                                                               Figure 6: Groningen close to your home country 
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7.  Master and Bachelor level respondents as per age 
The bar chart shows that the majority of the respondents at Master level belong to the age category of 

23 years, 24 years and 26 years respectively.  

 

 Figure 7: Master level and age 

category 

 

 

 

 

 

 

The bar chart shows that majority of the respondents at Bachelor level belongs to the age category of 19 

years, 20 years, 21 years and 22 years.  

 

Figure 8: Bachelor level 

and age category 
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Comparing the present findings with the national data obtained from Nuffic*  

The comparison of the findings 

shows that in general the 

international Bachelor level 

students is higher in the 

Netherlands compared to the 

international Master level 

students.  

Likewise, the present research 

at Groningen shows higher 

percentage of female 

respondents. 

 

                                                      Figure 9: Full-time international Master and Bachelor level in the Netherlands 

8. Respondents visit to Groningen prior their selection of Groningen as a 
destination 
 

42.05 percent of the respondents visited Groningen prior to their selection of the destination, whereas 

58.95 percent respondents did not visit 

Groningen.  

 

  

Figure 10: Prior visit to Groningen 
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9. Respondents response on systematically research of Groningen before their 
selection of the city 
72.8 percent respondents systematically researched Groningen prior selecting Groningen as compared 

to 27.2 percent of the respondents.  

 

 

  

 

 

 

 Figure 11: Systematic research about Groningen  

10. Competitor cities 
The top there second choices of respondents are Amsterdam, London and Maastricht with 26.8 percent, 

11.6 percent and 4.5 percent respectively. 

 

 

 

 

 

 

 

                                  Figure 12: First choices for respondents in terms of city selection 
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11. First Choice and Second Choice 
68.04 percent of female respondents selected Groningen as their first choice compared to 31.96 female 

respondents. 

 

 

 

 

 

 

 

                                                            Figure 13: Female respondent on first choice of Groningen 

The male respondents are higher who chose Groningen as the first choice city with 72.37 percent 

compared to 27.63 percent who 

did not select Groningen as 

their first choice 

 

 

 

 

 

 

                                                               Figure 14: Male respondent on first choice of Groningen 
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12. Proximity 
76.32 percent of male respondents disagreed on selecting Groningen due to its close proximity to their 

home. Whereas 23.68 percent agreed that proximity was their reason to select the city. 

 

 

 

                                           

 

 

 

                                                                                 Figure 15: Female students on geographic proximity 

 

 

74.43 percent of female respondents 

disagreed on their selection of Groningen 

due to it close proximity, however 25.57 

percent agreed on selecting Groningen 

because of its close proximity to their 

home. 

 

 

 

                                                               Figure 16: Male respondents on Groningen’s proximity 

Female respondents show slight higher tendency to select Groningen than their male counterpart. 
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13. Visit Groningen  
 

The pie chart below indicates that 

61.18 percent of male respondents did 

not visit Groningen prior selecting the 

city compared to 38.82 percent who 

chose to consider.  

 

 

 

                                                                                Figure 17: Male respondent visiting Groningen 

 

 

 

 

 

 

 

 

 

                                                            Figure 18: Female respondents visit to Groningen.  

55.71 percent of the female respondents did not visit Groningen compared to 44.29 percent who had 

visited Groningen before. This shows that comparatively more female respondents visited Groningen 

than male respondents before selection of the city as a destination.  
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14. Respondents who visited Groningen before and the city being first choice 
 

75.64 percent of the respondents who had 

visited earlier mentioned Groningen as their 

first choice comapred to 24.36 percent 

respondents who did not visit Groningen 

earlier.  

 

 

 

 
 

                                                                               Figure 19: First choice of the city 

 

15. Respondents who did not visit Groningen before and city was their first 
choice 
 

However, 65.58 percent of respondents who did not visit Groningen mentioned it as their first choice. 

 

 

 

 

 

 

 

                                                   Figure 20: Visit to Groningen 
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16. Systematic Research on Groningen 
72.37 male respondents did a systematic research on Groningen compared to 27.63 percent male who 

did not. 

 

 

 

 

 

 

 

                                       

                                               Figure 21: Male respondent systematic research 

 

 

73.06 percent of the female respondents did a systematic research compared to 26.94 female 

respondents. The female respondents are slightly higher than male respondents on doing a systematic 

research to select Groningen. 

 

Figure 22: Female respondent 

systematic research 
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1st PART (Important Factors when considering Groningen by students) 

17. Means and Standard Deviation of the factors which international students 
select when considering Groningen  
In this section the results of the mean and standard deviations of the factors influencing a students’ 
choice to select Groningen has been shown from the survey which was presented by a Likert scale on 1 
to 5.  In this thesis, the Likert-type is treated as an interval data which allows a statistical calculation.  

