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ABSTRAKT

Cilem projektu je volba vhodnych marketingovych komunika¢nich néstroji pro vybrané fa-

kulty Univerzity TomasSe Bati ve poskytujici vzd€lavaci sluzby pro zahrani¢ni studenty.

Prvni ¢ast prace se zabyva teoretickym pozadim tématu. V této kapitole hlavni funkeci, klas-
ifikaci a marketingovy mix sluzeb jsou popsany. Pak se autor zaméfuje spise na konkrétni
vzdélavacich sluzeb. Druha ¢ast obsahuje popis z provedeného vyzkumu a analyzy
ziskanych dat. Treti ¢ast zahrnuje project, kde se autor naznacuje nastrojii marketingové

komunikace a jak na jejich realizaci.

Kli¢ova slova: Sluzby, vzdélavani, mezindrodni studenty, vzdélavaci sluzby, mezindrodni

studentska trhu, marketingovy mix, propagace, Univerzita TomaSe Bati, segmentace

ABSTRACT

The aim of the project is to choose appropriate marketing communication tools for selected

faculties of Tomas Bata University in providing education services for international students.

The first part of the thesis deals with the theoretical background of the topic. In this chapter
main features, classifications and marketing mix of services are described. Then the author
focuses more on the specific of education services. Second part contains the description of
conducted research and analysis of gathered data. Third part includes the project where the

author suggests marketing communication tools and how to implement them.

Keywords: Services, education, international students, educational services, international

student market, marketing mix, promotion, Tomas Bata University, segmentation.
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INTRODUCTION

Nowadays the fast development of the marketing influences all spheres of human lives. It also
includes education. Education, as a service, is actively promoted and sold in modern society. More
and more educational institutions offer educational services, including higher education. There-
fore, universities compete with each other and try to attract more students using different market-

ing strategies and communication tools.

On the other hand, the processes of globalization and the democratization of society affect the
growing role of higher education in modern society. The popularity of higher education is increas-
ing all over the world, what explains the development of the educational market. Since the society
becomes more open, the market of educational services becomes more international. It means that
universities offer more different programs for students all over the world. They try to attract more

international students and make their brands familiar to potential customers.

Tomas Bata University in Zlin is one of the education institution who also develops international
activity. In order to increase the number of international students and brand awareness there is a

need to launch promotional campaigns.

Therefore, the main goal of the thesis is to develop the project for Tomas Bata University which
suggests marketing communication tools in providing educational services for international stu-

dents.
In order to meet main goal were developed sub-goals such as:

e Analysis of theoretical background related to marketing of services and marketing of ed-
ucational services
e Conduction of empirical research and analysis of gathered data

e Selection of marketing communication tools and implementation

Based on the theoretical analysis and marketing research the project for Tomas Bata University is
presented, where the author suggests how to launch particular marketing tools, such as Social Me-
dia Marketing, different types of advertising etc. in order to promote educational programs of TBU

for international students.
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I. THEORETICAL PART
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THEORETICAL BACKGROUND

In this chapter main theoretical issues are analyzed. The chapter consists of two parts in the first
one marketing of services is described and the second one is focused on educational services and

international student market.

1 MARKETING OF SERVICES

For deeper understanding of the topic about marketing communications in providing education
services for international students it is necessary to analyze theory concerned marketing of ser-
vices, to define what is a service and how it differs from a product. Moreover, it is important to

learn marketing mix of services and their types because education is the type of services.

1.1 Definition of services

On the markets all over the world are presented not only goods but services as well. Moreover, the
sphere of services is developing very rapidly that is why there is a need to understand the difference
between goods and services and specific features of services. In order to be successful in the sphere
of services it is necessary to define main differences between services and goods and how they

affect marketing mix.

There are many definitions of services which focus on several features and it isn’t easy to choose
one of them. American Marketing Association define services as activities, benefits or satisfaction
which are offered for sale and provided in connection with sale of goods. (American Marketing
Association, 1960). While Philipp Kotler emphasis intangibility of service and consider it as an
act or performance that one party can offer to another that is essentially intangible and does not
result in ownership of anything(Kotler,2006). Unlike American Marketing Association he writes

that it is production may or may not be tied to a physical product.

While more general definition is given by Hasenfield. Y and Richard, A. E in which services are
actions of organization that maintains and improves the well-being and functioning of people.
(Hasenfield. Y and Richard, A.E.,1998). Adrian Payne in the book “The essence of services mar-
keting” also focuses on intangibility of services, which involves some interaction with customers
or with property in their possession, and does not result in a transfer of ownership. A change in
condition may occur and production of service may or may not be closely associated with a phys-

ical product. (Payne, 2005).


https://www.amazon.com/Adrian-Payne/e/B001HMZ9VA/ref=dp_byline_cont_book_1
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1.2 Features of services

Based on given definitions main features of services can be selected (Kotler and Keller, 2007).

The first of them is:

1. Intangibility
Services are intangible in that they do not have a physical shape. So a consumer cannot touch or
see it but can derive the benefits after buying it. This intangibility makes the task of decision more
complex. While motivating the prospects they cannot display the positive or negative aspects of
services. The consumer also finds it difficult to measure service value and quality. To overcome
this, consumers tend to look for evidence of quality and other attributes. They also consider phys-
ical evidence and qualifications or professional standing of the consultant. Services by nature are
abstract. Therefore, services carry with them a combination of intangible perceptions and benefits.
Thus it is right to mention that due to intangibility, the managing of services become much more

complicated.

2. Inseparability

Services often cannot be separated from the person of the service provider. Moreover, some ser-
vices must be created and dispensed simultaneously. This feature of services also limits the scale
of operation of a service firm. The goods are produced at one point and then distributed by others

at other points. In services, we find the selling processes contributing to its creation.

3. Heterogeneity
It is not possible for a service firm to standardize its service. Each unit of - the service is somewhat
different from the other units of the same service.

4. Perishability
Services are highly perishable and they cannot be stored. In the context of services, if we fail to
sell the services, it is lost forever.

5. Ownership

Lack of ownership is a basic feature of the service industry. A customer may only have access to
or use of a facility. Payment is for the use, access or hire of the service. Thus the ownership is not

affected in the process of selling the services.

6. Fluctuating Demand

Generally, the demand for services is fluctuating in nature. Demand for certain services that may
be high during peak seasons may be low during off-seasons. Most service organizations have ca-

pacity constraints. So simultaneous attempt to achieve closer match between demand and supply
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is sought. The combination of perishability and fluctuating demand offers challenges to service

company executives in planning, pricing and promotion of services.

1.3 Classification of services

Moreover, all services can be divided in some groups based on certain criteria. One of the most

important criteria is tangibility. Services can be (Lovelock and Wirtz,2004):

e Highly tangible in case when a service includes physical product. For example, services
after purchasing cell phones.

e Service linked to tangible goods.

e Tangible goods linked to services.

e Highly intangible in this case no products are offered as a part of the services.

The second criteria are the business orientation or service provider. Based on this factor services

are divided in:

e Commercial organizations. The main objective is to make a profit from providing services.
e Non-profit Organizations. The main objective is to serve the target clients without any
motive to earn the profit. This type includes governmental structures and nonprofit organ-

izations
According to the type of end user there are:

e Consumer services (B2C). The purpose of personal usage.

e Business to Business (B2B). This is between two companies, for example one company

hiring another to do a market research for it.

e Industrial services. This is the case when a manufacturing company buys services from a

service provider.
Services can be classified based on the extent of the consumer contact:

e People-based services -education, healthcare etc. where high contact is necessary.

e Equipment based services - only low customer contact is required for such services: car

wash, cinema, and vending machines.

1.4 Services marketing mix

Based on definition of services, their features and classification we can conclude that the approach
to services should differ from goods. Therefore, there is a need to analyze marketing mix of ser-

vices.
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1.The product has four dimensions (Lovelock and Wirtz,2004):

The basic or core service, for example, serving food in a restaurant.

The expected service - this includes the minimum expectations that a customer has from a
service, for example, a customer expects prompt service and comfortable seating in addi-
tion to good food from a restaurant.

The augmented services - here the service provider offers benefits over and above those
that the customer expects.

The potential service - this contains all potential features and benefits that may be added
to increase the utility of the service to the buyers. For example, a computer can be upgraded

to function as a multimedia unit for entertainment or making presentation.

2. Price in services

Here pricing is dependent more on providing social benefits to customer rather than making prof-

its. The factors affecting pricing policy include the following (Lovelock and Wirtz, 2004):

Costs of providing the service

Prices charged by competitors

Demand levels and price elasticity of demand
Marketing with other product mix

Service quality and positioning

3. Promotion of services

Promotional program in a service firm should have three goals: to portray the service benefits in

as appealing a manner as possible, to differentiate its offerings from those of its competitors, and

to build a good reputation to the service firm. Since the service firm is marketing intangibles,

reputation is very important. Promotional programs can stress dependability of the service — it is

efficient delivery and consistent high quality.

4. Place decision

A key decision with regard service distribution is location. There are several factors, which influ-

ence the decision of service location (Woodruffe, Helen,1999):

Service inseparability
Service perishability
The role of the consumer as coproduce of the service

Customer needs and wants
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e Importance of geographical location as part of the service

e Target markets

5. People

People are the key to a successful service encounter and this can happen only if the employees
develop an obsession with the customers. The organization’s staff are its prime resource, and hu-
man resources management is the professional approach to finding and developing the right peo-
ple. Central to successful service delivery is the management of the customer provider interface.
Employees need to understand their role in service exchange, and human resources management

provides the programs and strategies to ensure the highest standards of customer care.

[1] Process

There are four objectives of setting down clear outlines or blueprints for service delivery processes.

These are (Woodruffe, Helen,1999):

e To ensure that service is carried out in the fastest, most efficient and cost effective manner
possible

e To enable service quality to be monitored and benchmarks to be put in place thus allowing
accurate measurement of both quality and productivity.

e To facilitate staff training and enable individuals to carry responsibility for individual
stages of the service transaction and delivery.

e To reduce the amount of divergence thus enabling accurate budgeting and manpower plan-
ning etc. to take place.

[2] Physical evidence

Since services lack tangibility the consumers require evidence to prove- that they exist in the
same form as being claimed by the service provider. Some services are product based and
service providers will focus on ensuring that any accompanying goods, which form part of the
service, are of appropriate quality and standard. Services, which are highly intangible like con-
sultancy and financial advice, are more difficult for the consumer to assess. In the absence of
any tangible products, consumers will look for other ways of evaluating the service. In this
context physical evidences like the tangible aspects of the service, the physical surroundings,
location, decor and layout of the organization help the service firms for marketing the services

efficiently.
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2 MARKETING OF EDUCATION SERVICES

However, education is a service therefore all points which are showed above can be applied to

education. Usually educational services include the following features (Prokopenko, 2014):

e Desired characteristics of future students

e Learning objectives

e Duration and level of studying

e Type of educational institution and the location.

e Technologies and control of results.

e Characteristics of the employees who provide educational services.

e The teaching tools and directions of their use, for example tools for the visualization of

knowledge

At the same time for a full analysis of educational services the main participants or subjects of the
market should be selected. The first subject is an educational institution which provides educa-
tional services, the second are consumers of these services, which may include individuals, busi-
nesses and organizations. The next subject of educational services market is intermediaries, such
as employment organizations, labor exchanges, the organizations of registration, licensing and ac-
creditation of educational institutions and public institutions and structures involved in the promo-

tion of educational services on the market (Pankruhin, 1999).

Educational institutions form the offer, sell and provide educational services. The functions of

educational institutions include:

e the provision of educational services to students and the transmission of knowledge and
skills;

e production and provision of related educational services, as well as the effects that form
the personality of the future specialist;

e providing information and mediation services to potential and actual learners and employ-
ers, including co-ordination with them the conditions of future work, the size of the order

and the sources of funding for education and other services (Pankruhin, 1999).

An important role among subjects performing student himself, on whom services are directed. The
student is not only the user of educational services in the working process, but also final consumer.
Consumers use the educational potential not only to create material and other benefits, not only
for earning money, but also for themselves to meet their own needs. The student carries out a

particular choice of their future profession and specialization, dates, places and forms of education,



TBU in Zlin, Faculty of Multimedia Communications 16

sources of financing, as well as the choice of the future place of work (or the next level of educa-

tion) and the implementation of the whole complex of building acquired conditions.

Apart from the main subjects of educational services market is also necessary to define indirect
participants of education, which also affect the formation of educational needs. From the consumer
part such indirect participants can be: parents, family, relatives, friends. The main member who

influence the consumer, is the family, because in most cases family provides students with money.

From the part of the educational institution in such a party is the government, because its role is
reflected in the production of services. Government develops lists of professions and occupations
for which students receive education and defines the main features of the range of educational
services. The state is the guarantor, as the quality of educational services, as well as its compliance
with educational standards, since it is engaged in certification and state accreditation of educational

institutions, and creates a state system of attestation and diagnostic centers.

Based on it we can conclude that student is the main member of educational services, so it is
important to study and analyze his or her needs and consumer behavior. Therefore, it is necessary

to make segmentation of the students.

2.1 Market segmentation

Market segmentation allows to differentiate and specify demand and as a result it can help iden-
tifying the most suitable conditions for choosing the best option of marketing strategy. As a result
of this process market segments are formed or groups of consumers who shows similar consumer
behavior. Market segments are differentiated based on the types of consumers and differences in

needs, characteristics, behavior of consumers (Bell and Wind, 2007).
Factors of segmentation (Batalova, 2010):
* Geographical factors.

Educational organizations are situated in certain regions and mainly focused on the urban popula-
tion, except of some special institutions. In addition, the geographic factors explain a fairly strong
homogeneity of the students on the factors of cultural-historical, linguistic traditions which are

important for education.
* Demographic factors.

One of the major demographic factors include age of the consumer. People at the age between 14
and 35 years are most interested in higher and further education. Next important demographic

factor is gender. Here we are not talking about how different the perception of the effectiveness
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and development of knowledge based on gender, there are differences in view of the situation and
prospects of men and women with respect to employment and demand in the labor market. For
example, is the fact that about 70% of the unemployed are women, the majority of which has
children in this connection educational institutions of retraining should take into account this fact

and offer appropriate services.
* Psychographic factors.

