Communication media in the aspect of Competitive intelligence
of selected University - research of Pardubice University.
Abstract
This paper is focused on the analysis of communication methods, with the aim to utilize the rate of individual communication
media of selected stakeholder groups (applicants of researched University). The constituent part of this article is an example
of benchmarking of the most frequent communication tools, websites and social networks. The major source is based on
individual phases of a processing cycle, such as management of data collection, processing, and data analysis. The aim is to
simplify University fast orientation in rapidly growing marketing communication and stabilize the competitive position. Data
is taken from a questionnaire among students. The method of competitive intelligence is utilized on this data as a result of the
research. These results could be applied for targeting within marketing of other universities. The paper should bring some
new view on what communication channels are stakeholders using within the area of education in universities.
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1. Introduction
Universities are trying to direct themselves and therefore gradually get involved in
individual managing approaches. In order to succeed, it is necessary to have strategic
management and a stable relationship with all involved parties (stakeholders), as reported in
[11, 12]. Ho and Hung in their publication [8] suggest setting up a suitable marketing mix and
strategy for tertiary education institutions based on market segmentation. In their own
research they specify 5 major groups of University candidates, for whom they define suitable
marketing strategies [9]. Susniene and Purvinis [17] are devoted to the issue of stakeholder
analysis (detailed distinction of interests and needs). As reported in Soukalova [16], Universities
(further Universities only) are focused on individually targeted groups with their main aim to
strengthen the overall image of School, through higher volume of provided information in regard
to differentiation among all competitors.
While observing University management practices, it is clear, that many authors are
concerned about suitable marketing strategy in the area of University education. Their focus is
devoted to strategic marketing and pointing out importance of planning in marketing [6, 13].
Authors who are involved in future marketing are emphasising the importance of integration of
strategic planning [15] and advertising, with the aim to incorporate marketing communication
and give a successful reputation to the University. Highly regarded authors are pointing out the
importance of connection of all forms of marketing communication in a single process. It is
reported that the marketing communication approach is enhancing efficiency based on synergy
[7, 18]. This approach is similar to a business sector approach which shows the fact that
knowledge of identical and non-conforming factors for individual segments of consumers allows
them to focus and to choose an effective marketing tool, especially in advertising and promotion.
This leads to the reduction of the costs for these activities. All these activities are usually
dependent on financial analysis in a region [5]. The less money in the region the less possibility
to create any marketing strategy; this doesn't apply only to universities.
Communication is an integral part of the comprehensive approach of university’s target
audience which should be clear from information mentioned above. However, we don’t know if
communication media has crucial influence on the final decision of candidates when choosing
the university. This is the reason why we tried to identify the crucial channels of communication.
We also tried to propose inclusion of acquired knowledge into comprehensive university access,
by using Competitive Intelligence [10] methods with benchmark comparison of competitive
universities. The entire effort aims to facilitate fast orientation of a university in the changing
environment of marketing communication and consolidation of its competitive position.

In a 2013 pilot survey, the authors of this article were devoted to the issue of selecting
particular content of the notice, which was targeted on a carefully chosen group of stakeholders
– such as University applicants. In 2014 the main purpose was to show how the University is
able to segment the market of potential students and prepare a very preciously contented
promotional notice in order to efficiently target selected groups.
While observing University management practices, it is clear, that many authors are
concerned about suitable marketing strategy in the area of University education. Their focus is
devoted to strategic marketing and pointing out importance of planning in marketing. [5, 12]
Authors who are involved in future marketing are emphasising importance of integration
of strategic planning and advertising with an aim to incorporate marketing communication, and
give a successful reputation to the University. Highly regarded authors are pointing out the
importance of connection of all forms of marketing communication in a single process. It is
reported that the marketing communication approach is enhancing efficiency based on synergy
[6, 18].
2. Methods
2.1. Questionnaire

The main purpose of this article was to find out utilization rates of media communication
within a selected group of stakeholders. The questionnaire has been used in order to provide
sufficient data and secure their processing. The whole project was implemented by the
University of Pardubice – Faculty of Economics and Administration (FES UPa) during the
academic Year 2014/2015.
To avoid inaccurate answers during the survey, all the questions were closed with
the exception of one. The questionnaire was divided into 3 separate parts:

Factors playing a major part in University selection; respondents were asked to select
the power of influence during their decision making.

