Promotion of the intensive pre-study Czech lan-
guage courses in Zlin on the international market
of educational services

Bc. Sergey Khmelinin

Diploma thesis i Tomas Bata University in Zlin
2016 Faculty of Multimedia Communications




Univerzita Tomase Bati ve Zliné
Fakulta multimedialnich komunikaci

Ustav marketingovych komunikaci
akademicky rok: 2015/2016

ZADANIi DIPLOMOVE PRACE

(PROJEKTU, UMELECKEHO DILA, UMELECKEHO VYKONU)

Jméno a pfijmeni:  Bc. Sergey Khmelinin

Osobni ¢islo: K15412

Studijni program:  N7202 Mediélni a komunikaéni studia

Studijni obor: Marketingové komunikace

Forma studia: prezencéni

Téma préce: Propagace intenzivnich pfipravnych kurzd éeského jazyka ve

Zliné na mezinarodnim trhu vzdélavacich sluzeb

Zasady pro vypracovani:

1. Zpracujte literarni reSersi a teoreticka vychodiska ke specifikim spotfebitelského
chovani v oblasti vzdélavacich programi.

2, Stanovte hlavni cil, diléi cile, metody a vyzkumné otazky prace.

3. Analyzujte spotiebitelské chovani vybranych cilovych skupin a na zakladé vysledki
primarniho Setfeni identifikujte, ktera cilova skupina je zodpovédna za nakupni rozhod-
nuti.

4. Na zakladé vysledki Setfeni identifikujte hlavni faktory ovliviiujici spotiebitelské roz-
hodovani v oblasti vzdélavacich sluZeb.

5. Na zakladé vysledki analyz zpracujte komplexni projekt propagujici intenzivni pfi-
pravné kurzy ceského jazyka.

6. Formulujte zavéry a doporuceni, moznosti a limity realizace projektu. Navrhnéte
zplsoby méfitelnosti,



Rozsah diplomové prace:
Rozsah piiloh:
Forma zpracovani diplomové price: tisténa

Seznam odborné literatury:

BRITTON, Matt. YouthNation: Building Remarkable Brands in a Youth-Driven Culture.
US: John Wiley & Sons Inc, 2015. ISBN-10: 1118981146, ISBN-13: 978- 118981146.
KOTLER, Philip; KELLER, Kevin Lane. Marketing Management. Boston: Pearson, 2016.
ISBN-10: 1292092629, ISBN-13: 978-1292092621.

MARINGE, Felix; GIBBS, Paul. Marketing Higher Education: Theory and Practice.
Maidenhead, Berkshire, England: Open University Press, 2009. ISBN-10: 0335220320,
ISBN-13: 978- 0335220328.

SCHIFFMAN, Leon G; WISENBLIT, Joseph. Consumer Behavior: Global Edition. Harlow:
Pearson Education, 2015. ISBN-10: 0273787136, ISBN-13: 978- 0273787136

SCOTT, David Meerman. The New Rules of Marketing & PR: How to Use Social Media,
Online Video, Mobile Applications, Blogs, News Releases, and Viral Marketing to Reach
Buyers Directly. Hoboken, New Jersey: John Wiley & Sons, 2013. ISBN-10: 1118488768,
ISBN-13: 978- 1118488768.

Vedouci diplomové prace: doc. PhDr. Dagmar Weberova, Ph.D.
Ustav marketingovych komunikaci

Datum zadani diplomové préce: 29. ledna 2016
Termin odevzdani diplomové prace:  22. dubna 2016

Ve Zlin& dne 4. dubna 2016

e

.
doc. . Jana lanikova, ArtD.
dékanka

doc.Ing. M I. Olga Juragkova, Ph.D.
feditelka dstavu




PROHLASENi AUTORA
BAKALARSKE/DIPLOMOVE PRACE

Beru na védomi, Ze

* odevzdanim bakalafské/diplomové prace souhlasim se zvefejnénim své prace podle zakona
€. 111/1998 Sb. o vysokych Skol4ch a o zméné a doplnénf dalich zakond (z&kon o vysokjch $kolach),
ve znéni pozdejSich pravnich predpist, bez ohledu na vysledek abhajoby ¥

* beru na védomi, Ze bakalafska/diplomové prace bude uloZena v elektronicke podobé v univerzitnim
informanim systému a bude dostupna k nahlédnuti:

« na moji bakalafskou/diplomovou praci se piné vztahuje zakon &. 121/2000 Sb. o pravu autorském,
0 pravech souvisejicich s pravem autorskym a o zméné nékterych zakon( (autorsky zakon) ve znéni
pozdeéjSich pravnich predpist, zejm. § 35 odst. 3 2:

* podle § 60 9 odst. 1 autorského zakona ma UTB ve Zling pravo na uzavfeni licenéni smlouvy o uziti
Skolniho dila v rozsahu § 12 odst. 4 autorského zakona:

* podie § 60 ¥ odst. 2 a 3 mohu uZit své dilo - bakalafskou/diplomovou praci - nebo poskytnout licenci
k jejimu vyuZiti jen s pfedchozim pisemnym souhlasem Univerzity Tomése Bati ve Zling, ktera je
opravnéna v takovém pipadé ode mne pozadovat pfiméfeny prispévek na Ghradu nakladd, které byly
Univerzitou Tomése Bati ve ZIin& na vytvoreni dila vynaloZeny (a2 do jejich skuteéné vyse);

» pokud bylo k vypracovani bakalafské/diplomové prace vyuzito softwaru poskyinutého Univerzitou
TomaSe Bati ve Ziiné nebo jinjmi subjekty pouze ke studijnim a vyzkumnym Géeltim

(. k nekomerénimu vyuZiti), nelze vysledky bakalafské/diplomove prace vyuzit ke komer&nim Géelm.

LW 20U LA AL fd.'.-}lmé(rﬁmlv( @
Vezing L CM- e -€'g J ( (

.................................................

Jméno, piijmeni, podpis

1) zéikon €. 111/1998 Sb. o vysokych Skoldch a o zméné a doplnénf dalSich zakond (zakon o vysokjch Skolach), ve znénl pozddSich pravnich predpisd, §
47b Zvefejriovani zavérecnych prach:

(1} Vysoka Skoia nevydéletné zvefejiuje disertacni, diplomove, bakalafské a rigordzni préce, u Klerjoh probéhia obhajoba, vietné posudkir oponentt a
vysledku obhajoby prostiedniotvim databéze kvalifikatnich praci, kierou spravuje. Zpbsob zvefejnéni stanovi vnitinl predpis vysoké Skoly.

(2) Disertaéni, diplomové, bakaléiské a rigordznt préce odevzdané uchezedem k obhajobé musi byt 12 nejméng pét pracovnich dnli pred konanim
obhajoby avefejnény k nahiiZeni vefejnosti v mistd uréeném vnitinim predpisem vysoko Skoly nebo neni-fi tak uréeno, v mists pracovisté vysaké Skoly, kde
s ma konaf obhajoba préce. Kaidy si milZe ze zvefajnéné préce pofizoval na své néklady viipisy, opisy nebo rozmnoZeniny.

(3) Piadi, Ze odevzdénim préce autor souhlasi se zvefejnénim své price podle tohoto 2akona, bez ohledu na vysledek obhajoby.

2) zakon ¢, 124/2000 Sb. o prévu auforském, o pravech souvissjicich s pravem autorskym a o zméné nékterych zakont {autorsky zékon) ve znéni
pozagisich pravnich predpist, § 35 odst, 3;
{3} Do prava autorského také nezasahuje Skola nebo Skolské & vadélavact zafizent, uije-l nikoli za déelem plimého nebo nepfimého hospodaisksho nebo
obchadniho prospéchu k wiuce nebo k viastni potfebé dilo vytvofené Zakem nebo studentom ke spinéni skolnich nebo studijnich povinnosti vyplivaficich z
Jeho prévniho vzlahu ke Skols nebo skolskému ¢ vzdélavaciho zafizent ($kolni difo).

3) zékon &, 121/2000 Sb. 0 prévu autorském, o prévech souviseficleh s prévem auforskjm a o zméné nékterych zakond (auforsky zékon) ve znéni
pozdajgich pravnich predpist, § 60 Skolnl dilo:
(1) Skota nebo Sholske ¢f vadilavaci zafizeni maji za obvyklych podminek préavo na uzavient licenéni smiouvy o uif Skolniho difa (§ 35 odst. 3). Odpira-i
autor {akoveho dila udélit svoleni bex vaZneho divody, mohou se fyte osoby domahat nakrazeni chybéficiho projevu jefio vite u soudy, Ustanoven! § 35
odsi, 3 zlistavé nedolteng.
(2) Nenivli sjednéne finak, miZe aufor kolnho dila své difo uZit & poskytnout inému licencl, neni-li ta v FOZpOru § opravnénymi zajmy Skoly nebo Skolského
& vzdélévaciho zafizeni.
(3) Skola nebo Skolské & vaddidvaci zafizent jsou oprévnény poadoval, ahy jim autor gkolniho difa z vidélku jim dosaZeného v souvislosti s u3itim difs &
poskyinutim licence podie odstavee 2 piméfens pAispél na dhradu nékadd, Keré na vytvofeni dila vynaioZily, a fo pedle okolnosti a2 do jejich skufetné
vise; piitom se pfitfédne k vysi widdlky dosaZeného Skolow neba Skolskym & vzaélavacim zafizenim z uzit] Skolniho dila podle odstaves 1,



ABSTRAKT

Tato diplomova prace se zabyva soucasnym obchodnim problémem, ktery se tyka podpory
intenzivnich piipravnych studijnich kurzii ¢eského jazyka na Univerzit¢ Tomase Bati ve

Zling, které jsou nabizeny na mezinarodnim trhu vzd¢lavacich sluzeb.