These factors include the choice of the region (or country) for education, the choice of a certain

educational institution and motivation.

Besides segmentation, the educational institution should constantly maintain their competitive-
ness. The competitiveness of an educational institution is made up of several factors. First of all,
this is the price for educational services. And the distinguishing feature is the fact that on the
market of educational services some services are often not paid by the consumer, student and par-
ents. The next factor is the quality of educational services, on the one hand, it assumes that the
content and process of studying should be made according to requirements of educational stand-
ards, on the other is to provide a sufficient level of technology in educational process (Pankruhin,

1999).

Another competitive factor is the image of the organization, which was formed intentionally or
accidentally in the public consciousness. This image is the basis of the reputation of the educational
institution, which is reflected in the rating. Rating performs quantitative and formal expression of

the reputation of the institution that affect the business (Batalova, 2010).

For consumers of educational services image is an informal guarantee of the quality of the pro-
posed educational product. There are internal and external image of the organization. The external
perception of the company's image reflects the social environment. Basically, the external image

based on the results of work and specifics of communication policy of the organization.

Internal image is how the company is perceived by the employees. The perception of the organi-
zation by employees has an impact on the activities, which ultimately affects the consumers of the
firm estimates. Due to the fact that educational institutions provide a specific non-profit product
with a special social significance, they have a wide range of components of the social component

of the image (Pankruhin, 1999):

e How long educational institution exists in the region;
e The number of outstanding graduates of educational institutions;
e Cooperation with other educational institutions in the region;

e Social importance of projects proposed by local community organization;
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e Demand for graduates of educational institutions in the local labor market;

e Activity in the social life of the region;

Thus, factors such as price, quality of service and the image of the educational institution influence
the student’s choice of educational institution. Comparing these characteristics in different univer-
sities, a student makes a decision about the place. Choosing the place students pay attention to
components such as the well-known brand, a beautiful and informative catalog, the availability of

the modern site and others.

Mazzarol and Soutar have identified several factors influencing institutional selection, based on a

survey of international and domestic students enrolled in Australian universities. These include:

e the reputation of both the institution and its faculty;

e word of mouth;

e connections with other institutions more familiar to the student;
e the number of students enrolled;

e the institution’s willingness to recognize the student’s qualifications (Mazzarol and Soutar

,2002).

2.2 Marketing mix of educational services

Price and quality are the main factors which influence students and his parents that is why the
attitude of students and their parents is becoming more consumer. In addition, the range from

which they choose expands because service producer is trying to satisfy customer’s needs.

Therefore, marketing mix activities or the 4P’s model (product, price, distribution and promotion)
is a marketing concept used as such to a limited extent in higher education, with its different com-
ponents being paid different levels of attention in the sector. Pricing and promotion policies are
used more in higher education as marketing concepts (Hemsley—Brown and Oplatka, 2006), prod-
uct policy not always being defined as such, is highly used in higher education institutions (pro-
gram portofolio, product quality, branding), while distribution policy is not considered at all, as

not being applicable to the sector.

Promotion policy concentrates in higher education around marketing communications and dissem-
ination of information, mainly in the context of choices made by potential students. This type of
activity that emphasize on the use of communication tools (such as advertising, public relations,
personal selling) in order to attract students, it can be associated with the selling approach, if the

information provided at admission about the high education and its services, does not correspond
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to reality. Subsequent efforts to ensure good student experience through valuable teaching experi-
ence and good support services and to prepare students for their profession are to be done to ensure
correspondence between reality and the communicated image and to maintain promotion policy
within the marketing philosophy that concentrates on the consumer (Voss, Gruber and Szmigin,

2007).

Pricing policy that deals with setting the prices for the educational services has a number of pe-
culiarities in the higher education sector. First of all, until a decade ago, in many countries (mainly
the European ones) higher education was totally state budgeted that meant from the student’s point
of view that it was free of charge. Since tuition fees have been introduced, they encountered dif-
ferent forms in different countries (as full costs, as partial contribution to the educational costs)
but the state still plays a major role in setting tuition fees. For instance, in UK partial tuition fees
for undergraduates have established upper limits by government, with the consequence that most
higher education institutions have the same tuition fees. This illustrates how the application of this
marketing concept has limitations in higher education, as the sector does not have always the free-
dom to set its own prices. This does not mean that the importance of price related aspects should

be ignored.

Price related information (tuition fees, cost of living, scholarships) is given equal importance as
the program’s characteristics in the potential students’ choice, given the recent increased consum-
erism in higher education choice (Maringe, 2006). The use of these marketing specific concepts in
higher education varies highly from one country to another. In USA as compared to Europe mar-
keting concepts in higher education have been assimilated to a higher extent, as USA has gone
through the clash of cultures between the traditional academic values and the market-focused val-
ues 10 years earlier (Chapleo, 2004). Even in Europe there are differences, with UK being seen
among the earliest in Europe to introduce more market-like approaches to higher education (D’ An-
drea, Stensaker and Allison, 2007). But in many countries marketing related activities are at initial
stages in higher education, communication being usually the first step to introduce a marketing

orientation in the institution.
Distribution policy is rather not considered, as having too little applicability to the higher education
sector.

2.3 International student market

The process of obtaining the education abroad is becoming more and more popular because of
globalization and internalization. Young people think that education at the university which is

situated abroad, opens many possibilities to them. Therefore, the number of students who study
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abroad grows up. According to the statistics, in the middle of 1980s 800 thousand people from
foreign countries studied in Europe, in the 1990s- over 1 million people and at the end of the XX
century about 1.5 million people, while in 2008 already exceeded 2.8 million. That’s why interna-
tional student market is developing and different countries and universities start to compete for

foreign students (Alekseeva, 2012).

Market of educational services is a set of educational services consumed abroad by citizens of
different countries, as well as educational services provided by foreign institutions in the domestic

markets (Chebotareva, 2012).

Market of educational services may include: language courses, schools, higher education, further
professional education. In addition, all segments of this market are connected with each other. For
example, there is the connection between language courses and educational institutions, because
students must have a certain level of language to study in certain institution. In order to confirm
the knowledge of a foreign language, students take specialized language exams (eg, TOEFL,
IELTS, DALF, DELE, CELI, etc.). Thus, higher education and language courses are interrelated.

In our work we will focus more on international student market or services of higher education for
foreign or international students. International students will be considered as a group of people
who came to another country to obtain bachelor, master or doctoral degree and who are not citizens

of the country (Filipov, 2008).

By the number of foreign students in the country is determined its level in international student

market. The leaders of this market are considered countries such as:
*United States

*United Kingdom

* Australia

* France

* Germany

About 60% of foreign students from all over the world are enrolled in universities of these five

countries.

The state of the international student market and the place of concrete countries in it is determined

not only by the number of foreign students, but also by other indicators (Filipov, 2008):

e rate of increase in the number of foreign students;
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o the ratio of the number of foreign students in the country relative to the world population
of students;

e income from foreign student’s programs;

e public costs for education;

e costs per 1 student;

e the proportion of foreign students as a part of all students;

e profiles of foreign students in the country of study;

e distribution of foreign students in universities and professions.

On these indicators influence the factors that students are guided in choosing the university and
the country. Choosing where to go, students usually take into account the following factors (Ale-

kseeva,2012):

e the migration policy of the host country (issues of obtaining visas, the ability to combine
work with study);

e career opportunities in receiving and sending countries;

o the recognition of the education in student’s home country and other countries;

e costs for studying abroad (tuition fees and accommodation, infrastructure, social support
for foreign citizens, the possibility of obtaining benefits and subsidies);

e reputation and expected quality of educational institutions and the education system in
the receiving and sending countries;

e the possibility and availability to continue education in the country of origin (the availa-
bility of the second higher education and postgraduate programs);

e cross-cultural communication between students, their supervisors and other members of
the academic community of host country; the ability to save personal, friendly and pro-
fessional contacts at home country;

e the language of the host country and the possibility of its study;

e the level and perception of quality of life in the host country (transport accessibility, cli-
mate, cultural and tourism opportunities, religion, political stability, etc.);

e geographical and cultural proximity of countries of origin and destination country.

These factors show that students concern not only about university and the program of studying,

but also about specific features of country.

Therefore, many countries start to invest money in advertising campaigns in which they promote
country and make themselves as educational destinations. These campaigns typically promote the

destination country’s quality of life (including safety and security), the quality and reputations of
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its postsecondary institutions and the accomplishments of faculty and alumni, orient students to
the postsecondary sector, and provide general information like finding accommodations and ap-
plying for a student visa (Agence Campus France, 2012). The challenge international students face
in determining institutional quality and fit in an unfamiliar postsecondary system may make coor-

dinated national campaigns particularly useful.

Mazzarol and Kemp have selected six main factors influencing choice of a particular destination

country (Mazzarol and Kemp, 2002):

e overall knowledge and awareness of the host country;

e recommendations from family and friends;

e cost issues (including both financial and safety/security);
e the environment (both physical and social);

e geographic proximity to the home country;

e social links (the presence of family and friends in the host country).

A set of factors written by CERI largely corresponds to this and other criteria mentioned in this
section, including: language of instruction; cultural and historical ties; quality of life; alumni net-
works; availability of the desired program of study; reputation of the destination country, its edu-
cation system and postsecondary institutions; cost; the availability of support services; portability
of earned credentials; and the possibility of securing permission to work or migrate (Centre of

educational research and innovation, 2004).

Let’s analyze some of these factors more deeply. First, the language of the country is a key factor,
since most foreign students tend to get into English-speaking country, which leads to the high

positions of Great Britain and the United States.

Second is the migration policy of the country. Some of countries give foreign students the right to

work and this includes visa issues relating to host and home countries.

Third, the price of educational services and financial support. There are several options for financ-
ing education in international student market. The main student support is going from educational
grants and loans, which work around the world. Participants of grant programs and loans are con-
sumers, including students and their parents, the applicants, the universities, the government and

banks.

Educational grants help students reduce the cost of higher education. Grants are provided free of
charge by the state, private companies, banks, charities and others. Grants are awarded for tuition,

accommodation, food, and other needs. They are available in the form of scholarships. The main
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objective of grants is to engage in higher education a greater share of the population, as well as the
involvement of students from disadvantaged backgrounds and support for students from families

with low incomes(Alekseeva,2012).

Financial support and prices for educational services depend on the host country. Prices for edu-
cational services associated with the position in the ranking, which means that the most expensive
education in the USA, further pricing policy corresponds to the position in the list of countries
above. For example, the year in USA school costs about 15-25 thousand dollars. In England, prices
are lower about 12-20 thousand dollars. Education in Australia and Canada will be cheaper in one
and half to two times than in America. While the world average level of prices - 10 thousand

dollars.

Based on the financial policy among the countries 2 groups of sellers can be distinguished hard
and soft sellers. Hard sellers include the USA, Canada, UK, Australia, New Zealand, since the
consumer is obliged to pay for the services itself, and the role of scholarships, grants and various
benefits is not important. In addition, according to this financial policy is typical the difference in

the price for local and foreign students (Filipov, 2008).

As for the soft sellers, studying of foreign students is financed from local sources usually from the
budget. For example, in Germany, France, Finland, Sweden, foreigners who study in public uni-
versities do not pay for education. The country benefits from such students at the expense of fi-
nance coming from their livelihood. In addition, countries that provide benefits for education, tend
to be more interested in attracting to their labor markets educated immigrants. Thus, the European

education is considered to be more attractive compared to the US.

2.4 International recruitment strategies

Government and institutional recruitment strategies take a variety of forms. Though they some-
times act on their own, often the cost, complexity, and time involved in international recruitment
lead them to seek assistance from a third party. The nature of these third party relationships varies
considerably, from one-time transactions to more extensive partnerships. Print media, social me-
dia, web sites, advertising and other promotional materials represent efforts to influence or encour-
age students to consider a particular institution or country. Governments can also influence pat-
terns of student migration through the development and implementation of immigration and stu-
dent visa policies. All of these international recruitment strategies can be divided into four general
categories: marketing, policy incentives, direct engagement, and third party partnerships(Da-

vis,2009).
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1)Marketing

Marketing consists of recruitment activities, which include advertising campaigns that promote
specific post-secondary institutions, a set of institutions, sub-national administration or country
(Tamburri, 2008). Examples of marketing activity include the development of a website or print
materials focused on students from foreign countries (Hoskins, 2012). Also it can be advertising
or an article placed in publications for foreign students developed by a private company. In addi-
tion, foreign students and their families often take into consideration institutional reputation as a
quality marker. Therefore, they focus more on elite and famous schools which located in particular
educational destinations countries. In response to this consumer behavior, many countries have
developed campaigns of brand identity to promote themselves to international students. These
campaigns aim to leverage the positive reputations many top destination countries enjoy by ex-

tending it in a sense to its lesser-known postsecondary institutions.
2) Policy incentives

These activities include strategies of government, directed to attract foreign students in the hope
that they settle will on a permanent basis (Dreher and Poutvaara, 2005). Such policies generally
respond to one of the four areas of interest for future students: the process of obtaining a student
visa, financial issues, work permission and permanent residence. The issues of getting student visa
can affect the direction of international student migration (Anderson, 2005). Many countries hope
to attract students from foreign countries by establishing funding schemes to support postsecond-
ary studies, especially at the graduate level. Some programs support international development or
diplomatic efforts and target students from developing countries, while others are intended to raise
the sponsoring country’s global research profile (General Accounting Office, 2008). Policies allow
international students to work in the destination country and therefore satisfy their needs for fund-

ing and to position them for success in the workforce as potential skilled migrants.
3)Direct engagement

By direct engagement is meant recruitment activities in which government or postsecondary insti-
tutional representatives are in direct contact with international students, their families, teachers, or
other education administrators. Examples of direct engagement include sending admissions per-
sonnel or faculty members to staff a display at an education fair overseas; development of an
alumni network in a sending country to assist with recruitment (Willis and Kennedy, 2004) or
participating in a recruitment tour of secondary institutions and meeting with teachers and coun-

selors (Davis, 2009).
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4)Third party partnerships

Third party partnerships include activities that an institution has contracted with a private vendor.
The specific of these partnerships can be different. An institution may sign a contract with a third
party to facilitate direct engagement activities. They may hire agents or an agency that manages
its own network of agents. These agents then recruit and assist prospective students in a particular

region or city on the institution’s behalf.