The means for these factors are calculated on a scale 1 to 5 where 1 is ‘Not important at all’ 2 is ‘Not 
very important’ 3 is ‘Neutral’ 4 is ‘Important’ and 5 is ‘Very important’. The data is presented in the 
descending order of Means, starting from the highest importance to the lowest importance of the 
factors 

Table 1: All factors with their means and standard deviation from highest means to the lowest means 

S.No Factors      Mean SD* 

1 English language usage in the city of Groningen 4.3 .859 

2 Meeting new people in the city of Groningen 4.2 .876 

3 International Environment in the city of Groningen (E.g. diverse 
nationality, languages etc.) 

4.2 .834 

4  Social factors such as open minded people, making   international 
friends etc. 

4.2 .898 

5 Multicultural atmosphere in the city of Groningen 4.1 .914 

6 Quality of life in the city of Groningen 4.1 .797 

7 Exciting place to live in the city of Groningen 3.8 1.001 

8 Safety in the city of Groningen 3.7 1.121 

9 Cost of living in the city of Groningen 3.5 1.046 

10 Size and look of the city of Groningen 3.4 1.077 

11 Cultural factors such as knowing foreign traditions 3.4 1.084 

12 Nightlife in the city of Groningen 3.3 1.222 

13 Housing in the city of Groningen 3.1 1.173 

14 Traveling to other cities in Netherlands from Groningen 3.0 1.122 

15 Lifestyle of Dutch (E.g. Sports, outdoors, biking etc.) 3.0 1.196 

16 Other countries are close to the city of Groningen 2.9 1.249 

17 Friends living in the city of Groningen 2.7 1.395 

18 Climate in the city of Groningen 2.5 1.149 

SD* = Standard Deviation 

The five factors with the highest means are English language usage in the city of Groningen, Meeting 
new people in the city of Groningen, International Environment in the city of Groningen, Social factors 
and Multicultural atmosphere in the city of Groningen. Quality of life in the city of Groningen shares the 
same mean value with Multicultural atmosphere in the city of Groningen. 
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The five factors with the lowest means are Climate in the city of Groningen; Friends living in the city of 
Groningen, Other countries are close to the city of Groningen, Lifestyle of Dutch and Traveling to other 
cities in Netherlands from Groningen.  

18. Factors important for Male and Female in the City Aspect category 
The City Aspect category consists of 13 independent factors. Both male and female respondent chose 
English language usage in the city of Groningen, International Environment in the city of Groningen and 
Quality of in the city of Groningen as the most important in chronological order from first position to 
third position.  

However, for the fourth position male respondent chose ‘Exciting place to live in the city of Groningen’ 
and female respondent chose ‘Safety in the city of Groningen’  

The factor ‘Lifestyle of Dutch’ is more important to male respondent than female whereas ‘Cost of living’ 
and Housing in the City of Groningen are more important to female respondents (Full Table Appendix 
pp. 146) 

 
 
Table 2: Important factors for male and female international students in city aspect category 
 

S.No Important factors – Male Means Important factors –Female Means 

1 English language usage in the city 
of Groningen 

4.3 English language usage in the 
city of Groningen 

4.3 

2 International Environment in the 
city of Groningen (E.g. 
diversenationality, languages 
etc.) 

4.2 
International Environment in the 
city of Groningen (E.g.    Diverse 
nationality, languages etc.) 

4.2 

3 Quality of life in the city of 
Groningen 

4.0 Quality of life in the city of 
Groningen 

4.1 

4 Exciting place to live in the city of 
Groningen 

3.8 
Safety in the city of Groningen 

3.9 

5 
Safety in the city of Groningen 

3.5 Exciting place to live in the city of 
Groningen 

3.8 

6 Size and look of the city of 
Groningen 

3.4 Cost of living in the city of 
Groningen 

3.6 

7 Cost of living in the city of 
Groningen 

3.4 Size and look of the city of 
Groningen 

3.4 

8 Lifestyle of Dutch (E.g. Sports, 
outdoors, biking etc.) 

3.2 
 Housing in the city of Groningen 

3.1 

9 
Housing in the city of Groningen 

3.0 Traveling to other cities in 
Netherlands from Groningen 

3.1 

10 Traveling to other cities in 
Netherlands from Groningen 

3.0 Other countries are close to the 
city of Groningen 

3.0 

11 Other countries are close to the 
city of Groningen 

2.9 Lifestyle of Dutch (E.g. Sports, 
outdoors, biking etc.) 

2.9 

12 Friends living in the city of 2.8 Friends living in the city of 2.6 
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Groningen Groningen 

13 Climate in the city of Groningen 2.5 Climate in the city of Groningen 2.5 

 

19. Factors important for Male and Female in the City Atmosphere 
The City Atmosphere category has 5 independent factors. The most important factor for both male and 
female is ‘Meeting new people in the city of Groningen’ whereas the least important factor in this 
category for both male and female is ‘Cultural factors such as knowing foreign traditions’.  

Table 3: Important factors for male and female international students in city atmosphere category  

S.No Important factors – Male Means Important factors –Female Means 

1 Meeting new people in the city of 
Groningen 

4.2 Meeting new people in the city of 
Groningen 

4.3 

2 Social factors such as open minded 
people, making international 
friends etc. 

4.0 Social factors such as open minded 
people, making international friends 
etc. 

4.2 

3 Multicultural atmosphere in the 
city of Groningen 

4.0 Multicultural atmosphere in the city 
of Groningen 

4.1 

4 Nightlife in the city of Groningen 3.4 Nightlife in the city of Groningen 3.4 

5 Cultural factors such as knowing 
foreign traditions 

3.3 Cultural factors such as knowing 
foreign traditions 

3.1 

 

20. Factors important for EU and non-EU respondents 
There are different factors which influence EU and non-EU respondents. The most important factor for 
EU respondents is ‘Meeting new people in the city of Groningen’ whereas for the non-EU the most 
important factor is ‘English language usage in the city of Groningen’. 