Prvni Cést prace je teoretickd a zahrnuje nékolik otazek: mezindrodni trh vzdélavacich
sluzeb, Cesky trh vyssiho vzdélani, marketing v oblasti vysokoskolského vzdélani, marke-

ting vzdélavacich sluzeb, marketingovy mix vzdélavacich sluzeb, chovani spotiebitelti.

Druha ¢ast se tyka metodologie marketingového vyzkumu, které zasahuje i do praxe, ana-

lyzuje shromazdéné udaje a zabyva se nejen vysledky vyzkumu, ale i dal§imi navrhy.

Tteti ¢ast je vénovana praktické realizaci zkoumanych poznatkil v marketingové strategii a
¢innosti a popisuje vysledky ziskané propagacnim usilim. Upln€é nakonec jedndva i o

dalsich navrzich rozvoje.

Klic¢ova slova: kurzy ¢eského jazyka, mezinarodni trh vzdélavacih sluzeb, vychovné pro-
dukty, marketing, chovani spottebitele,vybérovy prizkum, skupinové zaméteny rozhovor,
marketingova strategie, propagacni strategie, positioning, Porterova analyza, znacka, Uni-

verzita TomasSe Bati ve Zliné.
ABSTRACT

The thesis addresses an existing business problem of promotion of intensive pre-study
Czech language courses of Tomas Bata University in Zlin on the international market of

educational services.

The first part of the thesis deals with theoretical extraction covering the following related
issues: international educational services market, Czech higher education market, market-
ing in higher education, educational services marketing, marketing mix in education ser-

vices, consumer behavior.

The second part applies the proposed marketing research methodology and scope into prac-

tice, analyses the collected data and deals with research findings and ongoing suggestions.

The third part is dedicated to the practical implementation of the research findings into
marketing strategy and activities, describes the results brought by promotional efforts and

deals with further development suggestions.



Keywords: Czech language courses, international educational services market, educational
product, marketing, consumer behavior, selective questionnaire, focus-group interview,
marketing strategy, promotion strategy, positioning, Porter analysis, brand, Tomas Bata

University in Zlin.
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INTRODUCTION

We are approaching a global era. Contemporary world economy is increasingly becoming
global mainly due to appearing of various innovations in technology-related area and con-
vergence of information space by means of the internet. Boundaries between local national
markets are slowly fading away, linguistic and regional barriers are not playing such a sig-
nificant role as before. Traditional models of distribution and customer buying behavioral
patterns are gradually changing; therefore international expansion is becoming a vital fac-
tor of survival and sustainable development for various companies and organizations in a

highly competitive environment.

Higher education, which international market naturally represents a system of relations
between educational services’ producers, distributors and consumers, does not stand apart
from the ongoing changes. Universities, institutes and colleges have occasionally become
engaged in global competition as students’, researchers’ and academic staff attraction cen-
ters. As far as they are competing for students (who face a global choice on the other side)
and, therefore, financing, some distinguishing features are required that would help them
leading in particular areas. It could be a micro-level advantage in regards to a particular
course or a macro-level institutional feature; a distinction could lie in educational subjects
and topic selection model, in academic practices and style, in students’ experiences charac-
ter, in the system of interconnections with the city or region. All these approaches are po-
tentially fruitful, as well as global partnerships and abroad education opportunities provi-

sion.

Alongside with that, the specifics of contemporary conditions are so that the responsibility
for developing competitive advantages is shifting from federal and governmental to local
and institutional levels, so universities have to introduce certain distinguishing positioning

features for global academic environment on their own.

Following the trend, Tomas Bata University in Zlin has decided to launch its own Intensive
Preparatory Czech courses in 2015-2016 year and bring this product to the international
educational market. However, in order to succeed, broaden specific knowledge across all
elements of marketing mix is needed, with a particular highlight on an efficient promotion-

al framework.

Business problem: The educational product “Intensive Czech language courses” in Zlin

needs an effective competitive promotion set.
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The main goal of this thesis is to develop, create and implement a complex promotional
framework for Intensive Pre-study Czech language courses of Tomas Bata University in
Zlin.

The sub-goals are:

I. To collect and arrange the information pool required for effective research conduc-
tion and project implementation by means of academic and business literature re-
view in the related marketing field aspects;

Il. To define the target audience and understand its buying behavior and consumer pat-
terns towards international education market;

I1l. To prepare the competitive long-term promotion strategy for the product upon the

previous sub-goals’ findings.
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1 THEORETICAL BASIS

The chapter is aimed to serve as a theoretical framework for the complex promotion
project of Tomas Bata University in Zlin Czech courses and for the preceding marketing
research conduction. It provides a necessary optimum extracted from academic and profes-
sional literature and information resources and covers the marketing issues related to the
chosen topic: International educational services market, Czech higher education market,
marketing in higher education, educational services marketing, marketing management in

education services, consumer behavior. The closing part deals with research methodology.

1.1 Czech courses as an educational product

Higher Education in Czech Republic is regulated by the Higher Education Act (Act No.
111/1998). This legal scope is a framework for a wise educational policy, aiming to make
higher education popular and widely accessible not only for Czech citizens, but also fo-
reigners all over the globe. It declares a fair equal treatment of any student, no matter
where he or she is from. Together with a convenient geographical position in central Eu-
rope and dedication to high European educational standards (signing Bologna educational
system agreement in 1999), Czech Republic could not help becoming an attractive destina-
tion for international students, especially from ex-countries of CIS due to a low language

barrier.

The brief summary of reasons for choosing Czech Republic as a country for diploma ob-

taining and studying:

e Rich educational traditions and history, European quality and prestige of higher
education, actual professions and cutting-edge methods of their teaching;

e European standards of education and qualification assessment, European (and
worldwide) recognition of most Czech diplomas;

e Smart educational policy of equal opportunities for Czech and international stu-
dents, which stands for multicultural and multi-language academic environment;

e Balance of theory in practice in the course of studying — learning-by-doing and ob-
ligatory business-internships on a local area and abroad;

e Various opportunities for academic mobility, rich partnership networks with educa-

tional establishments all over the world and financial assistance by means of sever-
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al existing funds and scholarship opportunities (ERASMUS, Visegad fund, Go-
vernmental program etc.);

e Opportunities of creating an individual educational path within the framework of a
flexible Bologna system, 3 years-long bachelor programs and 2-years long master
programs could be extended or shortened,;

o Relatively low prices for studying in English, education in Czech is free of charge;

e Essential financial student support: various grants, scholarships and social assis-
tance to all categories of students;

e Concern about making studies widely accessible: adapting the educational infra-
structure for people with disabilities and special needs;

e Good employment perspectives — job centers are quite often organized in the Uni-
versities and supply students with job offers even prior to graduation;

e High level of comfort and living with low living expenses;

e Years of bright student, academic and sport life in the centre of Europe;

e Studies in one of the richest country in terms of cultural and historical heritage.

Intensive Preparatory Czech Language Courses is an educational product existing in Czech
Republic from approximately 1990th primarily for graduates from CIS countries who are
interested in admitting to some form of higher education in Czech Language. The main
benefit they receive from those courses is Czech language knowledge and certificate,
which allows to be admitted to educational program in Czech without any tuition fee (on
contrast to English language program). Czech programs also have certain reputation to be
more qualitative and to have better content. For Slavic-speaking young students it is not
usually a problem to catch the necessary B2 level of language in one year. Less period is
usually not enough, whereas courses outside Czech Republic are usually not so intensive
and do not provide the expected result in one year. So, the educational product is seemed to
be designed as an optimal way to learn Czech in minimum time with relatively affordable
expenses, however, the price is not in an economy segment and counts from 2000 to 6000

euro per year.

The product is offered mutually by private language schools and by state educational insti-
tutions (usually universities). University language courses has a certain advantage because

it deals with long-term visa issues and state universities have much more reliable reputa-
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tion in eyes of visa issuing bodies, and as a result applicants of those state institutional

Czech courses receive long-term visas much more frequently.

1.2 International education market

The international market of educational services is a set of educational services consumed
overseas by citizens of various countries and provided by foreign institutions on domestic
markets. (I. Aidrus, V. Filippov, 2008)

The world market of educational services combines several segments. The main sections
are language courses, school education, higher education, supplementary professional

training, etc.

To be noted that all market segments of educational services are interconnected. On admis-
sion to foreign educational institutions people need to demonstrate particular language pro-
ficiency. In order to confirm it, students need to pass specialized language examinations.
Consequently, there is a strong connection between two segments — higher education and
language training. In addition, many universities carry out language courses on their own
infrastructural base. The scale of the global education market activity and the role of indi-

vidual states is measured by various indicators. Among them are:

e the number of foreign students in the world and particular countries;

¢ the growth rate of the total quantity of foreign students;

e country's quota in the global number of foreign students;

e income from educational services to foreign citizens; governmental expenditure on
education;

o the expenses per student; the proportion of foreign students as a part of all students;

e foreign students contingent in the country;

o distribution of foreign students between universities and programs and others.

The global market of higher education is often called the tertiary market. At present, cur-
rent market is highly concentrated. The major share of international educational business at
the tertiary level accounts for several developed countries of North America and Western

Europe.

A share of foreign students as a part of all students (percentage of outbound mobility)
helps to assess the degree of the economic involvement in the global educational market (1.
Aidrus, V. Filippov, 2008).
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International mobility of students (outgoing mobility rate) is another important indicator,

which measures the tendency of the students to learn abroad.

International university rankings indicate the role of the country in the global market of
educational services and the competitiveness of its universities. The most popular is the
academic ranking of world-class universities compiled by Shanghai Jiaotong University
(Shanghai JiaoTong University); professional ranking of world universities, developed by
the French National Higher School (Ecole Nationale Supérieuredes Minesde Paris); top
100 the best global universities published by Newsweek; The Times Higher Education
ranking - QS World University Rankings, published by the British Times Higher Educa-
tion Supplement in conjunction with Quacquarelli Symonds; Webometrics ranking of in-

ternational universities, developed by Cybermetrics Lab (V.Galichin, 2015).