Moreover, for many international student’s application and visa processes can be quite difficult.
Therefore, they show a desire for using a middleman (Bodycott and Lai, 2012) and many students
and their families hire an agent. This middleman can be called education agent in other words is
“an individual, company, or organization that provides advice, support, and placement services”
(NACAC, 2010). Agents are paid for their services — by the educational institutions they represent,
the students they assist, or both. When working with students, agents can help identify a range of
suitable institutions, help explain admissions processes, translate documents, help students prac-
tice their interview skills, review their essays and writing samples, and expedite the paperwork

needed for visa applications (Levanthal, 2011).

The most expansive partnerships involve the establishment of pathway programs. A pathway pro-
gram is a hybrid international recruitment-instruction delivery service that institutions contract
with third-party private vendors to provide (Wood, 2011). The seller — usually a recruitment
agency with its own network of agents — recruits international students to a foundational year pro-
gram that it operates on the institution’s campus (Steele, 2010). Agents target students whose
grades, test scores, or language proficiency make them unlikely to be admitted directly to the in-
stitution. Instead they apply and are admitted to the seller’s pathway program. In the program,
students take courses intended both to improve their language skills and meet institutional prereq-
uisites needed for regular admission as second-year students. Students live in residence and have
access to campus resources, for which the seller compensates the institution (Pearson, 2010). The
vendor administers the pathway courses and selects and hires instructors. The institution generally
receives a percentage of the tuition for all credit-bearing courses. Proponents of pathway programs
describe dividends for all sides. Students with the desire but not the grades or fluency in language
needed for admission get an alternative pathway to an overseas credential. Postsecondary institu-
tions secure a secondary stream of international students who meet admissions criteria and are
already acclimated to campus. Recruiting agencies expand their recruitment pool to include other-

wise inadmissible students.



TBU in Zlin, Faculty of Multimedia Communications 26

2.5 Education services in the Czech Republic

Higher education forms the highest level of the Czech education system. Czech higher education
dates back six hundred years. In 1348 Emperor Charles IV founded a university in Prague which
is the oldest academic institution in the Central Europe. It is now called the Charles University.
Since 2001 the three cycle structure has strictly been implemented in the higher education system

(Study in Czech Republic, informational portal).

Bachelor’s degree programs are 3 to 4 years in duration and constitute the first level of higher
education. The study program must be completed with a final state examination, which usually
includes the presentation and defense of a thesis. Successful graduates may enter the labor market

or continue their studies in follow-up Master’s programs in related fields.

Master’s degree programs may either follow on from Bachelor’s programs as follow-up Master’s
programs (1 to 3 years), or they may be full programs (4 to 6 years). Programs focus on the acqui-
sition and application of theoretical knowledge, and on the development of creativity and talent.
Graduates in Master’s programs have to take a final state examination and publicly present and

defend a thesis.

Doctoral programs (normally last 3 years) are intended for graduates from Master’s programs and
focus on independent creative work in research, development or the arts. Doctoral studies are com-
pleted by way of a state doctoral examination and the public presentation and defense of a doctoral
thesis (dissertation) based on original work, which must have been published or admitted for pub-

lishing (Higher education in Europe, 2000).

The main language is Czech; however, some programs are offered in foreign languages (mainly

in English) is expanding in particular to cater for international students.

Moreover, Czech Republic offers scholarship opportunities for international students The Govern-
ment of the Czech Republic annually offers scholarships within its Foreign Development Assis-
tance Program. These so called government scholarships support students from developing coun-

tries who would like to study at public universities in the Czech Republic.

Czech Republic provides scholarships for studies pursued both in the Czech language and in the
English language. Scholarships for studies in the Czech language are granted with a view to a list
of recommended fields of study, updated according to the needs of specific countries, and also
with regard to ongoing development cooperation projects. Applicants can also receive funding for
a one-year long language and preparatory course. Scholarships for study programs in the English

language are granted only in the selected study programs.
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Besides, The Ministry of Education, Youth and Sport of the Czech Republic annually offers schol-
arships to foreign nationals within the framework of intergovernmental exchange programs ar-
ranged with a number of countries. These scholarships can only be granted to candidates officially
recommended by the appropriate authorities in the eligible countries, which collect the applica-
tions, set the closing date for applications and organize the selection procedure. These can be
Czech embassies abroad, ministries of education or other organizations active in the field of edu-

cation (Study in Czech Republic, informational portal).

The third option of financial support is provided by the International Visegrad Fund. The Visegrad
Fund is an international organization founded by the governments of the Visegrad Group countries
(Czech Republic, Hungary, Poland and Slovakia). The fund operates several grant programs, and

also awards individual scholarships, fellowships and artist residencies.

Visegrad scholarships support Master’s and PhD studies or research stays at universities in the
Visegrad region, including the Czech Republic. Applicants must come from Albania, Armenia,
Azerbaijan, Belarus, Bosnia and Herzegovina, Georgia, Kosovo, Macedonia, Moldova, Montene-
gro, Russia, Serbia, or Ukraine, and they can apply for study periods up to 4 semesters. Interested

applicants should submit their applications by January 31 each year.

Also South Moravian Centre for International Mobility is a specialized nonprofit organization
which provides support to talented students and researchers based in the South Moravian Region
of the Czech Republic. This scholarship scheme supports foreign students from countries out of
the EU who are interested in Master or Doctoral studies at universities in Brno. Study programmes
in technical and natural science are preferred and it is also expected that applicants will have a
good knowledge of Czech language as they must be able to the pass entrance exam at university

and start studying in Czech.

There are even more opportunities for international students which help them to pay for education
in Czech Republic. This fact proves that Czech Republic is open for international students and
support them. That’s why the number of them is increasing and competition among university is
growing as well. Today, the Czech Republic is an increasingly popular destination for international
study, with over 39,000 foreign students currently enrolled at its universities. Also, EU statistics

released in 2014 listed it as the 12th most popular destination for Erasmus students in Europe.

The highest number of foreigners, almost 7 thousand, study at Charles University in Pra-
gue (6,852), many of them studying medical or pharmaceutical science. It is very similar
at Masaryk University in Brno — out of a total 5,599 foreigners, 1,315 are students at the faculty

of medicine. The University of Economics in Prague has over three thousand foreign students,
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most of them enrolled for disciplines lectured at the Faculty of International Relations(Czech Sta-

tistical office).
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3 MAIN GOAL, RESEARCH QUESTIONS AND METHODS

This part focuses on the methodology of the marketing research which was conducted by the au-
thor in order to collect data about consumer behavior. In the chapter main goal and research ques-
tions are described. Moreover, the author explains which methods were used and their advantages

and limits.
3.1 Main goal

The main goal of the thesis is to find out what motivates students to study abroad and, based on

the findings, suggest a promotional campaign for selected faculties of Tomas Bata University.
In order to meet the main goal, the following subgoals were stated:

e To analyze specific features of consumer behavior and decision making process of for-
eign students.
e To find out main factors which influence student choice.
3.2 Research questions

To meet the main goal and subgoals of the thesis, the following research questions were set:

RQ1: Who are the main consumers of foreign educational services and who influences their

choice of country and university?

RQ2: Which are the main factors that customers take into consideration during the process of

choosing the place of studying?

RQ3: What are main sources of information which our customers use?

RQ4: What does consumers motivate to buy these services?
3.3 Research Methods

In the master thesis, two strategies will be used: quantitative and qualitative in order to gather a
big variety of information. Qualitative research allows to get deep and sensitive information while

quantitative strategy gives common trends and statistical data.

Moreover qualitative research is primarily exploratory research. It is used to gain an understand-
ing of underlying reasons, opinions, and motivations. It provides insights into the problem or helps
to develop ideas or hypotheses for potential quantitative research While quantitative Research is

used to quantify the problem by way of generating numerical data or data that can be transformed
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into useable statistics. It is used to quantify attitudes, opinions, behaviors, and other defined vari-
ables — and generalize results from a larger sample population. Quantitative research uses meas-

urable data to formulate facts and uncover patterns in research (Flick, 2009).

As quantitative research on-line survey is used. Respondents are foreign students from non-Euro-
pean countries who study in Czech Universities. This method allows to collect information about
students from all Czech universities and to see from which countries and cities they are, where is
the biggest amount of foreign student. Moreover, it gives data about most popular sources of in-
formation and we can analyze the connection between different variables. Therefore, the big ad-
vantage of on-line survey is that we can reach students in different cities of Czech Republic who
came from different countries. Since students are among young population all of them have Inter-
net and it is possible to publish questionnaire in social networks. On the other hand, the issue of
reliable data appears, because the absence of interviewer leads to less reliable information. Be-

sides, it is difficult to motivate and persuade respondents to fill questionnaire.

As qualitative strategy is used semi-structured interview which is conducted with 10 participants
who study in different universities of the Czech Republic. One of the main advantage of this
method is that interviewer can ask additional questions if something is not clear and also can see
non-verbal reactions of participants. On the other hand, there is a problem to persuade students to
participate in the interview because it takes time and some people do not like when they are rec-

orded.
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4 APPLICATION PART

In this part the process of marketing research is described. First of all, tools and results of quanti-
tative strategy are presented. Second of all, the process and tools of qualitative research are shown.
In the end of this chapter the author gives conclusions and recommendations based on goals and

research questions.

4.1 Quantitative research

On-line survey is the method which is used as quantitative strategy because only through the In-

ternet we can reach students from different Universities and cities of the Czech Republic.

4.1.1 Sampling method

On-line questionnaire was put in all big groups in social networks in which international students
are included. Usually these groups are based on the Universities and foreign students share infor-
mation there. We used systematic sampling and sent the link to every seventh student among group
participants. Moreover, snowball sampling was used because we asked to send the questionnaire

to other international students whom they can know.

4.1.2 Respondents

211 International students who study in Czech Universities participated in the on-line survey.
Among them about 60% are from Russia, 18.5% Ukrainians, 9.5% -Kazakhstan and other respond-
ents are from Belarus, Moldova and Armenia. The middle age of respondents is 21.14. The main

part of respondents are females 72.5% and only 27.5% are males.

Table 1 Age of respondents

Total
amount of Standard
respondents Minimum Maximum Mean deviation
Age 211 17 31 21.14 2.599

Source: Own research

Most of the respondents study bachelor's programs 76.1%, 20.1% study master's programs and
only 3% are Ph. D students. Since students study in different cities we can see that about 40% of
them live in Brno and a bit less of participants live in Prague-36%, other students are from smaller
cities such as Zlin, Plzen, Hradec Kralove, Liberec, Ostrava, Olomouc. Economic specialization

is the most popular one comparing to others, 38.4% of all respondents study at economic faculties,
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249% focus on technical studies, 13.3% study humanities while others study medicine, law, philol-
ogy, chemistry. Main part of our respondents study in Czech language 86.3% and 13.7% in Eng-
lish.

4.1.3 Questionnaire

The questionnaire is presented in Russian language, the translation and original form of it are

shown in the appendix. The questionnaire was downloaded in online google forms.

The purpose of the first question is to see did students consider other countries apart from the
Czech Republic or they intended to study only in the Czech Republic. The results of this question

will show intention of students in the beginning of decision making process.

The second question shows the sources of information about the possibility to study in Europe. It

is important to know who influenced student’s desire to study abroad.

The aim of the third question is to identify characteristics which make European countries attrac-
tive compare to USA and Asian countries while the fourth question completes the previous one
but without comparison with other countries. In the fourth question respondents select reasons of
choosing Europe. Starting from the fifth question the topic focuses on the Czech Republic as study

destination.

The fifth question aims to find when exactly the student starts think about this possibility, what
affect his or her desire. The importance of characteristics presented in the next question will show
to what students pay attention most of all. Then 7 and 8 questions help to find out features of
student’s behavior during the process of choosing the university. Therefore, students can think
from more general to more concrete, because in the beginning they start to answer about countries
and then they finish at the University.10 -12 questions are for those respondents who study in
Czech language and who took Czech language courses before. These questions aim to discover
how advertising affect their decision. 15 question will show the level of student’s satisfaction by
different characteristics like the program, quality of knowledge, relationship between students and
teachers etc. The purpose of 16 and 17 questions is to identify student’s future plans after finishing
the University. 18-25 are social demographical questions which will find out personal information

about our respondents.

4.1.4 Results

In the beginning we made a comparison of three groups of countries in terms of the different
characteristics that are attractive to students. The leader is European countries that take first place

in all the criteria: the language, attractive migration policy, the price of educational services, the



TBU in Zlin, Faculty of Multimedia Communications 35

prestige of education in this country, the presence of students from different countries, the prox-
imity of the culture to student’s country, the location of the country, the international recognition

of qualifications, high level of teaching.

Among these indicators the prestige of education and the international recognition distinguish the
United States, these criteria were chosen by 40% of students. While the attractiveness of the teach-
ing level in the United States noted 33.6%, and the value of American education in the home
country - 34.6%. For other parameters USA vary a lot from European countries, while Asian coun-

tries have not scored more than 8% on any criterion.

It is necessary to analyze what makes Europe so attractive and why students choose European

countries for further studying.

Table 2 Reasons to get education in Europe

ey Percent (%)

The possibility of the future successful employment 149 71.0
in Europe

Good conditions for studying and living 130 61.9
The high prestige of European education 116 55.2
High quality education 110 52.4
Acceptable prices for school 106 50.5
The possibility of successful employment at home 43 20.5
country

Parents or friend’s recommendations 36 17.1
The possibility of obtaining a scholarship 28 13.3
Do not know 5 24
Total 723 344.3*

*total is more than 100% because respondents could choose several answers
Source: Own research

The table shows that the main reason is the possibility of the future successful employment in
Europe, while the possibility of successful employment at home country is marked only by 20%

of respondents.