A comparison of the factors is provided below in chronological order from the highest to the lowest 
importance (Full Table in Appendix pp. 147) 

Table 4: Important factors for EU and non-EU students  

S.No Important factors: European 
Union 

Means Important factors: Non-European Union Means 

1 Meeting new people in the 
city of Groningen 

4.3 English language usage in the city of 
Groningen 

4.4 

2 
English language usage in the 
city of Groningen 

4.3 International Environment in the city of 
Groningen (E.g. diverse nationality, 
languages etc.) 

4.2 

3 Social factors such as open 
minded people, making 
international friends etc. 

4.2 
Meeting new people in the city of 
Groningen 

4.1 

4 International Environment in 
the city of Groningen (E.g. 

4.2 
Safety in the city of Groningen 

4.0 



23 
 

diverse nationality, languages 
etc.) 

5 Multicultural atmosphere in 
the city of Groningen 

4.1 Social factors such as open minded 
people, making international friends etc. 

4.0 

6 Quality of life in the city of 
Groningen 

4.1 
Quality of life in the city of Groningen 

4.0 

7 Exciting place to live in the 
city of Groningen 

3.9 Multicultural atmosphere in the city of 
Groningen 

4.0 

8 Safety in the city of 
Groningen 

3.5 
Cost of living in the city of Groningen 

3.8 

9 Size and look of the city of 
Groningen 

3.5 Exciting place to live in the city of 
Groningen 

3.6 

10 Nightlife in the city of 
Groningen 

3.4 Cultural factors such as knowing foreign 
traditions 

3.4 

11 Cultural factors such as 
knowing foreign traditions 

3.4 
Size and look of the city of Groningen 

3.2 

12 Cost of living in the city of 
Groningen 

3.4 
Housing in the city of Groningen 

3.2 

13 Lifestyle of Dutch (E.g. 
Sports, outdoors, biking etc.) 

3.1 Traveling to other cities in Netherlands 
from Groningen 

3.1 

14 Housing in the city of 
Groningen 

3.0 
Nightlife in the city of Groningen 

3.0 

15 Traveling to other cities in 
Netherlands from Groningen 

3.0 Other countries are close to the city of 
Groningen 

3.0 

16 Other countries are close to 
the city of Groningen 

2.9 Lifestyle of Dutch (E.g. Sports, outdoors, 
biking etc.) 

2.9 

17 Friends living in the city of 
Groningen 

2.7 
Friends living in the city of Groningen 

2.5 

18 Climate in the city of 
Groningen 

2.5 
Climate in the city of Groningen 

2.5 

 

21. Factors important for Master level and Bachelor level respondents 
The factors influencing choice of Groningen as a destination are different for Master and Bachelor level 
respondents. However, both groups of respondents mention ‘English language usage in the city of 
Groningen’ as the most important factor. 
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Table 5: Important factors for master and bachelor level 

S.No Important factors: Master 
level 

Means Important factors: Bachelor level Means 

1 English language usage in the 
city of Groningen 

4.3 English language usage in the city of 
Groningen 

4.3 

2 International Environment in 
the city of Groningen (E.g. 
diverse nationality, languages 
etc.) 

4.3 
Meeting new people in the city of 
Groningen 

4.3 

3 Social factors such as open 
minded people, making 
international friends etc. 

4.2 International Environment in the city of 
Groningen (E.g. diverse nationality, 
languages etc.) 

4.2 

4 Meeting new people in the 
city of Groningen 

4.2 Social factors such as open minded 
people, making international friends etc. 

4.2 

5 Multicultural atmosphere in 
the city of Groningen 

4.2 
Quality of life in the city of Groningen 

4.0 

6 Quality of life in the city of 
Groningen 

4.1 Multicultural atmosphere in the city of 
Groningen 

4.0 

7 Exciting place to live in the 
city of Groningen 

3.7 Exciting place to live in the city of 
Groningen 

3.8 

8 Safety in the city of 
Groningen 

3.6 
Safety in the city of Groningen 

3.7 

9 Cultural factors such as 
knowing foreign traditions 

3.5 
Cost of living in the city of Groningen 

3.5 

10 Cost of living in the city of 
Groningen 

3.5 
Size and look of the city of Groningen 

3.4 

11 Size and look of the city of 
Groningen 

3.2 Cultural factors such as knowing foreign 
traditions 

3.4 

12 Lifestyle of Dutch (E.g. 
Sports, outdoors, biking etc.) 

3.2 
Nightlife in the city of Groningen 

3.3 

13 Nightlife in the city of 
Groningen 

3.2 
Housing in the city of Groningen 

3.1 

14 Traveling to other cities in 
Netherlands from Groningen 

3.0 Traveling to other cities in Netherlands 
from Groningen 

3.0 

15 Housing in the city of 
Groningen 

2.9 Lifestyle of Dutch (E.g. Sports, outdoors, 
biking etc.) 

3.0 

16 Other countries are close to 
the city of Groningen 

2.8 Other countries are close to the city of 
Groningen 

2.9 

17 Friends living in the city of 
Groningen 

2.5 
Friends living in the city of Groningen 

2.7 

18 Climate in the city of 
Groningen 

2.4 
Climate in the city of Groningen 

2.5 
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22. Factor Analysis 
 

An exploratory factor analysis has been done on the 18 items using SPSS. The factor analysis has been 
done to look into the common items and reduce the items to a manageable size. Prior the factor 
extraction, test such as Kaiser-Meyer-Olkin and Bartlett's Test of Sphericity are performed to see if the 
data is good for analysis. 