The key players of the international educational market are specialized organizations that
operate in many countries and involve foreign citizens to study in the target country. These
include national agencies, academic services, educational funds, international exchange
centers, information centers, associations, councils, centers of scientific and cultural devel-
opment, etc. Organizational bodies attracting foreign students may be public or private.
They also include special departments of the universities stimulating foreigners to come to

study. The major functions of these organizations are:

e promotion of the education system of a particular country in the world,;
e particular country’s culture promotion;

e providing scholarships;

e implementation of the academic mobility programs;

e facilitating language courses;

e assistance in preparation to language examinations;

e support in admission to national educational institutions.

Migration policy is one of the most important tools that influence the flow of foreign stu-

dents (V.Galichin, 2015). The most effective measures of this policy are:

e to provide international students the right to be employed;
o simplification of the naturalization procedure of foreign graduates;
o the right of searching for employment after graduation in the country during a cer-

tain period of time.
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Educational expenditure is a key condition for the leadership in the world market of educa-
tional services (I.Aidrus, 2008).

1.3 Marketing in Higher Education

As Maringe states (2009), the higher education marketplace becomes so keenly competi-
tive, institutions will need to develop strategies that will help them to stand out from the
crowd rather than operate in the shadows of competitor organizations. Universities not
only express intellectual and scientific values directly through their mission of teaching
and research, but also embody in their practice powerful organizational, instrumental val-

ues, and wider social and cultural values.

Taking it into consideration, marketing goes far beyond advertising or selling. “Marketing
is one way in which value can be exchanged and delivered; education needs to embrace
the marketing philosophy as an integral part of its development and delivery” — says Paul
Gibbs (2009).

Marketing therefore is understood as a process of building relationships upon mutual trust

aiming at translating a value to the clients or customers of higher education.

Internationalization, according to Maringe (2009) is the coming together of multiple insti-
tutional groups to influence the university to embed an international perspective in its tra-
ditional tripartite mission of teaching, research and service. Considering the global envi-
ronment, it is seen unfavorable for educational establishments to leave the internationaliza-

tion agenda unattended.

As Gibbs (2009) declares, students are more than just customers and academics more than
service providers: “Yet higher education has much to learn from the customer perspective
if it has to overcome its current challenges of enriching the student experience, developing
more relevant and appropriate learning experiences, contributing towards the develop-
ment of transformational educational experience in a rapidly transforming world and ulti-
mately delivering value to the students”. Upon assumption that students are the main uni-
versity business, investments in understanding their needs is the inception for proper ad-

justments to products that will make them satisfied.

“The consequences of failing to position themselves successfully in the marketplace are
wide-ranging and include operating in the shadow of other players, surviving on the edge

of the market and, at worst, facing closure on account of non-viability. Market segmenta-
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tion is a key strategy to positioning the institution which maximizes the competitive advan-
tage of a university yet allows it to serve its markets in the most effective manner” (Wilson
and Gilligan 2002).

Strategic positioning becomes successful when the institution has a proper understanding
of the market that it wishes to serve. Segmentation is a kind of process that brings an un-

derstanding of the target markets.

Institutional reputation is among key influencers of consumer decisions in higher educa-

tion.

Kotler (2012) stated that the art of marketing is the art of branding. According to Maringe
and Gibbs (2009), the key pillars of strong brands tend to be quality, value for money, re-
liability and guarantee of personal success and individualism. These are counterparts which
are associated with highly reputable educational establishments and sectors. Therefore,
developing a strong brand is a critical component by which the organizational reputation
can be managed. As Burns (2012) states, this management stands on four wide principles:
(1) focusing on quality; (2) maintaining a keen customer focus; (3) continuously building
and enhancing the organizational image; and (4) maintaining a consistent and persistent

communication strategy aimed at informing and learning from the public.

It is necessary to provide the solution of the following functional tasks in the ideal model

of marketing mix dealing with the international educational and scientific activity:

e situation analysis: collecting, analysis and informational systematization of market
conditions, development tendencies in education and sciences, dynamics and qua-
litative characteristics of demand for educational and scientific programs of higher
education institution, measures undertaken by competitors, their market strategy
etc.

e carrying out field market researches: collecting primary information by interrogat-
ing and interviewing of real and potential consumers, commercial intermediaries
and professional experts;

e information distribution: technical processing and information transfer in the rele-
vant divisions and departments, including control of this information obtaining and
its subsequent use

e the development of commodity offer’s recommendations: development and pro-

viding information about the qualitative characteristics and parameters of the edu-
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cational programs and scientific developments demanded now and in foreseeable
prospective on the market

e compliance to quality control: control of an educational product in compliance to
the export quality standards and real consumers' demand ;

e programs’ pricing: the price offers' development and it's justification;

o realization and development of the programs’ advancement: developing and pro-
duction of promotional materials and information items distribution, advertizing

and exhibition activity, PR-and promotion actions, etc.

1.4 Specifics of educational services

Service - is any activity or benefit that one party can offer to another and which are mostly

intangible and do not lead to possession of anything (Kotler, 2012).

Based on the classical marketing theory, services have a number of specific characteristics
that distinguish them from the goods. These features must be taken into account when de-

veloping marketing programs:

e Intangibility. Services cannot be seen, tasted, heard or smelled before the purchase;

e Inseparability from the source. The service cannot be separated from its source, its
implementation is possible only in the presence of the producer;

e Quality Impermanence. The quality of services varies widely depending on the
manufacturer, as well as the time and place of their provision;

e Perishability. The service cannot be saved for later sale or use.

Education is understood as a process and result of improving abilities and behavior of the

person, during which he reaches social maturity and personal growth. (Kotler, 2012)

As services are not tangible or material, marketing encourages sellers to formalize the most
important service options for the customer and present them clearly as possible. For the

consumer, the most important in this case, is quality and cost of services.
For example, here are the basic properties of educational services:

1. Inconsistency with regard to the quality of educational services, inseparability of
the producer and the impossibility of establishing strict standards for the process
together with the result of the service has another reason - the variability of the

source material.
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2. The property of inseparability from the source in relation to educational services
means that as a result of the sale of such services the seller loses the ownership of
the product but the buyer does not acquire such right: this very item disappears as it
consumed at the same time when its produced and transmitted. At the same time,
any replacement of the teacher can change the process and result of educational
services and, consequently, the demand. In addition, educational services have one
important feature: beginning of their consumption takes place simultaneously with
the start of their provision.

3. Perishability of educational services manifests itself in two ways. On the one hand,
"It is impossible to procure services in full in advance and store them as material
items in anticipation of increased demand” (O.Batalova, 2010) i.e. educational ser-
vices cannot be accumulated neither by seller (teacher) nor by the consumer (stu-
dent) and they cannot be resold. Another aspect of perishability of educational ser-
vices is a natural for a human process of forgetting the information received, as
well as obsolescence of knowledge, which is led by scientific, technological and

social progress. (1. Popyhova, 2009)

A peculiar feature of the educational services is the impossibility of direct monetary mea-
surement. The price mechanism is often not able to reflect all of the production expendi-
tures of educational services. If in the material sphere they are relatively easy to quantify
per unit, the same can be hardly applied to educational services. A useful result of such a
service can only occur after a long time, and it practically can only be measured by indirect

indicators.

Finally, one of the main features of the provision of educational services is a co-creation of

the teacher and listener.

1.5 Marketing mix in educational services

The marketing mix of educational services includes 4 classical elements (so-called “4P”:

product, price, place and promotion:
1) The first “P” - product, an educational service.

2) Sales price is the second “P” of the marketing mix. This element is considered crucial
for both private and public higher education institutions, because nowadays the percentage

of paid educational services (primary or secondary) is quite elevated. It should be noted
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that the success of attracting students to study depends on how well the institution position
themselves and their services in terms of price categories. As O. Batalova notes (2010), it
is important to remember that there are two prices for services (including an education).
The first, called the demand price - is the maximum price that customers have agreed to
pay for the volume of products / services that it offers to the manufacturer (in this case -
the institution). The second - the offer price - is the minimum price for which the institu-
tion agrees to provide their services. These two prices may not be identical. If the demand
price is bigger than the offer price, the university can manipulate prices in the resulting
price corridor for the realization of strategic objectives, which are anticipated by manage-
ment in the current period. Equality of demand prices and the offer price means that the
current version of the prices is singular, breakeven for the university and acceptable for the
customer. In case of exceeding of demand price over the offer price the university will
provide educational services at the demand price. The more clearly institution demonstrate
how the consumers costs are converted to his own benefit, the larger amount of consumer

is willing to pay for educational services.

3) Distribution is the third “P”. It represents a movement of educational services from the
one who offers it, to the one who consumes it. According to analysts, educational services -
is an example of a multi-channel distribution, in which direct sales represent the main
channel. Concentration on only one channel may highly reduce the range of potential cus-
tomers. Distribution channel must be acceptable for the university, that offering service,

and also convenient for the customer.

4) Promotion is the fourth “P” in the marketing complex. Promotion - is any form of in-
forming consumers about products, services and activities of a particular organization.
Promotion of educational services, depending on the stage of its life cycle, can serve sever-

al purposes:

o the provision of information, familiarization of target audience with distinguishing
characteristics and advantages of educational services (on the implementation
stage, by deducing product to the market);

e creating a positive attitude to the service, strengthening of the feeling of trust, rein-
forcing of services’ merits, comparison with competitive analogues (at the growth

stage);
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e promoting and preserving the intentions, reminder about the service using rein-

forcement techniques, inducing consumers to repeated purchase.
Most traditional methods of services promotion are:

e Advertising;

o Creating of positive public opinion about the organization that provides the service (PR);
e Direct marketing communication with the consumers;

e Sales promotion (incentives);

e Personal Selling.