The second reason which was chosen by respondents- good conditions for studying and living.

The conditions of life were marked by 61% of respondents, although the reason is not directly
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related to education. This means that students meet the need for education and at the same time

satisfy other needs not related to education, in this case, it is improvement of living conditions.

Moreover, the high prestige of European education, high quality education and acceptable prices
for school make European education more attractive. More than half of students chose these crite-

ria.

Our research showed that 43,5% of the respondents have known about education opportunities in
Europe from friends and 28,2% from parents. Also the younger respondents are, more they learn
from their parents. While another important source of information is advertising. Advertising was
noted by 15% of respondents, though, in my opinion, advertising has an impact on increasing
number of potential students. Only 15% chose this because not all respondents can notice the in-
fluence of advertising and accept it. And among 15% of respondents 10% have bachelor’s studies

and 5% master’s studies.

Sources of information about European
education, %

FRIENDS PARENTS FROM PEOPLE MEDIA ADVERTISING TEACHERS OF
WHO STUDIED IN PREVIOUS PLACE
ONE OF THE OF STUDY
EUROPEAN
UNIVERSITIES

Graph 1 Sources of information about the European education
Source: Own research

Going from general to more specific, from European education at all to education in the Czech
Republic the influence of parents is getting stronger. Almost 40% start to think about going to
study to the Czech Republic after their parents have offered this option, 28% when friends told
them and 10% after saw some advertising. Therefore, we can see that most of all students are

influenced by their parents.
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Graph 2 Importance of education characteristics
Source: Own research

According to the graph 2 we can see that the most important factors which students considered
during decision making process is the possibility of free education (4.41) and the price of education
(4.33). Therefore, we can conclude that Czech Republic has attractive price policy especially for
those who study in Czech language. Also students take into consideration quality of knowledge.
Among less important factors are the possibility to travel in Europe, new technologies in studying
process, relations between teachers and students and others. The most unimportant factors are

credit system of evaluation and the possibility of participation in student mobility programs.
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SOURCES OF INFORMATION ABOUT THE
NIVERSITY, %

Advertising; 2,8 .

Educational exhibition;
8,1 |

Internet 37

Friends; 20,4 .

From the company
with which | came;
28,9

Graph 3 Sources of information about the university

Source: Own research

Students who came with the company, %

m Bachelors = Masters

Graph 4 Amount of students who came with the company

Source: Own research
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According to the graph 3 we can make some conclusions about how students learn about univer-
sities where they study now. Most of them have found information in the Internet- 37%, about
30% was provided with information by companies through which they came to the Czech Repub-
lic. Moreover, among this 28.9 % of students 25% are those who study bachelor’s programs in
Czech language (graph 4). About 20% of students knew about the university from their parents

while 8.1% saw some materials on education exhibitions.

It is necessary to know which characteristics they consider during the process of choosing the

university. There are three main factors which are more than others important to students:
1)Program of studying- 65.2%

2) University ranking-52.4%

3) Requirements for application-44.8%

Meanwhile factors such as city where university is located, price, scholarship, deadline of appli-

cation and extracurricular activities are less important in the decision making process.
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Question 14 in the questionnaire examines satisfaction level of studying characteristics. Based on
the graph 4 we can see that students show high level of satisfaction in such factors as online eval-
uation system(portal), the level of teaching and quality of knowledge. By others factors students
are rather satisfied or they express more neutral relation regarding them. However, the general

level of satisfaction is pretty high.

Questions 15 and 16 examine future students plans after graduation. About 40% of respondents do
not decide where they are going to live yet while other part would like to stay in the Czech Republic
(27.6%) or move to another European country (21.4%) and less than 5% are planning to come

back to home countries.

4.2 Qualitative research

Semi-structured interview is the method which is used in the work because it allows to reach

deeper information and to understand better the results of quantitative method.

4.2.1 Participants

International students who study in the Czech Republic participated in the interview. We con-
ducted 10 interviews with different participants, 7 of them study in Tomas Bata University, 2 of
them in University of West Bohemia in Plzen and 1 in Karlov University. Most of participants are
from Russia and others came from Moldavia, Ukraine, Armenia and Kazakhstan. Five participants
are involved in bachelor’s programs, four in masters and one PhD. In order to reach our partici-
pants, we used snowballing method. All interviews were recorded and based on records transcripts

were written.

4.2.2 Results

Results of qualitative research have proved and developed data received from online survey. First
of all, students showed their intention to study in Europe compare to USA and Asian countries
because of price policy: "To study in USA is usually expensive. One year of bachelor’s program
costs 70 thousand. One friend of mine is studying there and pays 70 thousand per year. Canada is

expensive as well."(A, 23 years old).

However, comparing prices for education services among European countries students emphasize
attractiveness of Czech Republic. Some participants mentioned that the tuition fee in Czech Re-
public is 2500 euros per year, while in France the price with discount for international students is

7000 euros.
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But not only prices for education services play an important role, also students consider prices for
products and services in the country: "Well, costs of living in the Czech Republic is big advantage”.
(A, 23 years old). This factor does not have direct relation to the educational service, though it
affects the choice of the country. For example, for some students it was the key factor during
decision making process. Some of them applied and were accepted in several universities but in

the end chose Czech Republic because life is cheaper.

Moreover, students pay attention to different kind of scholarships and financial support from the
University and Czech government: "I was choosing between Estonia and the Czech Republic. The
main factor was a scholarship. Since Estonia did not offer a scholarship I choose the Czech Re-

public and here [ am "(A, 23 years old).

Some participants emphasize loyalty and openness of price policy in the Czech Republic. First of
all, how was mentioned before the tuition fee is lower than in other European countries. Moreover,
students know that this money will come back to them in the form of financial support. For in-
stance, the University gives financial support if students show intention to participate in interna-
tional conferences and other scientific events. The same happens with research. PhD students told

us that if the university considers your research important and useful they will invest in it.

Apart from university scholarships, Czech government and European Union provide international
students from certain countries with financial support. Some of participants obtain the scholarship
from Visegrand Fund which covers tuition fee and part of living needs. While others get some

scholarships from the Czech Government.

Therefore, based on the results of the interviews we can see why students chose Europe and Czech
Republic, what factors were important for them. Now it is necessary to analyze the process of
selecting the concrete university and program. Our research shows that most of the students want
to study in big cities which are familiar to them: "Well, I have always considered the Czech Re-
public, it seemed to me such a romantic country. Education is good, everyone always talked about

it. And Prague is so beautiful"(O, 27 years).

Moreover, some students who have chosen small cities for studying, say that they would change
their choice in favor of large city. Most participants would like to change it for Prague and some
of them for Charles University. Foreign students want to study and live in big cities, as they can
find more job opportunities there. They consider Prague as the city with big amount of different

job opportunities.
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As our research shows most of the participants have intention to stay and work in the Czech Re-
public and in their opinion it is easier to do with Czech diploma: "With diploma from Czech Uni-
versity will be easier to find a job, rather than with a diploma of a Russian university" (E, 20 years

old).

Therefore, the majority of students who left to study in Europe focus on the western labor market.
Almost all participants are planning to stay and work in the Czech Republic and some of them in

other European countries.

Besides, for our research is very important to identify how the students search for the program and
concrete university. Based on the interviews, certain differences between bachelors and master’s
students were found out. Since most of the bachelor students came to the Czech Republic with

some kind of commercial companies or organizations, they were affected by advertising.

Some of them realize the special role of advertising in the decision making process. "Yes adver-
tising had kind of influence. If  was found by a man from language courses I would say definitely
ves, somehow I was curious "(V, 23 years old). Some of the participants recognize the presence of

advertising, but cannot realize exact effect it had.

Others found information with the help of university advertising. Some participants emphasize the
certain role of international education exhibitions. For instance, one participant knew about Tomas

Bata University and about Zlin from the exhibition which was conducted in Czech Republic.

Unlike bachelors, students of masters programs were not affected by advertising: "To be honest, 1
have not seen any advertising. I did everything by myself, I did not ask anyone, did not contact any
agency (A, 23 years old). Usually potential customers who are planning to study master programs
in English use official websites like “Czech Republic” with the list of universities and after that
they look for the websites of particular universities where they learn information about admission

requirements and then contact people from international office.

They search for information in the Internet and use official websites. For example, some partici-
pants used the website called “study in Czech” and then search in google. First, the students used
official websites, then they went to universities websites: "I started with the « study in EU ». I
think it was something like a general study in Czech Republic, in my opinion, some Ministry of

Education, they have such a website "(Oksana, 25 years).

Thus, there is a tendency that the main source of information is the Internet, but search engines
give different information based on the language in which students search and level of education.

If the request is made in Russian and potential customer plan to obtain bachelor’s degree abroad,
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not necessarily in the Czech Republic, Google provide them with commercial websites and adver-
tising of Czech language courses. This is connected to the fact that education in the Czech language
is free of charge, so future students and their parents are attracted by this perspective, even though
the language courses are not for free. While the future masters and PhD students tend to use official

sites and plan their studies in English.

Also it is necessary to understand what makes Czech universities attractive to students be-
cause this information will allow to develop more effective promotional campaign and emphasis
factors which they appreciate. One of these factor is using modern technologies in studying process
like the base of new books, better computers, some technical stuff and access to information. Apart
from technologies students like external characteristics: "Well, university is very beautiful. Every-

thing here is so cool "(A, 23 years old).

Besides, some participants emphasis the cooperation with others Universities: " Sometimes
the university organizes the lectures with professors from different countries. For example, last
vear, I participated in several lectures. Once there was a woman who came from Japan and told
about Japanese working environment, how to get a job there, how to talk with colleagues. And in
my eyes it's very useful "(V, 25 years old). Other students appreciate the possibility to participate
in Erasmus programs or other exchange programs. They consider it as a big advantage and from
these programs they can get new knowledge and experience. But at the same time some of potential
customers do not know about these possibilities and that they can participate in it. The possibility
of European universities offer a variety of exchange programs and universities relations and con-
tacts definitely attracts students and make them the part of international environment because all

universities are connected.

Also participants pay attention to living conditions. They emphasize high living conditions
in the dormitory compare to Russia. And even though Zlin city is small and has less than 100
thousand populations, the infrastructure is developed very well. Moreover, the public transporta-

tion is developed and participants consider Zlin as a nice green city for students with a lot of parks.

On the other hand, we should find out disadvantages which students mentioned in the interviews.
Students who study in English are not satisfied with the level of teacher’s language: “Now my
second year is finishing. Unfortunately, I did not really like the level of English. Not all teachers
are fluent and that’s why some barriers appear "(Arthur, 23 years). Students complain about low

English level teachers have because they cannot express their thoughts and explain materials.
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While others mentioned the lack of practical experience which teachers have and that’s affect the
quality of the whole program. Participants told us about their previous experience in other univer-
sities. These universities invited some teachers from real companies and they gave classes and

taught more practical information. Students consider these practices as a big advantage.

4.3 Discussion of research results

Qualitative and Quantitative research allowed us to find out specific behavioral features of our
consumers. On-line survey, in which participated 211 students who study in Czech University,

helped us to identify main trends regarding their decision making process.

Majority of our respondents study bachelors programs in Czech language and this is more typical
way for foreigners from post-soviet states, because the knowledge of Czech language allows them
to study without paying charge. The main part of those who study in Czech language came with
the help of different companies and agencies. Since most of the respondents are bachelors, the
middle age of them is 21. While the amount of students who are involved in master’s programs in
English is lower and their age is higher. The significant part of our respondents is from Russia and
others came from different post-soviet states. We have found out that the majority of respondents
study in Prague and Brno. And participants mentioned that they prefer to go to the city about which

they already heard or knew. Moreover, the advantage of big cities is a variety of job opportunities.

Besides, based on the survey results, two more competitors of European countries in terms of
education were compared and main strengths of European education were selected. According to
the data the most attractive factors are the price, multicultural environment, cultural similarity and

close location to the home countries compare to different group of countries.

Moreover, reasons and sources of European education were analyzed. According to the gathered
data the most popular reason why young people want to study in Europe is the possibility of the
future successful employment. The survey showed that significant part of the respondents plans to
stay in Europe and do not return back. And usually respondents learn about opportunity to study

in Europe from friends but after that parents play more important role.

After that the characteristics which are more important for students in decision making process
were distinguished. Students and their parents are attracted by pricy policy for education services
in Czech Republic. By price policy they mean not only price from University but also possibilities
to get different kind of scholarships and governmental financial support. However, some students

did not know about financial support and complain about the lack of the information.
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They pay attention to price policy more than to other factors during decision making process. The
next factor which takes the second place on the scale of importance is quality of knowledge which

is reached by new technologies and wide data bases.

Besides, we have found out that majority of respondents learn about the university in the Internet
and only few of them saw some advertising. Research findings showed us that program of study-
ing, university ranking and requirements for application are the most important factors which re-

spondents take into consideration when they choose the university.

Moreover, we came to the conclusion that the level of satisfaction with education services is pretty
high and we compared which services have better marks and which of them are weaker. Besides,

based on the results future plans and desires of students were found out.

Semi-structured interview which was conducted with 10 participants, international students helped
us to see the whole situation deeper. All conclusions from the survey were confirmed and devel-
oped with the interview. Participants described in the details how they choose the place for study-
ing, who helped them in this process and what opinion was the most important for them. The main
trend which we distinguished is that students who search for master’s programs in English use

only Internet and basically official websites. They pay more attention at the program of studies.

Participants gave their opinion about advantages and disadvantages of the programs in which they
are involved and what they would change if it would be possible. The main disadvantages which
were mentioned here is the level of English which teachers have and too theoretical knowledge
which cannot be applied at the future job. The main advantage which students emphasizes is the
possibility to participate in different international programs, be involved in meetings and confer-
ences. And students mentioned that during decision making process they did not know that they

have such possibility. Also they told about their future plans and desires.