Table 6: KMO and Bartlett test  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 

.814 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 1839.192 

Df 153 

Sig. .000 

 

Table 7: Variance  

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 4.745 26.360 26.360 4.745 26.360 26.360 3.295 18.308 18.308 

2 1.924 10.688 37.047 1.924 10.688 37.047 2.098 11.655 29.963 

3 1.433 7.961 45.008 1.433 7.961 45.008 1.985 11.025 40.988 

4 1.392 7.733 52.741 1.392 7.733 52.741 1.642 9.121 50.109 

5 1.120 6.224 58.965 1.120 6.224 58.965 1.594 8.857 58.965 

6 .899 4.996 63.961       

7 .815 4.527 68.488       

8 .797 4.429 72.917       

9 .733 4.073 76.989       
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10 .630 3.502 80.491       

11 .557 3.096 83.587       

12 .539 2.993 86.580       

13 .508 2.822 89.402       

14 .481 2.675 92.076       

15 .417 2.316 94.392       

16 .369 2.047 96.440       

17 .351 1.948 98.388       

18 .290 1.612 100.000       

Extraction Method: Principal Component Analysis. 

 

 

 

 

 

 

 

                                             

                                           

 

                                         Figure 13: Scree 
Plot 
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Table 8: Rotated Matrix 

                                                               Rotated Component Matrixa 

                                                Component 

1 2 3 4 5 

Multicultural atmosphere in the 
city of Groningen 

.814 .194 .075 -.025 .045 

Meeting new people in the city 
of Groningen 

.775 .196 -.010 .054 .068 

International Environment in 
the city of Groningen (E.g. 
diverse nationality, languages 
etc.) 

.710 -.021 .008 .114 .278 

Social factors such as open 
minded people, making 
international friends etc. 

.688 .142 .224 -.033 .104 

Cultural factors such as knowing 
foreign traditions 

.618 .074 .353 .013 -.041 

Nightlife in the city of Groningen .474 .438 .211 .007 -.213 

Size and look of the city of 
Groningen 

.176 .679 .036 .082 .005 

Exciting place to live in the city 
of Groningen 

.435 .648 .077 .058 .153 

Climate in the city of Groningen -.083 .549 .137 .395 -.121 

Lifestyle of Dutch (E.g. Sports, 
outdoors, biking etc.) 

.149 .430 .361 -.107 .149 

Other countries are close to the 
city of Groningen 

.185 -.071 .746 .071 .077 

Traveling to other cities in 
Netherlands from Groningen 

.160 .122 .741 .065 .111 

Friends living in the city of 
Groningen 

.019 .160 .635 .122 .011 

Cost of living in the city of 
Groningen 

.113 -.036 .053 .838 .154 
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Housing in the city of Groningen -.003 .196 .140 .821 .019 

Safety in the city of Groningen -.085 .139 .254 .213 .718 

English language usage in the 
city of Groningen 

.282 -.205 .060 -.028 .655 

Quality of life in the city of 
Groningen 

.199 .538 -.063 .014 .636 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 

 

Key results from Factor Analysis 

In these results, a varimax rotation was performed on the data. Using the rotated factor loadings, we 
can interpret the factors as follows: 

• Multicultural atmosphere (0.814), Meeting new people (0.775), International Environment (0.710), 
Social factors such as open minded people (0.688), Cultural factors such as foreign traditions (0.618) and 
Nightlife (0.474) have large positive loadings on factor 1, so this factor describes Socio-Cultural 
International Environment 

• Size and look of the city (0.679), Exciting place to live (0.648), Climate in the city (0.549) and lifestyle of 
Dutch (0.430) have large positive loadings on factor 2, so this factor describes City Outlook  

• Other countries are close to Groningen (0.746), Traveling to other cities from Groningen (0.741) and 
Friends living in Groningen (0.635) have large positive loadings on factor 3, so this factor describes 
Geographic Aspect 

• Cost of living (0.838) and Housing in Groningen (0.821) have large positive loadings on factor 4, so this 
factor describes Living Conditions  

• Safety in Groningen (0.718), Quality of life (0.636) and English language use (0.655) have large positive 
loadings on factor 5, so this factor describes  Life Quality  

The factor analysis shows that 6 factors have been loaded into Socio-Culture International Aspect, 4 
factors have been loaded into City Outlook, 3 factors have been loaded Geographic Aspect, 2 factors 
have been loaded into Living Style and 3 factors have been loaded into Life Quality.  

23. Independent Samples T -Test 
The independent Samples T – Test were performed in order to determine whether there is significance 
statistical difference among the means of all 5 factors for two independent groups within the survey 
respondents  
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(Levene’s test and T-Test are attached in appendix pp. 156-160) 

The two groups and the analyses are as follows:  

23.1 Master and Bachelor level students 
 

In order to determine the significant differences between the two groups the following hypotheses are 
stated: 

 
H0 - There is no difference between Master and Bachelor students in choice of Groningen (Means of 
two groups are equal) 
 
H1 - There is difference between Master and Bachelor students in choice of Groningen (Means of two 
groups are unequal) 
 
For the Socio-Cultural factors, City Outlook factors, Geographic factors, Living Condition factors and Life 
Quality factors; here we did the Independent Samples T-test and Levene’s test for equality of variances.  
 
The result shows that for each of the factors, we can assume equal variances. But the T-test for equality 
of means is not significant (p>0.05) for all the five factors such as Socio-Cultural factors, City Outlook 
factors, Geographic factors, Living Condition factors and Life Quality. 
 