Character of educational services promotion and the set of concrete measures and tools of

promotion on the international market depend on various preconditions:

e Internal resources of the institution needed to be allocated for the particular selected
promotional method,;

e Effectiveness of a particular promotion method depending on a type of educational
services;

e Promotion effectiveness depending on a market and concrete consumers’ sensitive-

ness towards a particular research method.

Personal selling, assisting in educational services promotion, could be performed in the

course of:

e International exhibitions and attendants communication;
e Telephone negotiations with potential customers of the course;

e Relatives and friends’ visits to the institution.

Besides this, personal selling is regularly followed by printed and digital information mate-

rials distribution such as brochures, leaflets, flyers, multimedia presentations etc.

Trade exhibitions are traditionally one of the most commonly used instruments of educa-
tional services marketing as long as they allow solving the main goals of the institution in
services information distribution, creating a positive image and establishing new partner-
ship connections. I. Popyhova (2009) highlights, that an opportunity to have a personal
contact of the potential student and quite often his parents with institutions’ representatives

is one of the key aspects of educational services promotion on international market.

Friends or business partners are actively used for clarification and personalized guarantees

about the educational services quality, therefore they possess a deliberate importance.
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However, the specifics is that friends or business partners are not always informed in detail
about the contents of educational services and their providers, consequently a personal

attitude could prevail in addressing to such intermediaries.

Glossaries and catalogues, newspapers, trade publications advertising are either used by
the prospective students as a source of preliminary information or not used at all. Such
publications could be effective for short-term programs, for bachelor and master programs

the tool demonstrates relatively low effect.

According to I. Yermolenko (2009), conferences and seminars are utilized to promote
higher education institutions quite actively; however it should be borne in mind that the
result is aimed at achieving specific scientific objectives or promotes the university's image
as a whole. Promotion of specific educational services at conferences and seminars has a
low efficiency due to the orientation of the target audience towards the conference which is
often not associated with any educational services. Some exceptions are international con-
ferences, accompanied by the exhibition or exhibition tracks, or narrowly focused educa-

tional seminars.
Local sales departments demand considerably high expenses for sustaining in operation.

External consultants duties are often executed by intermediary recruiting companies (B2B)
located in the country of distribution. On condition of fulfilling all the entitled obligations
regarding the delegated duties, such category of sales is one of the most effective. Its main

drawback is the lack of personal contact with the institutional representatives.

Some of the characteristics of the most effective promotional tools for educational services

on international education market are given below:

e Exhibition activities. Benefits - an opportunity of establishing a personal contact
with potential customers or intermediaries, a personal estimation of market envi-
ronment and competitors monitoring. Drawbacks: high costs for exhibition facili-
ties renting and transportation expenses, supporting costs of developing and creat-
ing promotion informational materials, a demand in a competent staff.

e Commercial agents. Benefits — an opportunity to perform a preliminary selection by
the candidate, awareness about the local market situation, delegating of several ad-
ministrative tasks to an agent (minimizing the customer attraction expenses).

Drawbacks — a conflict of academic and commercial interests, a decline in the total
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revenue due to commissioner remuneration, a withdrawal of the agent leads to
dramatic consumption decline.

e Digital advertising. Benefits - relatively low costs, high speed of communication,
an option of control and editing. Drawbacks - a lack of personal contact with a po-
tential buyer, limited accessibility.

e Alumni relations. Benefits - relatively low costs, extended framework of coopera-
tion, fundraising opportunities etc. Drawbacks — concentration on strategic, not tac-

tical objectives, long term of investments return, low efficiency of current sales.

1.6 Consumer behavior

Consumer is the most important subject matter of the marketing research. It is the one who
creates the rules on the market and who has a big influence to the enterprise's success.
Therefore the important prerogative of the professionals in marketing is to analyze the con-

sumer, to analyze its behavior, motivations, and reasons of making a product choice.

Under the consumer needs the difference between current and perfect (in other words, de-
sired) state of the consumer is understood. The more the difference it, the higher the moti-

vation of the consumer stands for to buy the product for meeting its needs.

In application to B2B market and considering client's needs (as a legal body), it is neces-
sary to mention the difference between desired and real state of the client. It is much easier
to work with clients on the business market, than with regular B2C consumers, because
clients' spectrum of needs is not as narrow and concentrates on the sales increase and the

profitability of the company.

It is possible to divide all the consumer needs into two groups: functional needs and emo-
tional needs. There are two subcategories of the emotional needs - psychological and so-

cial.

Functional needs are primary, basic, fundamental ones. Functional needs could be charac-
terized as consumer’s desire to improve its own physiological state of being. Functional
consumer needs are quite often key drivers of purchase as they represent the grounds of
product consuming motivation. Nonetheless, functional needs are universal, typical, could
be easily reproduced, which complicates the competitor differentiation at the level of func-

tional needs fulfilling.
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In exceptional cases, a brand could be differentiated at the level of functional needs satis-
faction if it belongs to first-mover category (nobody was satisfying this particular consum-
er need before) or possesses a self-sustained unique technology which allow to satisfy the

functional need better than others.

However, satisfying predominantly functional needs does not imply establishing a long-
lasting relation with the customer and develop the product loyalty.

Quite frequently a customer seeks for self-expression opportunities through product pur-
chase. Some products are associated with particular type of consumers who possess a de-
fined set of values, character and social recognition. Buying goods embracing a certain
Image, a customer strives to determine himself in the society and communicate it to wider

public.

Internal emotional needs or psychological needs are the subcategory of needs connected

with internal emotions and fears of the consumer.

External emotional needs, or social needs, are the subcategory of needs related to the con-
sumer desire to receive social approval, to become a counterpart of a particular social

group, to shape its image.

There are lots of functional needs as they are primarily connected with basic functions of
particular products. The list of basic emotional needs is rather limited.

It is recommended to create a map of consumer needs for each product and service of the
company. This map serves as a core of every new product and allows checking the consis-

tency of new ideas towards the target consumer demands.

Development of a new product should start from discovering and defining of key market
consumer needs. The main needs of the consumer could be revealed by means of various
marketing research methods and target market surveys. It is crucially important to bear in
mind that the product could not exist without the corresponding consumer need it is in-
tended to satisfy (O. Motorina, 2010), otherwise there is a risk of creating a “void” product
which will not be demanded.
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2 RESEARCH GOAL, RESEARCH QUESTIONS AND
METHODOLOGY

In order to effectively apply all the collected knowledge regarding educational products
promotion across our target audiences, specific information about native market consumer
behavior is needed. To find this out, it is necessary to conduct a combined marketing re-

search addressing buying behavior and purchase decision-making.

2.1 The main goal

The main aim of the research is to understand the target audiences’ buying behavior and
consumer pattern which applies to abroad education market in order to implement the find-

ings in the promotion strategy and concrete actions plan.
The sub-goals of the research are:

1. To identify the correct decision makers, the nature and the mechanism of their rela-
tions with final consumers of educational products towards purchase decision-
making

2. To define the main factors which affect the decision-making

The results of the research will give a vital insight about the target audiences’ buying be-
havior and consumption patterns and thus will be implemented in the promotion strategy
for intensive year-long Czech courses of Tomas Bata University. It will also suggest the
appropriate distribution model and will help to select the aspects of marketing mix needed

to be emphasized.

2.2 Research questions

To reach the main goal of the research, the following research questions were stated:

1. Where do our target audience representatives tend to search information about the
similar products and how do they tend to make a purchase?

2. What persons are included in the decision-making process and what is their degree
of influence?

3. What factors are considered in the decision-making process and which of them are

the most significant?
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4. To what extent the buying behavior pattern, the decision-making process model and
the key factors affecting the decision making correspond in different clusters of

consumers? (ex. school graduates and university graduates)

The research propositions which arose and are to be clarified or disproved in the course of

the research:

1. Both in the process of marketing information research and in regards to all purchas-
ing stages the target audiences will rather seek assistance from local intermediaries
than remotely from the service provider.

2. The buying decision is not made by final consumers of the service (students), but
by their families (parents).

3. The main factors which influence the buying decision are the overall price of the
product (thus, overall expenses carried by the purchaser) and the purchasing power
of the decision-makers (parents).

4. The model of decision-making process, the buying behavior pattern and the key
factors affecting the decision making are generally similar in different consumer

clusters

2.3 Research methods

Considering all the research alternatives and objectives, a need in a deep qualitative analy-
sis of consumer behavior and reasons or factors for making purchasing decision, together
with an understanding that the product has limited awareness and needs to be interviewed
about in small groups of potential customers who are familiar with its features at least to
some extent, have determined the choice of a primary research method as a focus group

interview.

The research framework of focus groups is optimal for extracting in-depth information
about motives, values and needs which are often subconscious; it allows giving not a de-
scriptive, but explanatory analysis of the observed phenomena, to discover the deep me-

chanisms of their influence (O. Melnikova, 2007, p.49).

As the situation faces an uncertainty about the observable variety of behavioral patterns of
our target audiences and a demand in a number of valuable insights about the consumer
decision-making, the focus-group interview tools were selected as an appropriate instru-

mentarium corresponding to the stated research goals.
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Nevertheless, our target audience representatives who could benefit the research should

have been carefully filtered from the public.
On assumption of all these requirements, two-stage research was chosen.

The first stage was a short selective questionnaire, which aimed at identifying the candi-
dates (potential buyers) from the general customer category for further deeper interview-
ing. However, the objective of the selective questionnaire is not only to determine the ne-
cessary scope of candidates for the deeper focus-group interviewing. What is more, survey
responses represent interest from the statistical point of view and answers to particular
questions could be quantified in order to draw the descriptive statistics about the attrac-
tiveness of abroad education among Russian youth. Other propositions and assumptions

could also be linked to those simple questions and statistically tested.
The second and the main stage form was considered as the focus group interview.

According to O. Melnikova (2007, p. 11), a professional combination of qualitative (focus-
group interview) and quantitative (questionnaire) methods with a proper understanding of
specifics and benefits of each of them could widen and deepen the acquired data, so the

research chosen methodology is considered as reasonable and essential.