Media were without doubt the most commonly used source during their decision process;
applicants were able to choose more than one answer without having to select
the strength of influence in their decision making.

Last part of questionnaire was focused on identification/personal details of applicants.
Questions were addressed to students of Year 1 of the present Bachelor studies during
winter and summer semester within 2 subjects. There were 488 students asked to complete
the questionnaire. The rate of return was approximately 72% (71% of them were female and
29% male respondents). Further ID of all respondents was adjusted.
During processing of the answers, there wasn’t significant sign of dependency on
individual characteristics of respondents, which would have had any kind of influence. It wasn’t
necessary to divide students into separate groups and judge them individually.
2.2. Benchmarking and Competitive Intelligence

We found from results obtained by questionnaires, that the most usable communication
media are electronic ones. We decided to compare these electronic channels of the researched
university with its competitors. Sophisticated market access was evident during monitoring of
universities’ behaviour, especially with both the volume and pressure of competitors rapidly
growing. Due to high complexity and sophistication of newly utilized ways of accessing,
Universities are trying to resolve the problem in order to make the information system more
secure, which should lead to smooth and complex data processing, and their efficient application
in marketing focus on targeted groups. Apart from that it also leads to utilization of Competitive
Intelligence (competitive coverage, further CI). CI is an interdisciplinary specialization, and one
of the Business Intelligence disciplines. It is the systematic and ethic process of data collecting,
analysing and using the information, which can influence the intention of the organisation and
their function. CI is also used as a system of decision making support [1]. Therefore, we propose
to analyse the success of the communication’s channels and to ensure continuity with the other

instruments of the marketing mix. We also propose to show the advantage of incorporation of
the individual steps within the context of the whole competitive intelligence concept, as
described below.
This paper focuses on helping the university to consolidate their competitive position
through the appropriate selection of communication channels. Based on the version of Francois
Jacobiac [3], benchmarking is the method of comparing competitors, which is very useful within
the competitors market [2, 14]. For this particular purpose, the Faculty of Economic and
Administration, University of Pardubice, was compared with the Faculty of Management and
Informatics at Hradec Kralove University (FIM UHK) and other similar faculties as a direct
competitor in terms of location and specialty.
During benchmarking, every single type of information could play a vital role.
Simultaneous comparison of competitors is considered as a tactical tool, rather than a strategic
weapon. It logically implies that permanent monitoring is the key. That involves setting of a
similar information system, as competitive Intelligence requires. On the other hand,
benchmarking does not allow society to predict any opportunities and threats coming from its
environment. And therefore it is convenient to combine comparison with other methods
of Competitive Intelligence, such as competitive analysis, which allows the getting of a general
overview [3].
3. Intelligence Analysis of information obtained
Authors of this article were devoted to the issue of selecting particular content of the
notice, which has been targeted on a carefully chosen group of stakeholders – such as University
applicants in the 2013 pilot survey. In 2014, the main purpose was to show how the University
is able to segment the market of potential students and prepare a very preciously contented
promotional notice in order to efficiently target selected groups.
One of the questions from this survey is built on previous research and is trying to find out
what impact the selected factors has had on University choice. During the survey it has been
confirmed that assurance of a potential career ladder had the most influence, followed by
distance of commuting together with level of funding. For our respondents, the difficulty
of admission process and chance of obtaining work based experience, played the significant role.
3.1. Media used by University applicants

Current research has distinctly started to focus on media and sources of information and
their impact on the University selection process. Media plays a big role in sharing information. It
is very important to choose a correct source of social network, clearly the most popular one
among the young people due to the funding costs [4, 8, 16].
During the analysis of ‘media used for survey and collecting information’ on available
Universities, it was found that the most useful media is clearly the internet (95% respondents),
followed by 49% respondents using catalogues and only 12% using newspapers and magazines
during their research. This fact shows how importantly a University needs to focus on sources
being published on the internet. At same time it shows the fact, that the press still plays vital role
among the media; especially in the form of supporting materials which are distributed
across High Schools, exhibitions, or simply made available at University open days (45%
of respondents have used both internet and printed materials).
As mentioned above the internet played the key role in media usage. Therefore it is
important to find out which other sources, apart from www sites of the University, were
students mostly using and focus on. From the research made at UPa (see fig. 1.) it is clear, that
the most exploited engine used is ‘Where to go after High School graduation’
(www.kampomaturite.cz) with 41% (mostly used by students from Grammar Schools and
Business Schools), Summary of Universities – MSMT (Ministry of Education, Youth and Sports)
33% (preferred by students from other High Schools). Other sources showed very similar
utilization rates with a total value of 22%. From all answers given, it is clear that the Scio

websites are rarely used among all respondents and there is no sign of students using the
website of national comparative sample testing.
Figure 1 the most used electronic sources among the University applicants