Therefore, the combination of two research methods allowed us to get necessary data which meet

research questions and goals. Based on these conclusions the project can be developed.

4.4 Research suggestions

In the future the both parts of the work can be developed. Theoretical part can be exploded with
other approaches of scientists. Moreover, the data of similar research can be analyzed and com-

pared with our results.

In order to collect more representative and reliable data the sample of the quantitative research

should be larger. Besides, more variables can be added in the research. In order to reach more
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foreign students, the researcher can cooperate with international departments of Czech universi-
ties. Also this kind of cooperation may help to gather some statistical data and it can be also

reached with the help of Czech statistical organizations.

4.5 Answering research questions

RQ1: Who are the main consumers of foreign educational services and who influences their choice

of country and university?

According to the research results the main consumers of foreign educational services are young
people with the average age 21 years old. They are in their last year of high school, bachelor or
master programs. Most of them live in Russia and they have intension to move to Europe and find

a job here, while some of them do not plan to study abroad at all.

Our research shows that parents have the main influence on potential customers. However,
younger students are, more influence from parents they have. On the second place are friends who

affect more in the beginning of the decision making process.

RQ2: Which are the main factors that customers take into consideration during the process of

choosing the place of studying?

During the process of choosing the place of studying the student face with several questions, the
first one is more general and related to the country of studying and the second question is more

specific it includes the city and the concrete university.
Factors which are more important in selection of the country:

e The possibility of free education
e The price of education

e Quality of knowledge

e Possibility to travel in Europe

e New technologies in studying process

Moreover, we have found out that students would like to study in big cities with which they are
familiar from friends, parents or social media. However, some students during the selection pro-
cess first search for the concrete city and then universities there, others do not care about the city,

university and study program are more important for them.
Factors which are more important in selection of the university:

e Program of studying

e University ranking



TBU in Zlin, Faculty of Multimedia Communications 47

e Requirements for application.
RQ3: What are main sources of information which our customers use?
As was mentioned before choosing the country of studying students take into consideration opin-
ion of their parents and friends. Then they start to search information about particular iniversi-

ties.
Main sources of information about the University (from more popular to less popular):

e The Internet

e Companies and commercial organizations with which students came to the Czech Repub-
lic (students who study in Czech language)

e Parents

e FEducation exhibitions.

RQ4: What does consumers motivate to buy these services?

Based on the research findings we can conclude that students are motivated by the future oppor-
tunity to stay in Europe and to find a job here. Most of students think that diploma from Czech

University can help them to reach their goals.

4.6 Recommendations

Based on the research results we have developed some recommendations for the Tomas Bata Uni-
versity. First of all, UTB should cooperate more with other organizations such as foreign univer-
sities, Czech language courses suppliers, job suppliers because these kind of cooperation can in-
crease the number of clients and brand awareness. The agreements with Czech language courses
will attract more students because they will provide students with materials about TBU and let
students know about the possibilities which the University gives to the students. The agreements
with foreign universities will open the access of presenting TBU materials and can increase num-
ber of exchange students who can be full time students in the future. Moreover, exchange students
are the sources of word of mouth advertising. Once they come back to their countries they share
their experience and opinion about the university. However, some agreements with other compa-
nies can provide students with internship and for some outstanding students with future job. This
fact will motivate potential students to choose UTB because most of them are planning to work in

Czech Republic.

According to the gathered data students take into consideration the program of studies and they
appreciate the use of new technologies. Moreover, some students are not satisfied with the level

of English which teachers have and others complain about the lack of practical classes. Therefore,
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we would like to suggest to launch English courses for teachers in order to improve their level and
to invite more native speakers. Once teachers will finish language courses and get the diploma the
results can be presented on the website and can attract potential customers. Besides, to expand
studies programs with more practical classes and involve some professors who work in companies

of this field and can provide students with case studies and more practical knowledge.

Moreover, we would like to recommend to the Tomas Bata University to launch the project which
focus on marketing communication tools which can be used to increase brand awareness and at-
tract more international students from non-European countries. The project is described in the next

chapter of the work.
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IV. PROJECT PART
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PROJECT INTRODUCTION

In this part based on the research results and our theoretical knowledge the project is presented. In
the project the author analyzes potential customers, segments, competitive environment and sug-
gests to the Tomas Bata University which communication tools is better to use in order to promote

education services for international students from non-European countries.

5 BACKGROUND

Tomas Bata University is located in Zlin and involves about 10 000 students. It consists of 5 fac-
ulties. One of the main activity is developing international relations through attracting international

students.

Tomas Bata University plans to attract more international students for selected faculties: Faculty
of multimedia communication(FMC), Faculty of management and economics(FAME), Faculty of
informatics(FAI), Faculty of technologies(FT) because these 4 faculties can offer different pro-
grams in English and Czech. While in this moment there is a lack of foreign students, programs
are opened but few foreign students are interested in them. However, it is clear that the University

get a big advantage from international students and improve the position in the ranking.

In order to solve this problem, the University should use appropriate marketing communications

tools which should be selected based on the results of the research and market analysis.

6 MARKETNG STRATEGY

6.1 Potential customers

Our potential customers are bachelor students, master students of universities, school leaver and
their parents. The age of target group varies from 17 till 25. Potential customers are from post-
soviet states mostly from Russia and from big cities. Their families are involved in middle or upper

middle class. The main part of target group already has intention to study abroad.

6.2 Segmentation

All potential customers can be divided according to different characteristics. First of all, based on

their intentions:

1) Potential customers who wants to study in Europe
2) Potential customers who wants to study in the Czech Republic

3) Potential customers who wants to study in concrete university
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Based on the level of studies:

1) Students who are planning to obtain bachelor degree
2) Students who are planning to obtain master degree

3) Students who are planning to obtain PhD degree

According to the language of studies:

1) Students who will study in Czech language
2) Students who will study in English

According to the studies fields:

3) Economic and Management
4) Informatics
5) Multimedia communication

6) Technologies

For each marketing segment communication tools should be different.

6.3 Objectives

e Increase awareness and interest in the Tomas Bata University programs through increas-
ing the number of international visitors to the webpages

e Increase the number of enquiries received from prospective international students

e Increase applications, offers, acceptances and enrolments in the Tomas Bata University
programs by international students

e Develop awareness of Zlin as studying destination and inform potential customers about
living conditions

e Develop awareness of University brand through participating in exhibitions and advertis-
ing

e Increase interest of potential customers and make them familiar with possibilities which

the University can offer

6.4 Product

Tomas Bata University offer all programs in Czech language for free if students have appropriate

language level. Moreover, some faculties have bachelor, master and PhD programs in English.
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Table 3 English Programs of TBU

nology

Faculty Degree Name of the program | Price  per | Scholarship
year in euro

Faculty of man- | Bachelor | Management and eco- | 2000 2200
agement and nomics
economics
Faculty of ap- | Bachelor | Information and con- | 2200 2200
plied informatics trol technology
Faculty of man- | Master Business administra- | 2000 2200
agement and tion
economics
Faculty of man- | Master Finance 2000 2200
agement and
economics
Faculty of man- | Master Management and mar- | 2000 2200
agement and keting
economics
Faculty of multi- | Master Marketing communi- | 2500 2140
media communi- cations
cation
Faculty of ap- | Master Information technol- | 1900 2500
plied informatics ogy
Faculty of ap- | Master Security ~ Technolo- | 1900 2500
plied informatics gies, Systems and

Management
Faculty of ap- | Master Integrated systems in | 1900 2500
plied informatics building
Faculty of tech- | Master Polymer Engineering | 2780 2230
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media communi-

cation

Faculty of man- | PhD Management and eco- | 1650 3500
agement and nomics

economics

Faculty of man- | PhD Finance 1650 3500
agement and

economics

Faculty of ap- | PhD Engineering Informat- | 1800 3560
plied informatics ics

Faculty of ap-|PhD Automatic control and | 1800 3560
plied informatics informatics

Faculty of tech- | PhD Technology of Macro- | 2410 3560
nology molecular Compounds

Faculty of tech- | PhD Food Technology 2410 3560
nology

Faculty of multi- | PhD Visual arts 2500 3560

Source: Own research

According to the table 1 we can conclude that TBU can offer big variety programs in English,
most of them are masters and doctoral programs. The majority of programs are provided by faculty
of management and economics and faculty of applied informatics. Moreover, based on the prices

and scholarship we can see that in most cases scholarship covers tuition fee. This opportunity to

obtain the scholarship can be attractive for potential customers.

6.5 SWOT analysis

In order to identify internal and external factors which influence the position on the market it is
necessary to develop SWOT analysis. SWOT analysis helps to evaluate the position of the com-

pany. Based on our research findings we have distinguished external and internal factors of the

Tomas Bata University.



TBU in Zlin, Faculty of Multimedia Communications 54

Table 4 SWOT analysis

Strong support of international and exchange

students
New technologies and labs
Low prices
Possibility to obtain scholarships

International events and conferences

Strengths Weaknesses
Modern university New brand
International environment Low level of English

Few programs in English
Absence of Czech language courses
Lack of practical classes

Weak awareness of the brand

Opportunities

Threats

Agreements with foreign universities
Agreements with Czech courses suppliers
Growth of interest in the Czech education

Developing of government financial support
Loyal migration policy
Contracts with companies in Zlin
Lunching of new international events in Zlin

Building of new student dormitory

Strong competitors
Small and unknown city for foreigners

Changes in political relations with post-

soviet states
Growth of prices on products

Weak job opportunities in Zlin for for-

eigners

Source: Own research

According to the table 2 we can see that main strengths of the company are related to international
environment and support which the University provides foreign students. One of the example is
Buddy System organization which was created in order to help and support international students.
Moreover, TBU organize different events, like international days and dinners where students can
learn new cultures and meet people. Another strong part of the university is price policy. Compare

to competitors the company offers lower prices and give opportunity to obtain financial support
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from the university. However, there are some weaknesses related to the fact that the University is
pretty new and do not have long history and strong image that is why awareness of the brand is
low. Besides according to the research results many students complain about the content of stud-

ying programs and about teacher’s level of English.

External factors focus more on migration policy because it directly affects the amount of students
who go to study to the Czech Republic. Moreover, among external factors the develop of the city
plays important role. For example, if the city will launch more international events like Film Fes-
tival it will attract more people and more interest. Meanwhile among external factors should be
taken into the consideration strong competitors with good reputation and long history which will

be analyzed in the next part of the work.

6.6 Competitive analysis

In order to distinguish competitive advantage of TBU it is necessary to select main competitors
and compare them according to important characteristics which were mentioned in the research.
Based on the ranking of Czech Universities main competitors were selected and were analyzed

services which they offer, price policy, location and availability of information on the websites.

Table 5 Main competitors

The name of | Services Price  per | Location Ranking in | Full infor-
the Univer- year the Czech | mation pre-
sity Republic sented  on
the web-
site(0-
100%)
Charles Czech language | 2000-8000 | Prague 1 Accommo-
University | courses Euro dation-60%
Big variety of | Average Visa-50%
Master, bache- | price 1S Alumni’s
lor and PhD | 5000 euro .
achieve-
programs in ments-
English 100%




presented in

English
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Few master pro-
grams in Ger-
man
Czech Bachelors and - Prague Accommo-
Technical master’s  pro- dation-0%
University | grams in Rus- Visa-0%
in Prague sian and Eng-
_ Alumni’s
lish
achieve-
Doctoral  pro- ments-0%
gram in English
Masaryk Different kind Brno Accommo-
University | of Czech lan- dation-70%
guage courses Visa-0%
Bachelor, mas- Alumni’s
ter, doctoral achieve-
programs in ments-0%
English
Brmo Uni- | Bachelor, mas- | 1500-7000 | Brno Accommo-
. . . . eno
versity  of | ter and big vari- Average dation-80%
Technology | ety of doctoral price is Visa-80%
programs 4000 Eur .
. Alumni’s
taught in Eng-
) achieve-
lish
ments-0%
Palacky Few bachelor, - Olomouc Accommo-
University | master, doctoral dation-0%
Olomouc programs  are

Visa-0%
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Alumni’s
achieve-

ments-0%

Source: Own research

Based on the competitive analysis we can conclude that the main competitive advantage of pro-
grams in Tomas Bata University is the price, because compare to the competitors the company
offer lower prices. Meanwhile the advantage of the competitors is the location, because interna-
tional students want to study in big cities and tend to go to the places which they know and hear
before. Moreover, competitors offer big variety of programs in foreign languages. Therefore, pro-
motion campaign of the company should be focused on the price policy and emphasis the equal

possibility to obtain the scholarship.

7 MARKETING COMMUNICATION TOOLS

In this part we suggest main marketing communication tools which can be used in the project.
During the selection of the instruments we took into consideration research results, objectives of

the project, characteristics of potential customers, SWOT and competitive analysis.

7.1 Social Media Marketing

Social media marketing (SMM) - the process of attracting traffic or attention to a brand or product

through social networks.

At the same time, the main attention is paid to the creation of content that users will distribute
through social networks already independently without participation of the group administrators
and public pages of universities. It is important because all messages that are transmitted through
social networks look like recommendations due to the social connections of the participants. Peo-

ple tend to trust what their friends and also those who are authority to them say.

Promotion in social media allows most effectively influence the target audience. Social networks
are the largest sites where all types of audiences are represented, with which educational institu-

tions can communicate directly, choosing the most suitable ways of communication.

The most popular social network for young people in post-soviet countries is “Vkontakte”. “Vkon-
takte” is a leader and has more than 54 million accounts. The social network "Vkontakte" has the
youngest audience and the highest scores among users up to 24 years old. The second place takes
social network which is called “Odnoklassniki”, but the middle age of the audience is higher it

varies from 24 to 44 years. Facebook takes the third place and then go Instagram and Twitter.
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Therefore, in our case it is necessary to create online community in “Vkontakte”. The first motive

why potential customers will join the community is that they want to get information about the
company or services, the second motive is the communication between users and with administra-
tors. The basis of such a community is the brand the of company. The brand is presented in the

name of the group and in the main part of the content.