As stated by Oksana Motorina (2012), competition analysis after Michael Porter helps to
define the intensity and the extent of competitive forces in the branch, to find out the posi-
tion where a company would be the most defended from the competitive forces’ influence

and could affect competitors in its turn.

Due to Porter analysis it is possible to conduct a market competitive analysis, to provide a
detailed estimation and analysis of company’s products competitive advantages, to eva-
luate the threats of competition for the company product, to determine the necessary im-
portant strategic decisions for the maintaining and strengthening of company competitive-

ness in a long-term period of time.

Porter’s Competitive Analysis is the most conveniently performed by means of worksheet
tables where each parameter is assessed on a scale expressing low, medium or high level of

threat to a company.

A competitive forces analysis after Michael Porter is performed in the project part of the

work.
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3 APPLICATION PART

The application part deals with practical realization of the two-staged research and analysis
of the collected data. Further, it operates with research conclusions and proposes ongoing

research implementation suggestions.

3.1 Selective questionnaire

The first primary category of public under study was school leavers (the last and the semi-
last year before graduation), which has defined some of the research specifics.

3.1.1 Research scope and background

In case of the questionnaire, group-personal way of approaching schoolchildren was cho-
sen. The most convenient variant to save time conducting a survey with many pupils at
once was to visit schools during the educational process and to collect data meeting school
classes between lessons. That is why the questionnaire had to be in an offline form as the
school does not offer the digital infrastructure for internet access. Moreover, school classes
are organized according to the research interests by the age principle, so it was easy to in-
terview only the schoolchildren who may potentially be our product consumers just by
visiting the following forms according to the school schedule. Additionally, the personal
way of approaching does not suggest skipping the questionnaire filling as | was checking

the data processing myself.

Two schools were chosen for the research conduction: school 68 (specializing in math stu-
dies) and gymnasium 144 (specializing in humanities and linguistic preparation) both si-
tuated in Yekaterinburg — a large and vibrant Russian city, the capital of Ural region si-
tuated on the border between Europe and Asia in Ural Mountains, often called “the capital
of Urals” with population over 1,5 million people. Both schools were chosen upon the cri-
teria of accessibility.

3.1.2 Questionnaire form and explanation

The original questionnaire is presented in the picture 1.
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Picture 1. Original selective questionnaire form example. Source: own research.

The English translation of the form (with the original editing template) is attached as an

appendix I.

The first question is aimed to identify the spontaneous attractiveness of abroad education.

The second one, on contrast, considers conscious attractiveness and serves as a source of

insights about the possible limiting factors which affect the deliberate decision about the

affordability of education abroad. The third and the forth question define the primary selec-

tion criteria. The third one asks about the conscious affordability (real opportunity) of

studying in particular countries, which could be interpreted as an interest in educational

products offered by the market of this country. The forth one questions the personal attrac-
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tiveness of countries which are seen as possible for studying. The fifth is included to verify
the prediction about the purchasing power as the main factor of decision-making.

The list of countries appearing in the question 3 was assembled basing on the research
conducted in 2012 among young Russians by the employment and recruiting web-portal
HeadHunter.ru (hh.ru). There were 1694 jobseekers aged below 25 registered on hh.ru that
took part into the research and passed the survey. Top 10 countries which are the most at-

tractive in terms of obtaining higher education are:

The USA

Germany

Australia / Great Britain
Canada

Japan

France

Netherlands

China

Sweden
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Five main criteria accounted to the coefficient calculation:

. The prestige of national Universities and quality of education in them (4,33 points);
. Linguistic affordability (4,03 points);

. Country’s living attractiveness (3,56 points);
. Average cost of education in national Universities (3,43 points);
. Accessibility and simplicity of visa application (1,98 points).

The weight of criteria was drawn on basis of young professionals questioning, who have

obtained their higher education abroad.

The rest variants were also taken from this research with Russia added as a primary desti-

nation for study.

3.1.3 Data evaluation

The overall amount of participants who took part in the first stage of the research has
reached 123 schoolchildren aged 15-18 with mean equal to 16,44715, modus is 16, median
is 16 and standard deviation is 0,616751, which is the average divergence of the age from

the mean (average age). It means that the average age of our respondents is 16,45 years,
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the most frequent response for this question is 16 and the medium of the data array con-
tains the value equal to 16. From the marketing point of view, our audience under study is
school pre-graduates who are leaving school in 1-2 years and are now actively forming
their attitudes and preferences towards possible variants of higher education and conse-

quently — towards various products on national and international education markets.

The gender proportion of the audience under study is 40% boys (41 participant), 60% girls
(82 participants).

The age-gender distribution is represented on the following pivot table I (0 — female, 1 —

male):

Table 1. - Pivot table of participants’ age-gender distribution. Source: own research

Amount according to first question |Age | ~

Gender v 15 16 17 18 O6wmit utor
0 240 37 3 82
1 32117 41
O6wuit utor 56154 3 123

According to the description in the previous part, question 1 examines the spontaneous
attractiveness of abroad education (spontaneous selection of either a Russian university or

a university abroad). The results are shown on a following biattributive pie chart (graph 1).

Spontaneous attractiveness of
abroad education

Atitracted

Boys 57%

17%

Graph 1. Spontaneous attractiveness of abroad education. Source: own research.
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The pie chart examines the distribution of respondents attracted or unattracted by abroad
education according to their gender. The diagram demonstrate the following finding: more
than a half (57%) of Russian schoolchildren aged 15-18 (pre-schoolgraduates) would ra-
ther prefer to earn their degrees abroad than in Russia not taking into account other cir-
cumstances (spontaneously). Abroad education is especially attractive to girls (41% at-
tracted, 26%unattracted VS boys 16% attracted, 17% unattracted)

Question 2 examines the conscious attractiveness of abroad education considering all the
circumstances and serves as a source of insights about the limiting factors. The results are

illustrated on a following biattributive pie chart (Graph 2).

Conscious interestto abroad
education

Boys
(concerned)
11% Girls
(concerned)

Not
interested
410

Graph 2. Conscious interest to abroad education. Source: own research.

The pie chart examines the distribution of respondents interested or uninterested in abroad
education according to their gender. The diagram demonstrates the following finding: 15%
of Russian schoolchildren aged 15-18 (pre-schoolgraduates) are consciously interested in
studying abroad, which is still quite a high precentage. Abroad education is rather equally
considered by boys and girls. However, education abroad causes quite a great concern:
44% of respondents are interested in earning their degrees abroad on different conditions.

The concern is especially relevant to girls (33% vs 11%).

In the framework of the question, there was a space for an opened comment where school-
children could share what makes them concerned about earning their degree abroad despite
the shown attractiveness. Factors, affecting the conscious attractiveness of abroad educa-

tion, were classified according to the collected responses as follows: insufficient language
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skills (9 responses), unstable international political situation (6 responses), high costs for
abroad education (6 responses), recognition of the acquired qualifications (4 responses),
family circumstances (2 responses), insufficient general preparation (1 response), concern
about professional path selection (9 responses), difference in education systems (1 re-
sponse), estimation of the particular university in the international ranking systems (1 re-

sponse).

The notable examples of the comments given by schoolchildren are: “it heavily depends on
the knowledge of foreign language (I wish I knew it better)”, “the foreigner/stranger is not
welcomed overseas”, “it depends on money”, “okay if the diploma I acquire will be inter-
nationally recognized”, “depends if my mom lets me go”, “depends on the profession I will

choose”.

The distribution of comments about the limiting factors is illustrated on a following histo-

gram (graph 3):

Limiting factors
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Graph 3. Factors limiting respondents’ abroad education interest. Source: own research.

Question 3 examines the attractiveness of Czech Republic among other variants of abroad

education. The results are illustrated on a following biattributive pie chart (graph 4).
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Czech Republicas an
opportunity for abroad
education

Possible

36%

Graph 4. Czech Republic as an opportunity for abroad education. Source: own research.

The pie chart examines the distribution of respondents assessing their possibility of study-
ing in Czech Republic according to their gender. The diagram demonstrate the following
finding: 36% of Russian schoolchildren aged 15-18 (pre-schoolgraduates), which is more
than one third, estimate Czech Republic as a possible destination for their abroad educa-

tion. The majority of Czech degree-seekers are girls (26% vs 10%)

Question 4 examines the priority of Czech Republic among other variants of abroad educa-

tion. The results are illustrated on a following pie chart (graph 5).
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Graph 5. Prioritization of Czech Republic. Source: own research.

The pie chart examines the distribution of respondents’ priorities towards their choice of
Czech Education. Only respondents who have selected Czech Republic as possible for
abroad education were taken into account (44 altogether). The diagram demonstrate the
following finding: 36% of Russian schoolchildren aged 15-18 (pre-schoolgraduates) who
estimate Czech Republic as possible for earning a degree, which is more than one third,

prioritize Czech Rebublic as number 1 or number 2 destinations for their higher education.

The data which is available from questions 3-4 provides us a very interesting framework
for determining the position of Czech Republic education among other various educational
offers, both national and international. The basis for the assessment is built on the priorities
which were given by schoolchildren to the countries they want to study at. In order to eva-
luate the attractiveness, the following mechanism was introduced: maximum priority given
for all responses provided was 7, with 1 — maximum priority, 7 — minimal priority. The
amount of “points” which goes in favor of the country in this case is 8 minus the number of
priority (8-1=7 points in case of maximum priority, 8-7=1 point in case of minimum priori-
ty). If the priority was not assigned, the country receives 0 points. The total amount of
points is calculated for all the responses given and normalized towards the overall points
amount. This indicator was called “Total attractiveness index”. According to this scheme,
the results are put into descending order and are presented on a following pie chart (graph
6).
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Study preferences
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Graph 6. Study preferences. Source: own research.