Therefore we conclude that there is no significant difference between Master and Bachelor students 
groups and hence we accept the null hypothesis (H0).  
 

23.2 Male and Female students 
In order to determine the significant differences between the two groups the following hypotheses are 
stated: 

 
H0 - There is no difference between Male and Female students in choice of Groningen (Means of two 
groups are equal) 
 
H1 - There is difference between Male and Female students in choice of Groningen (Means of two 
groups are unequal) 
 
For the Socio-Cultural factors, City Outlook factors, Geographic factors, Living Condition factors and Life 
Quality factors; here we did the Independent Samples T-test and Levene’s test for equality of variances.  
 
The result shows that for each of the factors, we can assume equal variances. But the T-test for equality 
of means is not significant (p>0.05) for factors such as Socio-Cultural factors, City Outlook factors, 
Geographic factors, Living Condition factors. However, the T-test for equality of means is significant for 
Life Quality factor (p<0.05).  
 
Therefore, we conclude that there is no significant difference between the two groups for factors such 
as Socio-Cultural factors, City Outlook factors, Living Condition factors and Geographic factors and we 
accept the null hypothesis (H0). 
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However, we accept the alternative Hypothesis (H1) for Life Quality factor. 

 

23.3 EU and non-EU students 
In order to determine the significant differences between the two groups the following hypotheses are 
stated: 

H0 - There is no difference between EU and non-EU students in choice of Groningen (Means of two 
groups are equal) 

H1 - There is difference between EU and non-EU students in choice of Groningen (Means of two groups 
are unequal) 

For the Socio-Cultural factors, City Outlook factors, Geographic factors, Living Condition factors and Life 
Quality factors; here we did the Independent Samples T-test and Levene’s test for equality of variances.  

The result shows that for each of the factors, we can assume equal variances. The T-test for equality of 
means is significant for each of these factors (p<0.05).  

However, Geographic factors is not significant (p>0.05) 

Therefore, we conclude that there is significant difference between the two groups for factors such as 
Socio-Cultural factors, City Outlook factors, Living Condition factors and Life Quality factors and we 
accept the alternative hypothesis (H1).  

However, in terms of Geographic factors there is no significant among the two groups and we accept the 
null hypothesis (H0). 
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24. Top 10 countries representing highest students in the Netherlands 
 

 

 

                                           Figure 23: Top 10 countries in the Netherlands 
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25. Answer to the research question for 1st Part 
 

“What are the factors that influence full-time international students to choose Groningen as a 

destination?” 

This main research question was formulated based on the objective of the research which was about 

gaining insights into the factors which influence a full-time international students’ choice to select 

Groningen as a destination.  

The factors which influenced full-time international students’ choice to select Groningen as a 

destination are the followings: 

a) English language use in the city 

b) International environment  

c) Quality of life 

d) Meeting new people  

e) Social factors (such as friendly people, making friends) 

f) Multicultural environment  

This research reveals that there are factors in Groningen which pull an international student and finds 

support with other authors such as Joseph & Joseph (2000); Mazzarol & Soutar (2002); Bodycott (2009) 

and Wilkins & Huisman (2011) on the fact that there are factors in host destination in general that 

attract international students.  

Again, it cannot be denied that there are other factors which may be specific to individual students 

coming from different countries, different backgrounds or cultures, for example international students 

from China and Malaysia may have a higher family influence on the choice of a destination. Similarly, 

students also choose the destination due to history and cultural ties.  
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On the basis of factor analysis, the present research revealed five key dimensions underlying the pull 

factors. They are: 

a) Socio-Cultural International Environment- this dimension looks into the societal and cultural aspects 

of the city, such as meeting new people and understanding different cultures. 

b) City Outlook- this dimension addresses the feel of Groningen, such as size, look and lifestyle. 

c) Geographic Aspect- this dimension looks into the proximity of Groningen to other cities and 

countries.  

d) Living Conditions- this dimension looks into the living conditions in Groningen such as living cost and 

housing 

e) Life Quality- this dimension looks into the standard of life in Groningen such as safety, quality, and 

language. 

Therefore, this part of research concludes that there are factors which influence international students’ 

choice to select Groningen as a destination. In addition to the factors identified for Groningen, there 

may also be many other factors, for instance parents and the relationship with the country for individual 

students, which influence their choice. Further, there are significant differences in the choice of factors 

for EU students and non-EU students. Moreover, these factors are partially significant for male and 

female.  Five new dimensions of factor groupings have been identified through factor analysis.  
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2nd PART (Important factors perceived by students once they live in 

Groningen) 

The perceiving of the factors by the international students in the present moment after they arrived 

and lived in Groningen 

Sl. No Present State of Importance of the Factors Mean Std. Deviation 

1  English Language Usage in Groningen 4.3 .79575 

2  Safety in Groningen 4.1 .85986 

3  Meet new people in Groningen 4.0 .86962 

4  International Environment in Groningen 4.0 .87910 

5  Social Factors such as Open Minded People 4.0 .84972 

6  Quality of Life in Groningen 4.0 .78290 

7  Multicultural Atmosphere in Groningen 4.0 .89985 

8  Nightlife in Groningen 3.7 .97485 

9  Lifestyle of Dutch People 3.7 .88461 

10  Friends Living in Groningen 3.7 .89401 

11  Exciting Place to Live 3.7 .97413 

12  Cultural Factors such as Know Foreign Traditions 3.6 .95832 

13  Size and Look of the City 3.6 .93513 

14  Other Countries Close to Groningen 3.4 .85225 

15  Traveling to Other Cities within the Netherlands 3.3 .96270 

16  Cost of Living in Groningen 3.0 .91718 

17  Climate in Groningen 2.6 1.09794 

18  Housing in Groningen 2.0 .97902 
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Comparison of factors when selecting Groningen and factors when students starts living in Groningen 