The name of the community- Education in the Czech Republic-Tomas Bata University. The cover

picture is the logo of the University.

Picture I Community in Vkontakte
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In the album can be posted pictures of the University, students, the city, living conditions and also
can be added videos from different events. The administrator should open discussions where par-
ticipants can share their experience. The next step is the process of student’s attraction. The first
way is integration with the main website. If there is a link on the main website people will follow
it to know more and vice a versa people from the community will see the website. The second way
of increasing participants number is to post the link to the community in similar communities with
big amount of users. In our case it can be such groups as “Studying in the Czech Republic”, “High
education in Europe”, “High education abroad”. Besides to bringing new target audience, it is also
necessary to keep the interest of existing participants by updating the content regularly. The infor-
mation should cover not only services of the University but also useful advices about visa issues

and scholarship possibilities.

The successful example of similar community is Czech language courses in Podebrady-
(https://vk.com/podebrady). This group consists of different discussions, pictures, videos and in-

formation about legal issues and cultural events.


https://vk.com/podebrady
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7.2 Pay per click advertising

Contextual advertising or pay per click is text ads that are shown to users on request, if these
advertiser requests are added to the settings of the advertising campaign. Ads are shown to the user
at the moment when he himself showed interest in the product or service and, probably, is ready

to buy.

Search contextual advertising is shown in search results in the largest search engines or on the

websites in case the user's request coincides with the keywords of the contextual announcement.

Thematic contextual advertising is shown on the page of the site that is part of the partner network
of advertising systems, if the subject of advertising corresponds to the interests of the user. The-
matic advertising is shown as additional information to the content of pages that the user views.
Although to display ads, the user does not make a request, they are still in the sphere of his atten-

tion.

We suggest to develop search contextual advertising for UTB. In order to do that it is necessary to
analyze keywords which are used on the website. Based on keywords ad text can be written. More-

over, PPC platforms should be chosen.

Keywords: Tomas Bata University, student, faculty, international, education programs, courses,

master’s degree program, bachelor’s degree program, tuition fee.

Ad texts:

“Apply to master’s programs in English in Tomas Bata University!”

e “Join international students group in Tomas Bata University!”

e “High education for international students in Tomas Bata University.”

e “Low tuition fee for PhD and master’s programs in Tomas Bata University”

e “High education in Czech and English languages in Tomas Bata University in Zlin”

Since potential customers usually use Google and Yandex, appropriate platforms for PPC cam-
paigns are Yandex Direct and Google AdWords. Therefore, PPC campaigns will develop brand
awareness and increase the amount of website visitors what will positively affect the position in

SEO.

7.3 Digital marketing

The content of the website should be unique in order to have good position in search engines.
Moreover, it has to be easy, useful, understandable for the visitors and contain relevant infor-

mation.
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During the analysis of English version of the current UTB website we have found out that some

parts of it has old and bad presented information.
Picture 2 Current website
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For example, the section about student experience contains student stories from 2006 and in order
to know them the visitor needs to download pdf file and spend some time to read it. Therefore, the

recommendation is to update all information and make the presentation more visible and creative.

Based on the research results we made a conclusion that the main future purpose of students is to
find a job in Czech Republic or Europe. That is why it is necessary to let website visitors know
about job opportunities. It can be done by providing visitors with the statistic of employment of
international students and description of their experience. The University should collect data about

alumnus, their place of work and position and present the most outstanding results on the page.

Since we know that parents play important role in decision making process they need to have
access to the information on the website. To make the process of learning easier for them we would

recommend to translate all content of the website to Russian language as well.

According to the research results the price is the most important factor during decision making
process that is why the information about price policy should be visible and easy to find. At that
moment in order to find price policy of the University the visitor of the website has to spend some

time while the pricing policy is one of the main competitive advantage of the University.

Besides, the University should inform students about the opportunities to obtain scholarship for
both Czech and English programs. Apart from universities scholarships, the information about
other financial support possibilities should be presented. And this information should be presented

on the main page in order visitors can easy to find it.

Also the University should mention the possibility to participate in different international pro-

grams, conferences and to describe the advantages of the city and living conditions.
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Therefore, all important information mentioned above should be added at the website or the place
of it should be changed. In Categories “I want to study” or “International” should lead to this
information.

Picture 3 Current website
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7.4 Printed advertising

In order to increase brand awareness, the company should launch printed advertising in schools
and universities. The message of the advertising should be focus on the possibility to obtain dif-
ferent degrees in Czech Republic for a good price and opportunity to get the scholarship which

will cover the tuition fee.

First of all, printed advertising should be presented in big universities of big cities and can be
divided according to segments. In universities which focus more on economic studies will be pre-

sented programs of FAME, in technical school information about faculty of technology.
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Picture 4 Advertising poster 1
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Source: Own Research

This poster emphasis the possibility to study bachelor, master and PhD programs in English and
obtain the scholarship.



TBU in Zlin, Faculty of Multimedia Communications 63

Picture 5 Advertising poster 2
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Source: Own Research

The poster 2 shows that tuition fee for bachelor, master and PhD programs is 2000 euro and more-

over there is an opportunity to get the scholarship for accommodation.

Picture 6 Advertising poster 3

ﬂi A A . _
. j utb.cz y | s ’ \ B ) -I(‘ N BE IN 7
g ' 8 | ‘ " %\ / ~ \STUPY IN
§ . ” '\  ‘\ Ea Y
| v i ‘\\ /,’

]
X A

~ Bulcwee o5pasosaHie B Hexuvm 0T 2BBBE

Source: Own Research



TBU in Zlin, Faculty of Multimedia Communications 64

The third poster shows to the potential customers that they can obtain high education from 2000

curo.

7.5 Event marketing

Participation in the exhibitions provides an opportunity to solve many business problems at the

same time.

Exhibitions allow to increase the number of clients and sales, find ways to optimize production
processes, increase competitiveness, provide a positive perception of the brand or company, im-

prove the reputation and brand awareness.

For TBU it is necessary to participate in main exhibitions of international education. The biggest
ones are conducted in Moscow and Saint Petersburg. Some of them involve both Russian and
foreign universities while others focus only on international education. In the beginning it is better

to participate in exhibitions which attract only those who are interested in education abroad.

For example, in October 2017 in Moscow will be organized one exhibition of international educa-
tion in which will participate Asian, European and USA universities. One more big exhibition will

be conducted in May in Saint Petersburg.

In order to participate in the exhibition TBU should make a registration and prepare all materials:

banners, flyers, brand book, business cards, posters.

8 IMPLEMENTATION OF THE PROJECT

In order to launch described marketing communication tools it is necessary to identify who will
be involved in the project, the location of it, milestones of the project, financial and timing issues

and risks which the project can face.

8.1 Labor force

In the table 4 main people who should be involved in the project are described. Also their main

responsibilities are mentioned.

Table 6 Human resources

The name of the | Necessary working | Amount | Responsibilities

marketing activity | forces

Social media mar- | The administra- | 1* e Update information in

keting tor/copywriter of the the communities




TBU in Zlin, Faculty of Multimedia Communications

65

communities in So-

cial networks

e  Write informative and
interesting articles

e Download pictures from
events

e Attract more participants

e Suggest new ideas re-

garding promotion the

communities
Pay per click adver- | PPC specialist/Inter- | 1 e Choose appropriate
tising net advertising spe- platforms
cialist e Develop keywords and
advertising texts
e Implement advertising
campaigns in the plat-
forms
e Control of the campaign
e Analysis of the results
Digital marketing Copywriter 1* ¢ QGather interesting
information about
alumnus
e Write advertising texts
e Write short articles for
the website
Web designer 1 e Change places of some
information blocks
e Make the website more
modern, easy and attrac-
tive
Printed advertising | Designer [** Develop advertising posters and

banners according to the request
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Event marketing Designer 1** Develop all visual materials for

the education exhibition

Employees from the | 2-3 e Find appropriate

international office educational events

of UTB e Make registration for the
event

e Find tickets and
accommodation

e Divide responsibilities
and roles during the

event

Source: Own research

According to the table 4 we can see that the project requires about 4-7 people. Signs * and ** mean
that it can be the same person. Based on the table it is visible that event marketing need more

people to be involved than others marketing activities.

8.2 Phases of the project

Basically all projects consist of 5 main phases:
1. Project conception and initiation

2. Project definition and planning

3. Project launch or execution

4. Project performance and control

5. Project close

The first two points were described in the beginning of the project part where objectives and back-

ground were mentioned. The third point consists of five main marketing activities:

e Social Media Marketing
e Pay per click campaign
¢ Digital marketing

e Printed advertising

e Event marketing
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These activities should be initiated at the different time. The first three tools which mainly work

in the Internet should be started at the same time and work systematically. The next step is partic-

ipation in education exhibitions and the last is printed advertising.

The fourth and fifth phases are related to the analysis of the results and measurement of the pro-

gress.

In the scheme 1 are presented main phases of the project.
Scheme 1 Phases of the project

Source: own research
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8.3 Media plan

The beginning of the project is planning for September 2017 since all students will start to study.
As was mentioned before the first part of the project is related to the Internet marketing and ap-
proximately this part should take 2 months. After that event marketing is planned to start, because
main education exhibitions in Russia take place in autumn and winter period. Printed advertising
is planned to launch in the beginning of the spring, because in this period students try to make their

final decision about future place of studying. Therefore, the length of the whole project is 8 months

from September 2017 till the end of April 2018.

Table 7 Media plan
Marketing tool Amount | Terms Location
Social Media Mar- | 1 15.09.2017-15.11.2017 Internet
keting
PPC advertising 1 15.09.2017-15.11.2017 Internet
Digital marketing 1 15.09.2017-15.10.2017 Internet
Event marketing 2 06.12.2017 Moscow
10.01.2018 St. Petersburg
Printed advertising | 50 15.03.2018-30.04.2018 10 biggest high

schools and univer-
sities in main cities
of Russia:

Moscow

St. Petersburg
Yekaterinburg

Novosibirsk

Nizhny Novgorod

Source: Own research




TBU in Zlin, Faculty of Multimedia Communications 69

8.4 Budgeting

Based on all described marketing communication tools we can count the budget of the campaign.

Table 8 Actions and budgeting

Activity or materials Amount Price( euro)
Pay per click advertising 200 clicks 200
Education exhibition

Fee 2 2300
Flight tickets 3

600
Apartments/hotel 3 100
Printed materials 100 150
Design of exhibition place | 1 200
Design and print of banners | 50 70
Copywriting for the website | 3 30
and communities in social
networks
Total expenses 3650

Source: Own research

According to the table 1 we can see that the most expensive tool is education exhibition because
it requires not only development of materials but also participation of university employees who
should be provided with tickets and accommodation. On the other hand, the results of participation

have to be efficient. In conclusion the total expanses which is necessary for 1 year is 3650 Euro.



TBU in Zlin, Faculty of Multimedia Communications 70

8.5 Risks and limits

Basically all projects have risks and limits. In most cases risks of the project are related to the
timing issues. Our project is not an exception. In order to attract more international students in
2018-2019 academic year all project phases should be completed on time. The next risk of the
project is unsuccessful negotiation with universities and high schools. On the efficiency of this
negotiation depend the advertising campaign. Besides, the results of the project depend on special-
ists who are involved in it. From this point of view, the university should carefully select people
who will participate in the project. Also there are certain risks which are related to the participation
in the exhibition, because it requires a lot of sources while it is difficult to measure the results of
it.

The limits of the project involve the lack of the resources. First of all, the lack of labor force,
because the international office will have more responsibilities and moreover there is a need to
hire some external specialists. The next limit is related to the limited amount of money for the

project.

8.6 The measurement of the project results

In order to evaluate the efficiency of the project it is necessary to analyze either the objectives of
the project were completed or not. One of the main project objective is increasing of the interest
and the number of the applications at TBU. It is possible to evaluate the progress once the project

will be finished and the new academic year will start.

First of all, the number of the international students in 2018-2019 year should be compared with
previous years. However even if the number has increased it does not mean that it is the conse-
quences of our project. Therefore, the best way to distinguish that is to conduct interviews with
new international students and identify which part of them made a decision to study at TBU thanks

to the activity of the project.

Second of all, the interest in the Tomas Bata University can be measured through the attendance
of the University website, activity in the communities of social networks, questions which poten-

tial customers ask international office.

Therefore, the project progress can be measured only when the next academic year starts and new
students arrive. On the other hand, some project results can be reflected in more than one year,

because not all of potential customers are last year students.
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8.7 Future implementation suggestions

Further implementation suggestions mainly consist of the same marketing communication tools
but they should be expanded. In the case of printed advertising the base of universities and schools
should be increased. The project can be expanded to the bigger amount of cities in Russia and even
other post-soviet countries. Regarding the participation in the education exhibitions the university

can present their brand in more education exhibitions and find more particular events.

After the influence of pay per click advertising will be measured and positive results will be found
out, more money can be invested in this kind of campaign. The activity in Social networks should

be continued and maintained.

Based on the budget and time limitations the recommendations related to the English language
courses, improvement of the programs and agreements with external companies were not included
in the project. However, these recommendations can be taken into the consideration in the further

development of the project.

8.8 Project conclusions

In the project part we have described our main customers, identified their characteristics and di-
vided them on the segments. Moreover, external and internal factors and competitors were ana-
lyzed. Based on this analysis and research results we have suggested Tomas Bata University to
use particular marketing communication tools in order to meet project objectives: Social Media

Marketing, pay per click advertising, digital marketing, printed advertising and event marketing.

In the implementation part we have described who should be involved in the project and which
responsibilities they have. We divided the whole project on the main phases and prioritized them.
We identified which steps start at the same time and which of them start later. The whole project
1s planned for the next academic year 2017-2018. It is supposed to start in the middle of September
and finish in the end of April. Also we have count necessary expanses for the project and distin-

guished risks and limits which the project can face with.