The pie chart represents the distribution of study preferences of the audience under study.

According to the framework of tools selected, Czech Republic is presented in the top-5

destinations for obtaining higher education and occupies the 4th place (3rd among the

abroad variants). It follows Russia, Great Britain and the United States as more desirable

variants and is followed by Germany. The Total Attractiveness Index of Czech Republic
assigned by Russian schoolchildren aged 15-18 (pre-schoolgraduates) is 12% (to compare:

Russia index is only 26%).

Question 5 analyzes the approximate purchasing power of pre-graduates and their families

as customers of education market products. The results are illustrated on a following pie

chart (graph 7).
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Targetaudience purchasing
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Graph 7. Target audience purchasing power (euro, annually). Source: own research.

The pie chart deals with the distribution of respondents’ purchasing power. Only respon-
dents who have selected Czech Republic as possible for abroad education were taken into
account (44 schoolchildren). The diagram demonstrates the following finding: 23% of
Russian schoolchildren aged 15-18 (pre-schoolgraduates), which is almost one forth, con-
sider only expenses-free variants of higher education. It means that they are not ready to
study on a commercial basis and could be possibly attracted by studying in Czech lan-
guage, which is free. In order to achieve that, they would require Czech language courses,
but it is not obvious that they could allow themselves to cover those expenses. Those who
are ready to spend few money on their education annually (13% up to 1200 euro, 39% up
to 2400 euro, altogether 52%) are seen as a cluster which is more capable to pay, however,
they could also consider education in English as long as they could allow themselves to
cover the educational expenses. Those who are ready to spend more represent a different
cluster which could be offered additional premium options. However, there is always a risk
that their choice may be disturbed by more desirable variants of higher education in Russia

or Great Britain/United States of America.

3.2 Focus-group interview

Upon the completion of the preceding part of the research and performing selective activi-
ties, the main qualitative semi-structured focus-group interview was conducted with first

stage participants.
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3.2.1 Research scope and background

As for the focus-group interview, 12 pupils (10% of the primary sample) were invited for a
personal in-depth discussion about their way of thinking and buying preferences regarding
the international educational market. The discussion was moderated myself as | was the
research conductor. The focus-group interview process was shot on video by the research
assistant.

The ideal candidate profile for focus-group interviewing according to the research objec-

tives after the questionnaire filling looks the following:

1. He or she is attracted by abroad education (question 1, option 1)

2. He or she would definitely like to study overseas and have the internationally rec-
ognized diploma despite any factors (question 2, option 1)

3. He or she sees Czech Republic as a possible country for his/her study (question 3,
Czech Republic is selected) and the level of attractiveness is relatively high (ques-
tion 4, the priority is dominant towards other countries and belong to the interval
from 1 to 3)

4. The amount of money ready to spent does not matter very much as Czech Republic
offer various educational opportunities, but in case of language courses it is needed
that the potential customer was at least ready to spend the initial cost. So, in ques-
tion 5 any answer indicating readiness to pay is acceptable. However, if the pur-
chasing power is high, the attractiveness of studying in Czech Republic could be
disturbed by competing educational offers from more expensive and habitual coun-
tries (ex. Great Britain or USA). So, the ideal candidate chooses option 3 or 4 (100-
200 thousand roubles annually).

The candidates selected for the focus-group interview had minimum deviations from the
“ideal” profile in their responses. The pool of candidates who were potentially interesting
to be interviewed counted 29 respondents. The final 12 were chosen upon the basis of their
desire and accessibility for focus group interviewing. The final proportion of candidates

was 3 boys and 9 girls.

3.2.2 Interview structure

Focus-group interview is a qualitative method of research, the second stage which is way

more deep and complex. It suggests the detailed scenario; however, you never know in
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advance how the discussion will go. Therefore, the approximate list of questions (semi-

structure) in accordance to research objectives makes sense. The issues planned to be dis-

cussed in the focus-group were:

Who of you is definitely going to study abroad after school? And who is going to
study abroad generally in future? Why not right after school?

Is there someone who knows which country he/she is going to study in? Has some-
one chosen their country of study?

Why this particular country is chosen? How was the choice made? How has the de-
cision-making process been running? What was the selected education product?
How much did it cost? What factors were considered in decision-making? Where
was the information found? Who or what affected the decision?

Who took the primary initiative? How did this intention appear and evolve? How
did the idea appear? What was happening next?

Where would you primarily search information about abroad education opportuni-
ties? How? In what consequence? What sources do you trust? Why?

Who makes decision about your abroad education? You personally, or someone
else? How the decision making process is run? What are the roles of the partici-
pants in the process, what is the ratio of influence?

Which factors do you pay the most attention to choosing education? And in case of
abroad education? Is there any difference? Which factors do your parents pay atten-
tion to? Which factors are critical, the most important? Which factors are not so
important? What are the purchasing criteria? What makes you refuse buying?

To what extent the price becomes a decision making factor? Is the statement “the
more expensive — the better, the cheaper — the worse” fair? Are you trying to cut
expenses choosing your education? How much are you ready to spend on your edu-
cation? What is included in the substantial costs and to what extent it affects your
decision making?

How the purchase decision making is occurred? Whom are you buying from?
Whom or what do you trust, what are you guided by in your education selection
process?

There are year-long intensive Czech courses. Who knows, what do they exist for?

Why are they on offer? In what situations would you be interested in such courses?
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» What do you know about higher education in Czech Republic? Is it somewhat at-
tractive to you? Why and by what features? Why Czech Republic or why not?

What factors would you consider in a choice of this kind?

3.2.3 Preparatory activities

In order to build a successful and resourceful conversation on a proposed list of issues,
some additional group preparation was needed. Warming “ice-breaking” communication
games and introducing members of the group to each other occupied approximately 45-50
minutes from the overall meeting. Striving to achieve a friendly and cozy environment, the
discussion was organized in a form of round-table tea drinking with biscuits, sweets and
cookies. All efforts of me as a moderator were concentrated on creating and maintaining an
informal, friendly and cheerful environment which is opened and tolerant to every opinion
and idea. However, it helped greatly to increase group engagement and contribution of
each participant into the discussion. In the end of the interview participants noted that they
were very glad to communicate to each other, which is one of the indicator that the focus-

group interviewing process was organized coherently and properly.

In the beginning of the interview all participants were explained a paradigm of a marketing
research: the special importance is put primarily not on personal issues and specifics, but
on the way of thinking, attitudes and behavioral patterns towards decision making. Addi-
tionally, it was highlighted that there is no wrong opinion and every point of view is natu-

rally correct, as it is suggested in every focus-group interviewing process.

In the ongoing 4 hours, the participants were subsequently addressed with the above listed
questions with the approximate frequency of one issue for discussion in 10-15 minutes.
Sometimes the respondents mentioned the related topics at once, so later the order of ques-

tions had to be partially revised in process of the interview.

3.2.4 Interview process

The question about definite immediate orientation towards abroad education discovered no
respondents to go to study abroad immediately after school. However, almost every res-
pondent suggests the possibility of studying abroad in the ongoing future in various forms:
exchange programs, joint degrees, abroad transfer, internships and master studies abroad.
The overall degree of awareness about abroad opportunities possibilities turned out to be

relatively high in the selected sample as respondents named almost all main wide-known
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opportunities of abroad studies and placements. Most participants mentioned possible ad-
vancement of higher education abroad in a form of second (master) degree and sponta-
neously started to explain their intentions by describing their attitudes towards higher edu-
cation abroad: “Humanities are less developed in Russia, than abroad”, “It is a spread
opinion that abroad education is better than Russian”, “If you are connected with interna-
tional relations and build your life and career with them, it will be a great help as you can

learn the culture of the country. If I go abroad, | will definitely go to Czech Republic, or

some other country, and I can stay there and do international relations. In my eyes, it’s
quite good. And to stay in contact with Russia at once.”, “If you study, you will live in this

particular environment”.

However, all respondents replied that they are not ready to change their path and go to
study abroad immediately after school for various reasons. Their concerns mostly coin-
cided with the concerns discovered in the questionnaire part: funding issues (“You may
have your first education — and work for some time. To earn a lump sum. Not everyone is
ready to go to parents and say — tomorrow | am leaving, please, be my sponsor. Many par-
ents may say — so, go work, earn and leave wherever you like.”, “Education abroad sug-

gests essential financial investments, and this is quite an important factor. Maybe | will

find my luck in Russia!”), uncertainty about the professional path selection (“Most
people who go to study for the first time do not know, where they want to go. After the first
degree the money you spend are not likely to be wasted. You go abroad with your thoughts

if you really want it or not. Iz is a more mature decision”), insufficient language prepara-

tion (“Knowledge of English is necessary and knowledge of the language of the country
you are going to. Otherwise it will be very difficult. If | purposefully know that I want to

study in a foreign university, 1 will put all my efforts to learn the language ”), family rea-

sons and lack of personal confidence(“Maybe I fail”, “Not everyone is ready to leave

their paternal home. Not everyone is self-dependent enough. As much as needed to leave

alone, and even in a different country”, “To get there and start everything from the begin-

ning. New faces, new friends. Because when you are there, nobody will help you, to be

honest”).

Despite the limiting factors that cause concern, respondents were quite optimistic towards
education abroad in the ongoing future. Answering the question, why will you be success-
ful or why would you postpone education abroad after the first degree, they commented:

“You are becoming more self-reliant, communicative. You have more life experience”,
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“Maybe during your first education you find someone who wants to go abroad with you”,
“Maybe, the first education will be enough, and maybe you will need to go further”. Con-
sequently, excluding the category from potential customers cluster would definitely be a
mistake. The audience shows a relative interest in a product category and is ready to make

a purchase when all concerns are covered in a particular moment of time.