S.No Important Factors when Selecting 
Groningen  

Important Factors Perceived by Students 
Once They Start living in Groningen 

1 English language usage in the city of 
Groningen  English Language Usage in Groningen 

2 Meeting new people in the city of 
Groningen 

 Safety in Groningen 

3 International Environment in the city of 
Groningen (E.g. diverse nationality, 
languages etc.) 

 Meet new people in Groningen 

4  Social factors such as open minded 
people, making   international friends 
etc. 

 International Environment in Groningen 

5 Multicultural atmosphere in the city of 
Groningen  Social Factors such as Open Minded People 

6 Quality of life in the city of Groningen  Quality of Life in Groningen 

7 Exciting place to live in the city of 
Groningen  Multicultural Atmosphere in Groningen 

8 Safety in the city of Groningen  Nightlife in Groningen (NEW ENTRY)* 

9 Cost of living in the city of Groningen  Lifestyle of Dutch People (NEW ENTRY)* 

10 
Size and look of the city of Groningen  Friends Living in Groningen (NEW ENTRY)* 

11 Cultural factors such as knowing foreign 
traditions  Exciting Place to Live  

12 
Nightlife in the city of Groningen 

 Cultural Factors such as Know Foreign 

Traditions 

13 Housing in the city of Groningen  Size and Look of the City 

14 Traveling to other cities in Netherlands 
from Groningen  Other Countries Close to Groningen 

15 Lifestyle of Dutch (E.g. Sports, outdoors, 
biking etc.) 

 Traveling to Other Cities within the 

Netherlands 

16 Other countries are close to the city of 
Groningen  Cost of Living in Groningen 

17 Friends living in the city of Groningen  Climate in Groningen 

18 Climate in the city of Groningen  Housing in Groningen 

 

* New Entry: These factors were not top 10 when selecting Groningen but became important once the 

students started to live in Groningen.  
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The perceiving of the factors by the international students in the present moment after they arrived 

and lived in Groningen shown in pie charts 

1. English language usage 
 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

At the present moment more than 80 percent students rate the English language usage from 

positive to very positive  

 

 

2. Safety 
 

At the present moment 73 percent 

of students rated safety from a 

positive to a very positive factor 
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3. International Environment 

 
 

 

At the present moment 79 percent considers International Environment to be positive to very 

positive 

 

4. Social factors 
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At the present moment 80 percent people consider social factor to be positive to very positive 

 

5. Meeting new people 

 

 

 

 

 

 

 

 

 

 
 

 

 

At the present moment a total of 76 percent students have rated meeting new people from important 
to very important factor.  

 

6. Quality of Life 
 

At the present moment 78 

percent students have rated 

quality of life from positive to 

very positive  
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7. Multicultural Atmosphere 
 

At present 77 percent of students 

considers multicultural atmosphere 

from positive to very positive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

8. Nightlife  
 

At present 62 percent of 

students rated nightlife from 

positive to very positive  
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9. Lifestyle of Dutch 
 

At present 58 percent of 

students considers Dutch 

lifestyle from positive to very 

positive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

10. Friends living in 
Groningen 
 

At present 59 percent students 

considers friends living at 

Groningen from positive to very 

positive 
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11. Size and Look of Groningen 
 

 

 

At present 55 percent students 

considers size and look of Groningen 

from positive to very positive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

12. Travelling to other cities within Netherlands 
 

 

At present 39 percent students 

considers traveling to other cities 

within Netherlands from positive 

to very positive 
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13. Cultural Factors 
 

 

At present 55 percent students 

considers cultural factors from 

positive to very positive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

14. Exciting Place to live 
 

 

 

At present moment 58 percent 

students considers exciting place 

to live from positive to very 

positive  
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15. Cost of living 
 

At present moment 25 percent 
students considers cost of living 
from positive to very positive 

 

 

 

 

 

 

 

 

 

 

 

 

16. Housing in Groningen 
 

At present nearly 70 percent 
students considers housing from 
negative to very negative 
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17. Other countries close to Groningen 
 

Atleast 45 percent students 
considers that close proximity to 
other countries from Groningen is 
positive to very positive 

 

 

 

 

 

 

 

 

 

 

18. Climate in Groningen 
 

At the present moment 46 percent 
students feels that climate in 
Groningen is negative to very 
negative 
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19. Answer to the research question for 2nd Part 
 

“What are the factors that influence full-time international students once they start living in 

Groningen?” 

The factors perceived by students after they have lived in Groningen are: 

1) English language usage 

2) Safety in Groningen 

3) Nightlife  

4) Lifestyle of Dutch people 

5) International Environment 

International students view safety in the city as an important factor. It plays a crucial role as 
international students come from various countries which may not have safety index such as Groningen 
or Netherlands in general.  

Further, nightlife in Groningen and lifestyle of Dutch people are also viewed as important by 
international students. The vibrant nightlife of Groningen contributes to the attractive feature of the 
city. International students enjoy the nightlife, which is also because some of the clubs do have a very 
late closing time. Further, bars and pubs are opened till midnight. Students also go for various sports 
and lifestyle activities such as biking which is very common in Dutch society. This also helps to keep up a 
good physical and mental balance for students.  