When the project will be finished is necessary to measure the progress which it made and how
objectives were completed. It was mentioned that the main indicator of the results is the amount
of international students in further years and their interest in the University. Once the project will
be finished and the results of it will be measured it can be continued according to the future sug-

gestions.
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CONCLUSION

In the work the theoretical background of services and educational services were analyzed. Based
on the analysis we defined main features of services and marketing mix of educational services.
Then the description of international student market with main players was presented and in the
end of the theoretical part we focus on education services in the Czech Republic because empirical

research was conducted in the Czech Republic.

After that the author describes methodology of the marketing research which was conducted in
order to collect data about consumer behavior. In this chapter main goal, research questions, meth-
ods of the marketing research are presented. In order to gather data, the author uses quantitative
and qualitative methods. The research was conducted in the Czech Republic,211 international stu-
dents participated in online survey and 10 students in semi-structured interview. In the next part
results of the both methods are presented and main conclusions are made. In the end of the analyt-
ical part the author answers research questions and gives information about main consumers of

foreign educational services.

The research showed that the main consumers of foreign educational services are young people
with the average age 21 years old. They are in their last year of high school, bachelor or master
programs. Most of them live in Russia and have intention to move to Europe. During the selection
of the country they take into consideration such factors as the possibility of free education or price
for it, quality of knowledge, possibility to travel in Europe and new technologies in studying pro-
cess. While choosing the university they pay attention to the program of studying, university rank-
ing and requirements for application. Mostly they search for the information in the Internet. How-
ever, some amount of students Based on the research findings we can conclude that students are

motivated to study in Europe by the future opportunity to stay in EU and to find a job here.

Based on the analysis of the data the author suggests the plan of the project for Tomas Bata Uni-
versity in Zlin. The goal of the project is promotion of educational services for international stu-
dents from non-European countries. That is why in the project part appropriate marketing commu-
nication tools are chosen and described. After that the author suggests how to implement them
taking into consideration budgeting issues, labor force, media plan and which risks the project can
face. In the end of the project part the author describes further implementation suggestions. Finally,
it is necessary to mention that the research questions stated in the methodological part are answered

and the main goal of the thesis is met.
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APPENDIX P I: ORIGINAL QUESTIONNAIRE

3npaBcTByliTe! JlaHHBIN OMTPOC MPOBOIUTCS B PAaMKaX MaruCTEPCKOM JUCCEPTAIIMH CTYICHTKH (a-
KyJbTE€Ta MAPKETUHIOBBIX KOMMYHHKaIMK YHuBepcuteTa Tomaia batu B 3nune. MccnenoBanue
CBS3aHO C M3YyYCHHEM MApKETHHTOBBIX WHCTPYMEHTOB MJIs MPOJBMKEHHS 00pa30BaTEIbHBIX
YCIIYT JJIs MHOCTPaHHBIX CTYJeHTOB. McciienoBanre HapaBieHO Ha TE€X, KTO YYUTCS Ha YEHICKOM
WJIM aHTJIMHCKOM sI3bIKax B yenIickux By3ax. [Ipurnamaro Bac npuHsaTh yyacTue B JaHHOM OIIpoce
U OKa3aTh NMOMOIIb B cOope naHHbIX. MHpopmarus OyaeT ucnoiab30BaHa TOJIBKO B 0000IIEHHOM

BUJIC.

1.Kakue cTpaHbl Bbl paccMaTpUBaJIH IIPH BEIOOPE MECTA OTyYeHUs MPOPECCUOHAIBHOTI0 00pa3o-

BaHMS IIOCJIE IITKOJIBI?

1) Tombko Yexuro
2) Ipyrue eBpoIeiCKue CTpaHbl

3) Ipyrue HeeBpOIEWCKHE CTPaHbI

2. OTkyza BBl y3HAJIU O BO3MOKHOCTH TOTy4eHUs oO0pazoBanusi B EBpone? (svi6epume 1 unu He-

CKOJIbKO eapuarmoe omeema)

1) ot poaureneit

2) ot apys3eil, 3HaKOMBIX

3) w3 cpenacTB MaccoBOM HpopMauu

4) oT mpemnojaBaresei ¢ MpeabIayIero Mecta o0y4eHus
5) U3 peKsiaMbl CTPaHbI

6) U3 pexiiaMbl By30B

7) OT TCX, KTO YUYMUJICA B OJHOM U3 eBpOHeﬁCKHX BY30B

8) npyroe

3. Bribepute cTpaHy WM TPYINIy CTpaH, XapaKTEPUCTUKU KOTOPBIX, Ha Barn B3rsi, aBiastoTcs

HanOoJee IMPUBJICKATCIIbHBIMUA JJIS TIOJTYYCHHU A O6pa3OBaHI/I$I?

(B kaorcooti cmpoke evlopams 1 cmpany).

CIIIA EBponeiickue A3unaTcKkue CTpaHbl

CTpaHbl

1) S3bik cTpaH(bl)
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2) IlpuBnexkarenbHas MH-

rpaiiOHHAad MOJIMTUKA

3) Ilena na oOpa3oBa-

TeJbHBIC YCIYTU

4) TIlpectmxHOCTH 00pa-

30BaHMs B OTOM CTpaHe

5) Hanwuuwue cTyIE€HTOB U3

Pa3HBIX CTPaH

6) bnuszoctb KyabTyphl C

MOEH CTpaHOM

7) MecTononoxxeHne

CTpaHbI

8) MexnyHapoaHoe npu-

3HAaHHUC KBaJ'II/ICI)I/IKaL[I/II/I

9) BbICOKMIT YPOBEHb

MpEIojaBaHus

10) Beicokast IeHHOCTH 00-
pa3oBaHus , TOJY4CH-
HOT'O B ATOM CTpaHe, y

MEHS Ha POJIMHE

4. Tlouemy BrI pemnnn nonyuuts npodeccrnoHanbHoe oopazoBaHue MMeHHO B EBpone?

1) Beicokuit npectuk 00pazoBaHusl, noiay4deHHoro B EBpomne

2) Bo3MoxxHOCTB B OynylleM yCIeuHoro Tpyaoycrpoiictsa B EBpone
3) Hanuuwue Bcex ycnoBuii 1uid yueObl U )KU3HU

4) Beicokoe kauecTBO 00y4eHuUs

5) Bo03MOXKHOCTbH yCHIELIHOTO TPYIOYCTPONCTBA HA POJIUHE

6) Ilpuemiemsble 1eHHI 32 yueOy

7) Bo03MOXHOCTb MOJIy4€HUS CTUIIEHANN

8) Coser poautenel, npy3ei

9) Apyroe

10) 3atpyaHstoch OTBETUTD
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5. Kora BbI 3a5yMaliuck 0 TOM, YTOOBI MOeXaTh YUUThCs B Uexuio? (6vibepume 1 éapuanm om-

eéema)

1) Ilocne ygactusi B mporpamme oOMeHa

2) Tlocne yBUIEHHOTO MHOIO PEKJIIAMHOTO OOBSIBICHHUS/COOOIICHIS

3) Ilocie Toro, Kak poAUTENH MPEUIOKUIN MHE 3TOT BAPUAHT

4) Tlocne Toro, Kak MOM JIpy3bsl WJIM 3HAKOMBIE paccKa3alli 0 BO3MOXHOCTH 00yueHwust B Ye-
XUH

5) Tlocne momUTHYECKUX COOBITHI, MPOUCXOIAIINX B MOCH CTpaHe

6) Ilocine Toro, kak y3Hamu(a), 9To €BpONEICKOEe 00pa30BaHUE IICHUTCS/BBICOKOTO Ka4eCTBA

7) Jpyroc

6. Beioupas Uexwuro, Kak MECTO Ballei TanbHEHIIEH yaeObl, HACKOIBKO IS BaC OBUIM BaXKHBI JIaH-
HbIE XapaKTEPUCTHKU OOyueHus u ku3Hu? OrueHuTe 1o mkaie ot 1 g0 5. 5-oueHp BaxHO, 4-

BaKHO,3-HEUTpaIbHO, 2-HEBAXHO, 1- a0COTIOTHO HEBAXKHO

(Hanpomue Kaxcoo2o sapuanma evibepume om 1 00 35)

1)Bo3MOKHOCTB IyTeniecTBoBaTh o EBporie 1 (213 4 5
2)OTHOILIIEHHUE MPENoIaBaTeNiel K CTyIeHTaM 1 12 13 4 5
3) uena o0yueHus 112 (3 4 5
4)BO3MOXKHOCTb IIOJTy4eHUsI 00pa30BaHMsI OECIUIaTHO

5)0n1M3K0€ TePPUTOPUATBHOE PACIIONOKEHHE K MOEH CTpaHe 1 1213 4 5
6)06:1130CTh KyJIbTYpbl YeXuu U KyJIbTypbl MOEH CTpaHBbI 1 (213 4 5
7)KpeauTHas cucTEMa OLEHOK 1 (213 4 5
8)BO3MOKHOCTb y4acTHs B IpOrpamMMax cTyJaeHueckoi MoOmnbHoct |1 |2 |3 4 5
9)kauecTBO MOJIy4aeMbIX 3HAHUN 1 (213 4 5
10)ucnonb30BaHUE COBPEMEHHBIX TEXHOJIOTHI B npouecce oOyuenuss |1 |2 |3 4 5
11) ueHs! Ha TOBapsl U yciIyru B Uexuu 1 1213 4 5
12) murpanuonHas noautuka Yexuu 1 |2 |3 4 5

7. OTKyna BbI y3HaIU 00 YHUBEPCHUTETE, B KOTOPOM ceifuac oOydaeTech?

1) Ot pomureneit
2) Ot npy3ei, 3HaKOMBIX
3) C oOpa3zoBarenbHOI BHICTABKU

4) Ot KOMIaHUHU, OPTaHU3ALMH Yepe3 KOTOPYIO s nmpuexa(a)
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5)
6)
7)

Hamen(a) cama B uHTEpHETE

N3 pexnamMHBIX cOOOIICHMIA

Apyroe

8. Uto muisg Bac ObLIIO HAaMOOJIEEe BaKHBIM IIPH BBIOOpE BYy3a? (8vibepume 2-3 sapuanma)

1)
2)
3)
4)
5)
6)
7)
8)
9)

Ilena Ha oOy4yeHue

Hennaiin mogaynm J0KyMEHTOB
Hannune ctunennun

[Iporpamma oOy4eHUSs

PeitTunr By3a

TpeGoBanust sl MOCTYTIIICHUS
l'opoa, B KOTOpOM HaxXOAUTCS BY3

BneyueOHbIe BO3MOXXHOCTH, KOTOPBIE TTPEIOCTABIISET BY3 (0OIIEKUTHE, CIIOPT)

Jipyroe

9. Ha xakom si3bIKke BBl 00y4aeTech?

1)
2)
3)
4)

AHTTIMACKUNA
Yemckui
Pycckuit

Jpyroii (HanmumuTe Kakoi)

10. I'te BBI M3yvasid YEHICKUMN A3BIK? (8blOepume | unu HECKOILKO 6apuUanmos omeema)

Bonpoc monvko 0ns mex, kmo yuumcs Ha yeuwickom. Ecau Bol yuumecs na opyzom ssvike, nepeti-

Ooume Kk gonpocy 13.

1) Ha kypcax denickoro si3plka B Uexuu

2) Ha kypcax 4emnickoro si3blka/ ¢ perneTUTOpOM B CBOEH CTpaHe

3) CamOCTOSTENBHO B CBOEH CTpaHe

4) Hpyroe (ranuwume, umo)

11. I'ne BBI HanuM HHGOPMALIMIO O Kypcax YELICKOTo s3bIKa? (6bibepume 1 eapuanm omseema)

Bonpoc monvko ons mex, kmo usyuan yewickuil Ha kypcax. Ecau Bvi ne nocewanu kypcol, nepeti-

oume k gonpocy 12.
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1)
2)
3)
4)
5)
6)
7)
8)

Hamen(sa) B unTepHeTe

VYenpiman (a) mo paauo

VBujen (a) no TeneBu3Opy

VY3nau (a) oT Apy3eit/3HaKOMBIX

VY3Hau (a) OT poauTeeii/poICTBEHHHUKOB

V3Hai (a) B I3bIKOBOII 1IKOJIE/ areHTCTBE 00Y4EHUs 32 pyOekom
VBunen(a) Ha BEICTABKe

Hpyroe (ranuwume, umo)

12. Ko orutaunBaet Baiie o0yueHue? (gvioepume luiu HecKoIbKO 8apuaHmos omeema)

1)
2)
3)
4)
5)
6)
7)
8)

13. Kakue u3MeHeHus: B CBOEH KU3HU Bbl OXKHJaeTe Mocie nonydeHust oopasoBanus B Uexun?

Cam

Poaurenu wim poaCcTBEHHUKU
[IpaBUTENBCTBO MOETO TOCYJAPCTBA
[TpaBUTENBCTBO YEHICKOTO FOCYAaPCTBA
EBporneiickuii coro3

MexnyHapo HbIH (OHT

pyroe (HanumuTe KTO)

3any,Z[H$II-OCI> OTBCTUTD

(Bvibepume He 6oniee mpex 6apuanmos omeema,).