The question regarding personal preferences towards particular countries caused the most
reaction and became the source of valuable research material as long as participants started
to explain, why they are attracted by the certain countries and how these attitudes ap-
peared. Among the countries named were Czech Republic, Sweden, Australia, Germany,
Great Britain, Canada and the United States of America:

*  “It is a country of the language that you have learnt at school — English. So, it is

America or Britain. It is important to choose a variant that will be a 100% success.

I think, it will be easier for me to cope with language barrier here. It is not the

same as if you start to learn a different language in the 11" form. It is more famili-
ar — those countries which are always in the agenda. What countries are usually
considered with foreign language education? America, Britain.”;

o “It is said that it’s good in Czech Republic, and the education is so too. | have a
buddy, she moved to Czech Republic, and lives there perfectly. If it is so discussed,

it is really cool then, eh? I also thought about Canada. English is spoken there. For

me it seems to have appropriate living conditions. Canada is not considered by any

of my friends, so it was rather spontaneous idea”;
*  “For me it is Czech Republic as well. I have a friend who moved to Czech Repub-
lic, she likes it a lot there. She studies for free. | heard that education in Czech Re-

public is free, however, it is necessary to know Czech. Friends, medias.. If it is dis-

cussed everywhere, so it is really okay. | believe the WOM and trust my personal

friends and buddies. For me among all preferences is only Czech Republic. | was
not searching and looking for information intentionally.”;

»  “I consider such countries as Czech Republic and Germany. There is a good, com-
petent and qualitative higher education there. It seems like we were pushed with

this idea at schools — that only in Russia education is free. But | talked to my

friends yesterday- and they said that in Czech Republic it is the same. And your

personal savings could be spent differently — to settle there, to find new friends and
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experiences. Where 1 first knew it from? | heard it from someone, maybe, from par-
ents or buddies, friends. But where exactly is quite hard to remember ”;

*  “As many others, I consider Czech Republic. A wide-known variant. You may ob-
tain an education for free here. Pay once to learn the language and then study. If
one tries his best, he is successful. And if you do not pay efforts, what is it worth?
Maybe, that is why Czech Republic is such a wide spread choice. But_free educa-

tion is not the most important factor. There are professions that are difficult to

compete for — no matter in which country. You should not try to save on obtaining

good education. Main thing is that it must be interesting. And at second — to have

friends here. I have those who moved and tell me stories. They pretty like it.”;
*  “As Isaid, it is Czech Republic. I like it. Maybe I could even stay here. My mother

lived here for several years. | like the culture. | have the information about the

friends who are planning to obtain their degrees here. What matters is quality of
education and conditions of living. | have some friends who study on a budget basis

in Russia. And they do not like how it is running: unreasonable assessment, bad or-

ganization. For me a perception about education quality is formed upon this. |
would not like after my university’s choice to realize that I do not like what is

taught there and that | do not learn anything new. To spend not even money — time,

and what for? Even if it is on a free basis. | am relying on my friends experience as

long as | do not have my own so far. People who got abroad education are more
demanded among employers. I think, the quality of education is determined in this
way.”’;

*  “I would choose Britain, USA, Germany. I read that they have the best education

nowadays. The most advanced countries. As for the quality — I think, finally it is de-

termined by your competitive performance. | also consider Canada, though | do not

know much about education there. However, | read in the internet that the guality
of living is one of the best there. My father wants me to study abroad. It is said that
graduates from Great Britain extremely fast become successful after being back to
Russia and their knowledge acquired in education process is enough to be entirely
competitive. ”;

*  “I would choose between two countries — Australia and Sweden. | would have fi-

nally chosen what will be closer to me — depending on my further specialization. |

prefer to make my own opinion. | was in Australia ad liked everything there. As for
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Sweden, even if I read very much, there won’t be a complete picture. When there is

an opportunity, you should check everything on your own. | want to be an ecologist

and Sweden is known to be very well “packed” with it. It would be cool to learn it

and acquire this knowledge for myself and my country”.

Idea about abroad education also approached respondents differently, however, most
named parents as those who were the first to inspire to think about studying somewhere
else. Answering the question, how the insight appeared, participants of the interview com-

mented: “There are buddies who study there. It attracts. If they can live cool, why couldn’t

1 do the same?”, “When I’ve been reading about our universities, noticed that it is possible
to go abroad on an exchange program. This way | discovered that studies abroad are cool
and affordable”, “It was spontaneously. To study — where? There are more opportunities
abroad, of course. And then you choose the appropriate variant. How has the idea ap-
peared? Well, I don’t remember”, “My father dreamed when | was a kid that I will go to
study abroad. Now there are not so much opportunities for it. The economy is in crisis. But
even in those times of childhood I started to think — if my dad does not manage, | will man-
age my abroad education on my own, if I understand that I really need it”, “I knew it from
my parents. My mom lives abroad. However, I do not want to study in the area she lives”,
“I heard it both in school and from parents. What got stuck in my mind is competitiveness.
So why not going there?”, “My father told me about it since my childhood. However, edu-
cation abroad seemed so unreal. My friend was deciding to go to Czech Republic, but fi-
nally she moved to Israel this year. When | talked to her, | realized that it is real. And
started to search for additional information”, “I started to think when I heard that educa-
tion in Czech Republic is free. I told myself” damn, it would be so cool to save on educa-

tion! However, now I assess it from the point of interest, new knowledge obtaining”.

Discussing the primary sources of information regarding possible education abroad, partic-
ipants were rather common in their preferences. Most respondents named internet as the
most reliable source, some also mentioned social networks, friends and personal expe-
rience: “At first I will look over the internet. And when you stay on one country, it is better
to go there and watch out, visit Universities where you will be provided with all informa-
tion. Because I don’t have friends who could tell me how is it to study here or there. It’s
better to see everything yourself.”, “I would have found the top-list of Universities in the
country over the web. Then, | would check which of them have the specialization I am in-

terested in. There is also a way to know — to start communicating with someone in the in-
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ternet. | know that in every country there are people who wouldn’t mind helping you.
There are social networks and you can get to know some locals and know their point of
view. And then, maybe, after you arrive, you will have a friend who helped you and
dropped you some tips. Sometimes you can even arrange an accommodation like this, but

not for a long, of course”.

However, the internet is broad and the issue needed specification. Answering the question,
what in particular do the respondents trust, they mentioned various statistics and ratings,
friends’ opinions, opinions of local people, non-commercial information portals, official
universities’ websites: “I trust official universities’ websites. Then — friends. Afterwards —
personal investigation!”, “Wikipedia”, “I would start communicating with someone in the
Country”, “I trust statistics, researches. I make my choice upon researches and their con-
clusions. Regarding Czech Republic I would ask my friend first. But it doesn’t necessarily
mean | will entirely rely on her opinion in everything. At first, her comments, then internet.
But her opinion for me is more trusted”, “Primarily in the internet, then through my
friends I would have tried to find people who have a concrete connection to it in order to
confirm what is written online. | hope, people are not likely to lie”, “Know more from your
friends. It’s better to have a tested variant”, “Firstly, internet and then people, who have
done what I am going to pass through. And then you’d better try going to the country, at
least for some days. You trust yourself the most, after all”.

It is interesting to note that no one from interview participants mentioned international
education agencies as a source of information about education abroad, neither primary nor
secondary one. When the issue was introduced, it turned out to be that they have not even
heard about existing of such model of business. Then the opinions disbanded: some partic-
ipants said that they would address to such agencies striving to find more information to
draw a complex understanding, some noted that they would prefer to rely on their own and
that they quite doubt about unaffiliated character of information to be provided to them.
Comments were quite fruitful to contribute to a portrait of our potential customer: “I didn 't
even know that they exist!”, “I hear about it for the first time”, “I think that they cooperate
with abroad Universities and their objective is to sell a product. That’s why I do not trust
them so much. 1'd better trust people who are not supposed to benefit from the information
they are going to provide me”, “I would rather trust some general information. But all the

concrete details are to be checked myself”, “You may get first set of information on the

agency. You may get some valuable insights and use the network of the agency, plus they



TBU in Zlin, Faculty of Multimedia Communications 49

are already familiar with many specific issues and are connected with universities directly.
If 1 knew about such a service before, | would possibly use it. They help you to optimize
your range of research”, “If I knew, I would have addressed to it. At first | would go there,
and then all the outcomes are to be justified”, “I suppose that the main benefit of the agen-

cies is that they help you with visa issues”.

Responses to the question about decision making process turned out to be quite a surprise.
All participants replied that even in such an age category (15-18) they are primarily consi-
dering their possible abroad education themselves and the decision making process runs
with parental support, but it is not driven by it as a main factor. What is more, participants
noted that they do not approve the reverse model, when education abroad is imposed by
parents, which totally disproves a research suggestion number two about the decision mak-
ing (The buying decision is not made by final consumers of the service, but by their fami-
lies). The focus group interview participants commented: “There are people who are not
allowed to go by parents. There are those who are allowed to go on their own expenses. |
am personally from such a group that is either allowed to go or not. But not in the follow-
ing way: “Tomorrow you are going to another country. Pack your bags.”, “Parents are
giving me an option, a right to choose where | want to study. But the decision is only mine.
Parents may give an advice, and may support in case of my decision”, “Absolutely I
choose myself. I consult with my mom and | have no secrets from her. She may help me
with my choice, to give a tip or advice. She lets me go or not — the question is like that”,
“Parents will try to do research on everything themselves, and give a more detailed infor-
mation map. They are not about to send their child wherever, right? But they will not force
me to go somewhere, where I do not want to. 1 just listen to what they say”, “Firstable, I
will decide on my own. My mom executes a role of an advisor, a person who gives tips and
attracts attention to concrete details. But the decision is anyways to be made by me”,
“Parents are an advice, but the choice is on me. I suppose, it is the same everywhere. You
ask your parents if you help me or not? If not, you are staying, of course. But the decision
is anyways made by us on our own”, “some make an agreement on everything with their

parents in advance. Education abroad cannot be spontaneous, everything should be any-

ways discussed prior to decision making”.