The city has a great deal of international students who makes the city very international in outlook. 
Therefore it is very attractive for students.  

However, nearly 70 percent of international students are dissatisfied with housing situation as found out 
in the research after they have lived and identified the housing issues in Groningen and the cost of living 
is neutral for international students living at Groningen.  
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Since the research was done to focus on attracting the international students to Groningen, a marketing 
plan has been devised accordingly:  

The Marketing Plan 

1. Groningen context 
Groningen has 7292 international students. It is important for the municipality to know the factors 

which attract international students in order to brand the city and internationalise Groningen. This will 

help Groningen’s economy and business scene.  

 

 

                                     

                                                                 Kei-Week Groningen                         
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In order to understand the current situation, a situation analysis test of Groningen namely SWOT has 

been performed in consultancy with municipality of Groningen experts.  

Table 1: SWOT Analysis 

                         Strength 

 

1) English language use 

2) Student city 

3) Quality of education 

4) Quality of life 

5) Safety  

6) Meeting new people the city 

7) City Accessibility by bike 

8) Multicultural city 

4) Key partnership of the municipality with 

universities and local companies 

 

 

                        Weakness 

 

1) Location is not central  

2) Small city 

3) Housing situation in the city are not known to 

international students  

4) Economic structure is not strong 

5) Economy and business of Groningen needs to 

be maintained so additional international students 

must be attracted 

6) Necessity of knowledge of the Dutch labour 

market for international students 

7) Expensive to travel to other cities in 

Netherlands by public transport. 

8) Hard to integrate into Groningen’s society for 

international students 

 

 

                      Opportunities  

 

1) International Student mobility is 

increasing 

2) Building up brand image 

3) Brand image as an international student 

city could attract investment. 

4) European Union will continue to invest 

in student exchange 

5) Brexit in the UK may attract students to 

choose other destination. 

 

                         Threats 

 

1) There is increase competition for international 

talents  

2) Entry of new student city market which may 

attract prospective students aiming for Groningen. 

3) Brexit may not allow students to come easily 
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2. Competitor Analysis 
 

Based on this present research on destination selection, one major competitor, namely Amsterdam is 

identified. This was identified as the first-choice destinations by international students other than 

Groningen. We also find support from Nuffic who mentions that Amsterdam is one of the cities in the 

Netherlands that enrolls highest number of international students. Further, based on Kamernet and Top 

Universities Leiden and Utrecht has been included as they are referred as student cities.  

 

Amsterdam 

Amsterdam is one of the most preferred student cities in the world (Top Universities, 2018). Currently, 

there are 9860 international students from 127 countries.  

European Unification has led to higher competition between Amsterdam and other European cities 

(Gehrels et al, 2003). It has great career options with numerous companies and is a diverse and 

international city. However, the cost of living is higher compared to other cities in the Netherlands.  

Leiden  

Leiden has a student population of around 28130 including international students and represents 120 

nationalities (Leiden University, 2018). The city promotes knowledge and culture through its university 

and city features (Visit Leiden, 2018) and therefore, attracts international talents such as students and 

knowledge workers (Visit Leiden, 2018).  

Utrecht  

Utrecht has a student population of 30,000 including international students and the University of 

Utrecht is the 2nd ranked university in the Netherlands and 22nd in Europe (University of Utrecht, 2018). 

The city attracts international students as the city is known for its sustainability and innovation and is 

considered a competitive city in Europe (University of Utrecht, 2018) 
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3. Market Segmentation 
 

The target market should be defined as they have different needs and choices. In this plan, the target 

markets are EU students and non-EU students. The most important factors considered by these two 

segments are mentioned below: 

Table 2: Target Market Segment 

S.No EU students Non-EU students 

1 Meeting new people in the 

city of Groningen 

English language usage in the city of 

Groningen 

2 
English language usage in 

the city of Groningen 

International Environment in the city of 

Groningen (E.g. diverse nationality, 

languages etc.) 

3 Social factors such as open 

minded people, making 

international friends etc. 

Meeting new people in the city of 

Groningen 

4 International Environment in 

the city of Groningen (E.g. 

diverse nationality, 

languages etc.) 

Safety in the city of Groningen 
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4. Marketing Mix 
The marketing mix is a fundamental tool that determines the marketing goals. There are 7 principles of 

the marketing mix and these are place, price, promotion, product, people, process and physical 

evidence. We influence people who work at the municipality as they have to be expert strategists. 

Secondly, Groningen is seen as a product and is promoted to the international market. Physical evidence 

from the municipality may exist in terms of brochures. However, we may not influence the price and 

place as they may be fixed.  

 

 

 

 

 

 
                                                                                                         

 

                                                                Figure 1: 7P’s of marketing 

  

5. Groningen city as a Product for international students 
The present research has proved that Groningen has factors which are important for international 

students when selecting the city. Consequently, these factors should be used to brand the city. City 

branding comes from the concept of product branding (Dinnie, 2011) and a product gains its identity 

and uniqueness from its factors. Similarly, Groningen gets its identity and uniqueness from its factors 

and therefore Groningen may be seen as a product and is marketed to international students. As a 

product, Groningen provides international students with factors such as an international environment, 

meeting likeminded people, English language use and safety, which make it a unique student city.  