1)
2)
3)
4)
5)
6)

14. HackonbKo BBl yJJOBIETBOPEHBI JaHHBIMU XapaKTepUCTUKaMU 0OyueHust B Uexun? 5-monHo-
CTBIO YJOBIIETBOPEH, 4- CKOpEE yIOBIETBOPEH, 3- HEUTpPAIbHO, 2- CKOpEE HE yJIOBJIETBOPEH, |-

MIOJTHOCTBHIO HE YAOBIIETBOPEH. (8 KAMCOOU CMpOKe OmMemums 00HY yugpy)

Cmory HaTH BBICOKOOIIJIAUMBAEMYIO PaboTy

CraHy BBICOKOKBATU(PHUIIMPOBAHHBIM CHEIUAINCTOM
Moii Kpyro3op u B3I HA )KU3Hb U3MEHUTCS

51 crany 6osiee caMOCTOSTENbHBIM

S Oyny 3HaTh OOJbIIIE S3BIKOB

Apyroe

1) ypoBeHb aHIIIMHCKOTO SI3bIKA Y MperoaaBaTenei (ToNbKo i TeX, KTo | 1 4
YUUTCS HA aHTJIMHCKOM)
2) nmporpamMMa oOy4eHus 1 4
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3) oTHoOIIEHHE MpenoaaBaTesiel K CTyJeHTaM 1 12 |3 (|4 |5
4)KkauecTBO MOTy4aeMbIX 3HAHUM 1 (2 (3 (4|5
5) aJIEKTPOHHAs CHCTEMa OIEHOK (ITopTal) 1 {2 (3 |4 |5
6) Hay4HbIe KOH(EPEHIINN U BCTPEUU 1 (2 (3 (4|5
7) ypOBEHb IpENoIaBaHus 1 (2 (3 (4|5
8) oTHOIIIEHNE C AIMUHUCTPAIIMEH By3a 1 {2 |3 (4|5
9)oTHOLIEHHE MECTHOTO HACEJIEHU K CTYyIEHTaM U3 MOEU CTpaHbI 1 (2 (3 (4|5

15. I'e BBI TUTaHUPYETE )KUTh, OKOHYUB 00ydeHue B Yexun?

1) TMoemy nomoiu

2) Ocranycs B Uexuu

3) Iloeny B Apyryro eBpONEHCKYIO CTpaHy
4) Iloeny B Ipyryro HEEBPONEHCKYIO CTPaHy
5) Iloxka He ompenenuiics

6) [pyroe

16. Kakwue y Bac miaHbl 1o OKOHYaHHIO 00y4deHus B Uexun? (6vibepume 1 éapuanm omseema, eciu

6bl HE onpe()eﬂuﬂqu, Hanuwume K uemy bonvue cmonﬂemer)

1) Haiitu pabGoty
2) Ilponomxuth oOyueHue
3) Haiitu paGoTy Ha poJIMHE U MIPOIOTKUTHh O0yUeHNE

4) Tloka He ompenenuncs

5) Hpyroe

17. Kakoit ypoBeHb 00pa3oBaHusl Bbl ceifyac mnoyydaere?

1) bakanasp
2) Maructp

3) Hoxrop Hayk (Ph.D)
4) Jlpyroe

18. Ha xakoii crienuaibHOCTH BBl 00y4aeTech?

1) DOxoHoMHueckas

2) TexHuueckas

3) XUMHKO-TEXHOJIOTHYECKast
4) EcrtecTBeHHbIE HayKU
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5) MenunuHckas
6) I'ymanurtapHas
7) FOpuanyeckas
8) Tsopueckas
9) S3pikoBas

10) [dpyroe

19. B xakom ropoje Bbl yuutech?

20. Banr non

1) keHCKuiA
2) MYyKCKOH

21. Cxonbko BaM JjieT? (Hanumute nudpy)

22. I'ne BBI )UK A0 Tpuessa B Yexuto? (HaUIINTE CTPAHY)

23. Kto BrI 1o HarmonaabHOCTH?
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APPENDIX P II: TRANSLATION OF THE QUESTIONNAIRE

The topic of the research is marketing communications in providing high education services in

the Czech Republic for international students from non-European countries

1. What countries did you consider when you were choosing a place for getting high education?
1) only the Czech Republic

2) other European countries

3) other non-European countries

2. How did you learn about educational opportunities in Europe? (Select one or more answers)
1) from parents

2) from friends

3) from the media

4) from teachers of previous place of study

5) from the advertising of the country

6) from the advertising of university

7) from people who studied in one of the European universities

8) other

3. Select one country or group of countries, the characteristics of which, in your opinion, are

more attractive for education? (In each row choose I country)

USA European Asian countries

countries

11) Language of the coun-
try

12) Attractive migration

policy

13) Price for educational

services

14) Image of education in

this country
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15) Amount of students
from different coun-

tries

16) The similarity of

cultures

17) Location of the

country

18) International recogni-

tion of education

19) High level of teaching

20) High value of educa-

tion in my country

4. Why have you decided to get the education in Europe?

1) The high prestige of European education

2) The possibility of future successful employment in Europe
3) Good conditions for studying and living

4) High quality education

5) The possibility of successful employment at home country
6) Acceptable prices for school

7) The possibility of obtaining a scholarship

8) Parents or friend’s recommendations

9) Other

5. When have you started to think about going to study to Czech Republic? (Select one answer)
1) After participating in the exchange program

2) After I have seen the advertisement

3) After my parents have offered me this option

4) After my friends have told me about the possibility to study in Czech Republic

5) After the political events which happened in my country

6) After I have found out that European education has high quality

7) Other
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6. How important for you were all these factors when you were choosing Czech Republic as a

place of your further study? Rate on a scale from 1 to 5. 5 is very important, 4 important, 3-neu-

tral, 2- not important, 1 absolutely unimportant.

1)the possibility to travel in Europe

2)relations between teachers and students

3) the price of education

4)the possibility of free education

5)close location to my home country

6)similarity of my country culture with the Czech culture

T)credit system of evaluation

8)the possibility of participation in student mobility programs

9)quality of knowledge

10)new technologies in studying process

11) prices for products and services in the Czech Republic

12) migration policy in the Czech Republic

N DN DN DN N DN NN

W W W W] W W| Wl W

N I I I L L Y

DN D WD | | | WD W

7. How did you learn about the university, where you are studying now?

1) parents

2) friends

3) educational exhibition

4) from the company or the organization with which I came
5) I found it in the Internet

6) From the advertising messages

7) Other

8. What was the most important for you when you were choosing the university? (Select 2-3 op-

tions)

1) The price of education

2) Deadline for submission all documents
3) Availability of scholarships

4) Training program
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5) University Ranking

6) Requirements for applying

7) The city where the university is located

8) Extra-curricular opportunities provided by the institution (dormitory, sport activities)

9) Other

9. In what language are you studying?

1) English (go to 12 question)

2) Czech

3) Other

10. Where did you study Czech language? (Select one or more answers)
1) language courses in Czech Republic

2) language courses in my own country

3) by myself in my own country

11. Where did you find information about Czech language courses? (Select one answer)
1) Internet

2) radio

3)) TV

4) from friends

5)from parents or family

6) language school or agency which offers education programs abroad
7) education exhibition

8) Other

12. Who pays for your studying? (Select 1 or several options)
1) By myself

2) Parents/family

3) The Government of my country

4) The government of Czech Republic
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5) The European Union
6) The International Fund
7) Other

13. What changes in your life do you expect after getting education in Czech Republic? (you can

choose several options).

1) I will be able to find a high-paying job

2) I will become a highly qualified specialist

3) My view on life will change

4) I will be more independent

5) I will learn more languages

6) Other

14. Evaluate the satisfaction level of characteristics of studying in Czech Republic?

5 - completely satisfied, 4- rather satisfied, 3- neutral, 2- likely not satisfied, 1- not satisfied.

(Mark one number in each line)

1) the level of English which teachers have 1 123 (4|5
2) the program of studying 1 1213 |45
3) attitude of teachers toward students 1 (2 |3 |4 |5
4)quality of knowledge 1 (2 |3 |4 |5
5) online system( portal) 1 (2 |3 |4 |5
6) science conferences and meetings 1 (2 |3 |4 |5
7) the level of teaching 1 (2 |3 |4 |5
8)attitude of local people toward students from my country 1 1213 |45

15. Where are you planning to live after graduation from Czech University?
1) Go to my home country

2) I'll stay in Czech Republic

3) Go to another European country

4) Go to another non-European country

5) I have not decided yet

6) Other
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16. What are your planning to do after graduation? (Select one answer)

1) Find a job
2) Continue studying

3) Find a job at home country and continue

the education

17. What level of education are you getting now?

1) Bachelor

2) Master

18. What is your specialization at the University?

1) Economic

2) Technical

3) Chemical Technology
4) Natural sciences

5) Medical

19. In what city are you studying?

4) I have not decided yet

5) Other

3) Ph.D

4) Other

6) Humanitarian
7) Legal

8) Creative

9) Language

10) Other

20. Choose your gender
1) male
2)femal

21. How old are you?

22. In what country did you live before com-

ing in Czech Republic?

23. What is your nationality?

Thank you!
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APPENDIX P III: ORIGINAL GUIDE FOR THE INTERVIEW

JoOpslit nens! Mpl IpOBOAMM HCCIIEN0BAaHUE B paMKaX MarucTepCKOil auccepTanuu, Mo-
ATOMY 51 XO4Y IPOBECTU C BAMH MHTEPBBIO U Oy/y BaM OueHb OnarojgapHa 3a ydactue. ITo

HC OTHUMCT Yy BaC MHOI'O BpCMCHU. Bce JaHHBIC 6y,[[yT HCIIOJBb30BaThCA aHOHHMMHO.

-Jlu1s1 HayaJ1a pacckaskuTe HEMHOro o cede.

Kax eac 306ym? eam nem? Omxyoa Bui? Kaxoe obpazosanue umerom pooumenu u 20e oHu

e2o noayuanu?

- Pacckakure, moxasyiicra, rae Bol yuniucs panbiue, 10 npuesaa B Yexuro?

B kaxou cmpane? Kaxou yposenv obpazoeanus yoce umeeme? Ha xaxom azvixe? Ilnamno

uiu becnaamuo?

-OKoH4YHUB CBOIl yHUBepcHTET, Bbl pemnium nmoexars yuuthbes 3arpanuny. Kak nossu-

JIOCh JTO KejaHue?

Bcnomnume, kozoa evl énepgvie 06 smom 3a0ymanucy? Kmo u umo noeuusno na amo gxce-
nanue? B uem npeumywecmea o6yyeHus 3a epanuyeli N0 CPasHeHUIo ¢ mem, KOmopoe 8 6a-

weu cmpane

-Kak BbI BLIOMPAJIN CTPaHY, B KOTOPYIO XOTe/IH N0eXaTh?

Kakue cmpanvr ewe paccmampusanu? Ilouemy omkaszanuce om opyaux eapuarnmog? Ilo-
yemy Eepona? Ilouemy Yexun? [loenusna au na Bawe pewenue pexnama vicuieco obpaso-

sanus 6 Yexuu?

- Kak BbI Bb10Mpasu By3 B Uexnu, B KOTOPOM XOTeJIH YYUThCS MOCJIE TOro, Kak ObL1a

BbIOpaHa 3TO cTpaHa?

I'0e nawnu ungopmayuro o nem? Ilouemy sviopanu smom 8y3, a ne opyeou? llosnusna nu

Ha Bawe pewenue pexnama smozo yza?

Teneps BbI yuntech B Uexuu. Pacckaxure, noxkanyiicra, o pameii yueoe?



TBU in Zlin, Faculty of Multimedia Communications 96

By3, Cneyuanvnocmo AH3vik obyuenus Yposensv obyuenus, [lnamno unu b6ecniammo, eciu
becniamuo, mo no Kakou npoepamme uiu cmuneHouu. Onpagoanucs au 0HcUOanus: 8 yueobe,
VCIOBUAX JHCUBHU, O Keanugukayuu npenodasamenei. IlonesHocms noayuaemvlx 3HaAHUll,
ymenuil. Eciu 0vl y mebs 6vlia 603MOHCHOCHb 8EPHYMbCSL 8 NPOULLOE U USMEHUMNb CBOE Pe-

wenue. [loexamo 6 Opyeyio cmpamny u 8y3, mol Ovl noexan?

- Kak BbI 1ymaere, 4T0 BaM JacT y4eda B IaHHOM By3e M NMOJYYEHHbIH B Oyayuiem

IUnJaIomM?
-I'ne 6b1 X0TE M padoOTATH € ITUM JUNJIOMOM?
- Uro BBI IJIAHUPpYeETE 1eJ1aTh, OKOHYHUB 00y4yeHue?

Cobupaemecwv yezoscamv obpamuo oomou? Ecau nem, mo 20e nianupyeme dcums U ymo
oenams? Ecnu nu naansl no npooondiceHuro yueowl  9mou cmpane unu 6 opyeou? Eciu ecmo,

mo nod4emy u Kakue naanwl?

IMocaennnii Bonpoc. YTo Ha Bam B3IVIAJ MOKHO HA3BAaTh €BPONEHCKHM 00pa3oBa-

Huem? CpaBHHUTE, €CJIM MOKeTe, ¢ 00pa30BaHUeM B JPYIHX CTPaHAX MHpa
Kaxue 6bl mooiceme nazeams npeumywecmed. Kaxue neoocmamru.

XoTwuTe elle YTo-T0 100aBUTH WU paccka3arh? bojbiioe cnacu6o 3a yuacrue!
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APPENDIX P IV: TRANSLATION OF THE GUIDE FOR THE
INTERVIEW

Good afternoon! We are conducting research for the master thesis the topic is “Use of mar-
keting communications tools in providing education services for international students out-
side the EU”.

-First of all tell me about yourself.

What is your name?

How old are you?

Where are you from?

-Where did you study before coming to Czech Republic?

In which country?

In which language?

Did you pay for the education or it was for free?

-When you graduated from the school or University you decided to go to study abroad.
How did this desire appear?

Please try to remember when did you think about it for the first time?
What and who affected this desire?
Can you call some advantages of studying abroad compare to your country?
-How did you choose the country?
Which other countries did you consider?
Why you refused other options?
Why you chose Europe?
Why you chose Czech Republic?
Did the advertisement of higher education affect your decision?
-How did you choose the university?

Where did you find information about it?
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Why did you prefer this university?

Did the advertisement of this university affect your decision?

-Now you study in Czech Republic. Tell me more about your studying.
University, Specialization, Language, degree?

Whether your expectations were met in learning, living conditions and teachers' qualifica-
tions?

What do you think about usefulness of knowledge?

If you had a chance to go back and change your mind, would you go to another country and
university?

What advantages in your opinion studying in this university and future diploma will
give you?

Where would you like to work with this diploma?

What are you planning to do after graduation?

Are you planning to go to your home country?

If not, where are you planning to live and what to do?

Are you planning to continue studying in this country or in another country?

In your eyes what is European education? Please compare it with education in other
countries.

What advantages and disadvantages can you call?

Thank you!