Source: Authors

The most common Internet sources to obtain information about University education
based on locality
This corresponds to the fact that prestige of the University didn’t have a major effect on
respondents. The above information can be useful in the future for funding purposes (but not
only these) within mentioned internet sources. Continuous monitoring should be assured in
order to follow up the development of the applicant survey and long term prognosis within CI.
3.2. Influence of Media during decision making

Based on research with most influential sources, information obtained through www
websites of UPa with 53% votes ended in first place (commonly voted by students from
Grammar School), and very closely followed by 47% of respondents who got recommendation
from other friends (another group of stakeholders), (stated by students from Business School
and other High School). 25% received promotional materials UPa and 23% Open Day (Further
OD only). 6% of respondents said Open Day and promotional materials had the same influence
on them. Lower impact had: exhibition of Postgraduate studies and lifetime education
Gaudeamus - 21%; recommendation from parents or idea: ‘I always wanted to study UPa’ had
only 5% and the least respondents were influenced by an educational consultant, only 1% (see
figure 2).

Figure 2 the most influential power in deciding among the University applicants

Source: Authors

During more detailed research based on influence of locality, was found that the resident
address of the respondent doesn’t have significant impact, with exception of respondents who
live within easy reach of University. 14% show influence of parents and distance. In general we
can say that, the financial situation of the family is taken in consideration. We could see minor
differences in friend references, which had a slightly higher impact in a particular area than
www websites of University, (which led over friends' references in all other areas).
4. Benchmarking specialized in electronic information resources
T next part of the article is going to focus on utilizing tools of competitive intelligence,
particularly internet sources and social networks due to their popularity. For comparison, FES
UPa and others similar faculties in Czech Republic have been used.
4.1. Use of Web Site

SEO tool is easily accessible either for feedback purposes or optimization of selected
websites for search engines. During analysis of secondary data, it has been found that total force
value of a selected University website reached 61% (65% source code) and backlinks leading to
the domain FES UPa was 613 254. Website Alexa rank has gained in average popularity [2].
In table 1, we can find results of University comparison optimization done by SEO (March
2015). The table header contains the name of Faculty and evaluation indicators. Strength
of website indicates total score in optimization test. The stated percentage value
of comprehensive analysis is in the column source code. Other columns Seznam/Google indicate
the placement of websites Seznam and Google after entering the first 4 words from the website
title. Except for FES UPa and FIM UHK, Faculty websites are all located in first place. A further
column indicates the number of backlinks leading to the tested domain, where the utmost values
confirm FES UPa. Index Alexa rank reflects website turnout, where the lower value corresponds
to bigger popularity among users. It wasn’t possible to find out these data for FES UPa. The last
monitored index is the age of domain converted to years. It wasn’t possible to find out these data
for OPF SU [2].

Table 1. Evaluation of optimization of selected Faculties
Power
Source
Seznam/
Name of Faculty
of page[%]
Code[%]
Google

Backlinks

Alexa rank

Age
of domain

EKF VŠB-TUO

62

67

1/1

216 189

88 752

18,3

EF JČU

61

72

1/1

10 942

99 907

18,2

EF TUL

61

65

1/1

12 242

158 364

13,8

FES UPa

61

65

1/4

613 254

-

17,2

OPF SU

59

60

1/1

419 162

137 511

-

FEK ZČU

58

70

1/1

42 008

75 844

17,8

FIM UHK

55

45

2/2

415 704

149 940

14,4

Source: modified by [2]