Consequently, the municipality of Groningen should communicate the information of the existence of 

Groningen’s unique features through its services and relationships with universities and local 
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organisations. As the students are the main clients of the universities, the main channel of 

communication and service should be through the universities.  

The following ways to market Groningen should be adopted by the municipality: 

1) The municipality, in collaboration with the universities should run online campaigns focussing on the 

two target segments separately instead of developing one which uses customised message for both 

European and non-European Union students and focussing on the Socio-Cultural International 

Dimension of the city.  

2) The municipality should provide their services at the university itself during the orientation week as 

the international students are the primary clients of the university. In this way, they would have access 

to two focus groups of international students.  

3) Local organisations which collaborate with the municipality such City Central and Here and Now that 

promote Groningen should be able to use the factors and develop separate strategies. Further 

awareness of the factors importance may reach the students. 

4) Marketing Groningen, the external marketing division should incorporate these factors into their 

promotional plans. 

5) Student Ambassador from Hanze UAS and RUG may assist in promotion 

Therefore, proper promotion and communication channels should be used to promote the city.  
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6. Promotion of Groningen to International Students 

 
The promotion of Groningen may depend on the target market, size of the market and the factors of the 

city. In this case, the promotion is for two target markets which are EU and non-EU students.  

6.1 Target Market Messaging 
 

Informing the target segments with specific marketing messages may help the segments make decisions. 

In like manner, the city’s values may match the required needs of the segment. The focus is on 

‘Welcome to Groningen’ or ‘Come to Groningen’ in order to send a direct marketing message 

Table 3: Customised Messages 

                                           Customised Messages 

                EU students               Non-EU Students 

Come to Groningen, your destination to 

socialize 

Welcome to Groningen -Your English 

speaking city 

English is widely spoken here, Welcome to 

Groningen 

Welcome to Groningen- One of the safest 

cities  

Come to Groningen- Your One stop 

destination to meet new people 

Come to Groningen - Internationally 

oriented city  

International City Groningen welcomes you Your opportunity to meet with international 

people from all over the world. Come to 

Groningen! 
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6.2 Communication Channel 

 
The communication of the factors which influence the decision to select Groningen should be properly 

delivered as it helps to build the brand and attainment of a global position among international 

students.  

Therefore, the municipality should focus on the following communication channels to promote the city. 

Universities: Universities are an important source of information for international students. Therefore, 

municipality should advise the universities such as Hanze UAS and University of Groningen of the Factors 

for the two target segments. The universities have their own marketing and communication 

departments which may follow up with these factors and include them in their promotional materials 

such as the city blog, information bulletins or websites. As the university is most important 

communication channel, it is consequently advised that there should be follow up of frequent activities 

from both sides.  

Websites: The websites which promote Groningen to the international market should design the 

content in such a way that both the target segments can identify their needs based on the important 

factors. Further, a website also has to be easily navigable and have informed data for the target 

segments. During the promotion of Groningen through online media, customised messages may be 

delivered to the target segments. For example, while promoting Groningen to a non-European Union 

country such as Vietnam, the customised message “English speaking student city” or “One of the safest 

cities in the world” could be used which may attract instant attention as it is an important need or 

prospective consideration for the international student.  

Services of municipality: The municipality should promote the use of English for international students 

by providing English news or newsletters, for example. Further, they could also use an additional English 

translation when they send letters to international students. 

 

Core student and municipality team: There are core teams formed by the municipality for projects 

related to the housing situation in Groningen along with university students and municipality workers. 

As of now they generally focus on international students. However, they should now be able to 
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communicate with European and non-European international students on the basis of differentiated 

needs.  

Local organisations such as City Central and Here & Now: These organisations have the goals of 

promoting Groningen to international students. Instead of looking into one target group, they should 

adopt a customised approach towards the identified target group of students, which may result in 

attracting more people.  

Student Ambassador for the municipality: The municipality could appoint a student ambassador who 

would help in making the scope of municipality more integrated into the students’ understanding.  

7. Theoretical Recommendations 
 

As a result of an exploratory factor analysis, five new dimensions of factors have been identified.  

7.1 Hypothesis testing in the field of student selection of Groningen as a destination 
 

It is recommended that the municipality of Groningen incorporates these dimensions into its future 

research for Groningen and apply them to test hypotheses in the field of student choice which may 

further help in the attraction of students to the city, resulting in achieving internationalisation. In this 

way, the city may further grow in terms of business. With more international students in the city, the 

economy benefits from students’ spending and local businesses such as housing agencies also benefit. 

Groningen may expect economic benefits from alumni who have settled in the region and companies 

will be attracted to the city for easy access to international students. 

7.2 Assist the statistical and research department of the municipality 
 

These dimensions may help the statistical and research department of the municipality in the area of 

the city marketing and planning. Further, it may also help them to analyse the dimensions compared 

with their past research or future studies with other cities.  

7.3 Hypothesis testing for similar sized cities for comparison 

 
Another recommendation is the development of new hypotheses and then testing these dimensions 

with other comparable student cities across the Netherlands. This may provide an idea of the presence 
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of any competitive factors. Such research may also help in publishing the information to benefit the 

academic world in the field of student choices in destination selection and specifically to add to the 

literature with the push-pull model of the students’ choice.  

 

7.4 Use the dimensions for the marketing of Groningen 

 
City branding and marketing experts in Groningen could use hypothesis testing to reveal attractive 

features which should be utilized in city marketing and simultaneously add this to literatures which 

follow city branding theories or product branding theories. 

 