4.2. Monitoring of Social Media

Most benefits of Social Media for CI are connected with profile monitoring individual
faculties of University. For the purpose of monitoring single electronic and communication
activities some of the analytic tools which have been used, help to easily understand how
competition is behaving on Facebook. It is possible to identify changes made and therefore
improve results of Facebook marketing. Particularly for this article, outputs of available tools
have been used, which are suitable for competitive Intelligence.
One of the available tools is LikeAlyzer, which enables the testing of web presentation
of Faculty websites on Facebook. It generally rates profiles and highlights
strengths/weaknesses. It also monitors the popularity of interaction as well as response time
of users. Another available tool is AgoraPulse Barometer, which calculates the average per-cent
rate for several criteria based on the last 50 contributions. Due to that, it is possible to compare
data as viral and organic search of (not only) fans, amount of clicks, sharing of uploaded content
and other statistics. CScore is tool used for analysis of Facebook pages and it is free of charge.
This tool indicates the criteria which is key in decision making in terms of success and
popularity of the pages. It focuses on the relation between inserted contribution and fans
reaction time as well as viral content from the perspective of quantity and quality of answers,
score and popularity of web pages etc.
Currently the total profile score of FES UPa on Facebook using the search engine
LikeAlyzer is 53% to the date 03/2015, the monthly increase of ‘Like’ is 2,26%, and amount
of contribution per day is 1,78 which puts the University in first place.
Table 2 shows score of individual profile web pages of selected University Faculties on
Facebook through LikeAlyzer. In the table header, the name of the Faculty is stated followed by
testing indicators. The first indicator shows total percentage of website score.
Table 2. Comparison of Faculty profile evaluation on Facebook via LikeAlyzer
Total
Monthly
Amount of
Name
Like
Timing of
evaluation
increase likes contribution
of Faculty
amount
contribution
[%]
[%]
per day

Length of
contribution

FIM UHK

83

2 598

1,60

1,07

0

1

OPF SU

62

2 631

-1,20

1,55

0

0

EKF VŠB-TUO

58

2 068

1,12

0,84

1

1

EF TUL

56

1 641

-0,60

0,52

0

1

FES UPa

53

1 039

2.26

1,78

0

1

FEK ZČU

43

722

0,65

0,68

0

0

EF JČU

38

2 004

0,50

0,64

1

0

Source: modified by [2]

5. Conclusion
The paper describes research study aimed at identifying the communication channels that
are used by a selected stakeholders group in an examined university. Especially we describe the

communication channels that have greatest influence for the decision of university choice by the
applicants.
The authors of the paper set an aim to identify communication channels that have an
impact on decision-making of applicants that want to study at the university with the intention
to find ways how to facilitate increasing university competitiveness to help select the most
appropriate media for communicating with applicants. This aim was carried out successfully.
The first step was the preparation and realization of research between the university
students. Based on the questionnaire investigation we identified factors that most affect the
respondents in their choice of university, and the media which has been most used for university
choice.
Given the fact that the most commonly used medium and the medium with the highest
degree of influence on the final decision was web sites (53%), the authors also focused on
exploring these pages within the comparison of competing universities in the form of
benchmarking with the use of SEO tools. It was found that the examined university is in a slightly
better position within the context of the benchmarking.
The authors also examined the competitive position of the Facebook profile which was not
included in the survey due to the fact that Facebook profile was not used in the time when
respondents were deciding on their university. It was found out that the examined university
received an overall lower rating in comparison to FB using the LikeAlyzer tool. Significant
growth of attractiveness and interest is obvious compared to the competitor during March 2015.
This type of information may indicate a degree of success of individual activities on social
network for the University.
More detailed examination of the data obtained by questioning brought these findings:
overview of the schools on the site of Scio and the "Overview of the faculties provided for the
national comparative tests" are almost never used by the respondents in contradistinction to the
most used sources of information "where to go after graduation" (Kam po maturitě - service)
(41%). It is also interesting that the educational adviser was identified as a source of
information only by 1% of respondents. The results obtained were subsequently also tracked by
distance of the place of residence of the respondents from the university, and by the type of
secondary school which they studied. This research has yielded interesting information, useful
to the University for better targeting of potential students.
The final recommendations of the authors is to incorporate the above work with the data
in the various phases of the intelligence cycle such as controlled data collection, processing and
intelligence analysis of obtained data. This information can be used within competitive
intelligence. This recommendation is based on research that has found, that universities have a
growing need for a more sophisticated approach to the market.
For further research, it could be interesting to focus on other tools to analyse the
electronic media, which is missing in this paper. It is possible to compare their contribution in
the context of the competitive intelligence of the universities, which can be useful for other
business entities.
Another important communication channel influencing the decision-making of university
candidates are friends. There is also an interesting possibility for the analysis of this group of
stakeholders, which may be a separate research question for further examination.
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