Concretizing the turn of parents in process of information research and their degree of in-
fluence on decision making (Who searches for the information first?) lead to the following

comments: “Altogether at once”, “”What is important for parents may be not important
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for you, and in reverse. If the university is chosen for you without your participation, you
will anyways miss something. I do not approve it”. One of the participants perfectly formu-

lated the role of parents in the decision making: “Parents are giving an advice and money”.

Among the main factors affecting the decision making focus group interview participants
mentioned the competitiveness of university graduates, political situation, money issues,
personal security, cultural issues and mentality specifics, attitude to Russians, existence of
friends in the country under study, international recognition of diploma acquired. The res-
pondents commented: “For me and my parents the quality of education (understood as the
competitive performance of the University’s graduates) is important. It means success in
further employment”, “The situation in the country. I am sure that in two ongoing years
people won't go to study abroad because of the political situation. Plus the rate of dollar.
1t’s worthwhile to calculate in advance if you have enough for you education and living”,
“For parents personal security of the child is a top priority. My mom definitely wouldn’t
let me go to any Muslim country, for example, Turkey”, “The attitude to Russia and Rus-
sians matters. From this point of view Germany is quite well known”, “Mentality, cultural
specifics”, “I would never go to study in France. I just don’t like it, it is very personal
thing”, “First of all is safety. You need to be sure that there is no war or revolution raising
when you are coming”, “If you have friends in the country — it is also a very important
factor. Somebody could help you then”, “It’s not of the last importance if you will have an
internationally recognized diploma. Maybe | will like the country under study more than
Russia, but for me it is important to be demanded as a specialist in my native country”,

“Diploma of international framework matters”.

Assessing and analyzing previous sayings of the respondents, it becomes obvious that the
price is not the most crucial factor in decision making, despite its’ definite importance.
Consequently, the research proposition three turns out to be not entirely correct: the overall
price of the product is not the main decision-affecting factor; however, the purchasing
power of parents remains the crucial position. Some of the participants’ comments charac-
terizing their attitudes are: “It (expenses) is a rather important factor as long as it is money
of your parents. Not everyone is so selfish!”, “It is crucially important. Whatever the qual-
ity and safety is, if you don’t have enough, you cannot go. All expenses should be estimated
in complex. Everything should be carefully planned”. However, participants noted again,
that the overall price is not the main factor as they are ready to spend more on a better

product as long as their parents’ purchasing power could allow them to. The statement “the
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more expensive — the better, the cheaper — the worse” is not fair, according to the respon-
dents’ consensus. The most expensive education does not necessarily mean the best one,
and in reverse — even education on a free basis could be competitive and advanced. To sum
up the attitudes of participants, it is definitely not favorable to try to save on choice, how-

ever, the unreasonable expenses are also not appreciated.

As stated before, participants demonstrated quite a good level of general awareness about
benefits of Czech higher education and therefore an understanding of the main objective of

Czech Intensive preparatory language courses purchase.

In the end of the interviewing process, the participants were asked to write down on paper
few associations with the phrase “Education in Czech Republic” and to finish the statement
“I would/would not choose to get higher education in Czech Republic if...” in order to
finalize the understanding of their attitude towards educational offers of this country. The
tag cloud of the associations to Czech education is: “actual”, “price/quality”, “economic
security (European Union)”, “interesting”, “free”, “well-organized”. Among the reasons
in favor of choosing higher education in Czech Republic are the factors characterized by
the following positive statements “It is cheaper than in Russia”, “I have the impression

s

about it from my friends”, “Quite actual”, “Good chances of further respectable employ-

}2 Y

ment ",

i« o«

Good price/quality ratio”, “Good perspectives”, “It is free”, “I am familiar with
it”. One negative statement “I would not choose education in Czech Republic if...” fi-
nished with the idea: “if it does not suggest the international diploma recognition”, classi-

fied as a factor of international degree obtaining.

3.3 Conclusions and research findings

A complex two-stage marketing research conducted within the framework of this diploma
work provides an essential analytical basis for Tomas Bata University Intensive preparato-
ry Czech courses abroad promotion on primary educational product’s target audience:
school graduates in Russia and CIS countries. All outcomes serve as an insights’ source
which need to be accounted into the courses’ promotion strategy with the certain factors to

be empathized.

Addressing the research objectives, the first part of the research helped to discover the po-
sition of Czech Education among other abroad higher education offers on the international

higher education market in eyes and perception of prospect customers, to estimate its at-
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tractiveness potential and to combine a set of factors limiting target audiences interest to
abroad education to be treated and taken into account in a promotion mix and marketing
communications. According to the selective questionnaire results analysis, abroad educa-
tion, and Czech Education in particular, demonstrates relatively high level of interest
among Russian school graduates and essential rate of schoolchildren is considering it as
possible variant for diploma obtaining, with over one third assigning to it first and second
priority. Czech education is especially attractive to girls, so visual communications need to
be tailored in a way to deepen their interest. The promotion strategy should incorporate the
points designed to leverage the following major concerns as insufficient language skills,
unstable international political situation, high costs for abroad education, recognition of the

acquired qualifications, and concern about professional path selection.

The second part of the research aided in drawing an all-round portrait of the target au-
dience under study, segregated its distinguishing features and provided a complete under-
standing of what aspects need to be taken into account and consideration in assembling the
marketing strategy, selecting promotion mix and creating marketing communications for
the product under study. Results of the deep focus-group interview on a sample of partici-
pants after careful selection (10% from the primary sample) educed the following out-
comes. The audience demonstrates a relative interest in a product category and is ready to
make a purchase when all concerns are covered in a particular moment of time. Czech Re-
public is a wide-known and well-perceived variant of abroad education, mainly through
WOM (friends, relatives, medias) and due to such factors as internationally recognized
degrees and diplomas, good price-quality ratio, lower educational and living expenses and
cultural affinity. Czech education has an image of interesting, actual and valuable asset and
target audience is ready to strive achieving it, meeting the necessary pre-requirements (one
of the main is the language proficiency). What also seriously matters as a decision-
affecting factor is competitive performance and employment of the particular University
graduates, so it needs to be accounted and empathized in marketing communications. Tar-
get audience tends to look for information primarily over the internet, but information re-
ceived from well-acquainted people is more trusted. International education agencies are
not very popular, not well-known and not entirely trusted among respondents, so B2B
promotion channel is definitely not the primary one and the efforts need to be concentrated
on B2C marketing communications. Abroad education selection process runs with parental

support, but it is not driven by it as a main factor. Prospective students are entirely self-
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reliant decision makers and the role of parents is limited to providing an advice and finan-
cial support. Consequently, memorizing parents as an encouraging force in some cases, the
accurate promotion should target youth in direct marketing communications and adults in
indirect marketing tools (public relations, media relations, reputation management etc.).
The overall price and product expenses turned out to be not the most sufficient factor: the
audience demonstrated relatively low price sensitiveness within the frames of their familial

purchasing powers.
Evaluating the research propositions again after the research conduction:

1. “Both in the process of marketing information research and in regards to all pur-
chasing stages the target audiences will rather seek assistance from local interme-
diaries than remotely from the service provider.” — the proposition was disproved
as target audiences tend to rely on their own and search for information remotely
from the internet and friends or buddies;

2. “The buying decision is not made by final consumers of the service (students), but
by their families (parents)” — the proposition was disproved as the main decision
makers are final consumers themselves, and parents only support and financial as-
sistance;

3. “The main factors which influence the buying decision are the overall price of the
product (thus, overall expenses carried by the purchaser) and the purchasing power
of the decision-makers (parents)” — the proposition partially proved out as the target
audience demonstrated relatively low price sensitiveness within parents’ purchasing
power, which stays among the most important factors;

4. “The model of decision-making process, the buying behavior pattern and the key
factors affecting the decision making are generally similar in different consumer
clusters” — the proposition failed to be proved or disproved as long as the research
conduction was limited to one particular customer cluster (schoolchildren) due to
time bounds. The research itself provided enough vital insights to be implemented

into promotion strategy and activities.

3.4 Further research suggestions

Further suggestions regarding research advancement aiming to acquire more detailed data
and to test the current research findings imply the method so-called “research triangula-

tion”.
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The essence of the technique lies in applying of different types of data or its collection me-

thods within the same project. Triangulation helps to avoid mistakes and related to a par-
ticular method and validates the data (O. Melnikova, 2007, p. 23).

In other words, triangulation helps to increase the level of data validity by separately or

jointly changing the elements of the research process. In regards to the research conducted,

the following research triangulation categories are proposed:

Research cluster triangulation — repeating the research with minor changes in dif-
ferent consumer clusters (B2C - university graduates, jobseekers; B2B - interna-
tional education agencies);

Research method triangulation — using different research method with minor
changes in methodology among the certain audience representatives (for example,
to use a complex questionnaire with closed or opened questions as a second part of
the research with university graduates under study, or a personal interview instead
of focus-group interview in case of doing research on B2B abroad education agen-
cies);

Data collection method triangulation— using different ways of approaching the au-
dience under study and collecting their responses (for example, a web-based ques-
tionnaires instead of group-personal approach in case of university students under
study, or a Skype interview instead of personal interview in case of doing research

on B2B abroad education agencies).
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4 PROJECT BACKGROUND

Tomas Bata University in Zlin has decided to re-launch its own Intensive Preparatory
Czech courses in 2015-2016 year. Courses were organized by the Faculty of Logistics and
Crisis management on a private initiative and were planned to be run on the infrastructural
basis of the faculty situated in UherskéHradisté (town in the Zlin Region of the Czech Re-
public, located 23 km southwest of Zlin on the Morava River with an approximate popula-
tion of 25 000). It is interesting that the courses were previously in operation, but once they
closed because of the low rate of return due to insufficient amount of participants (possibly
caused by the inappropriate marketing efforts). Courses were oriented not only CIS coun-
tries (Russia, Ukraine, Belarus), but also Middle East and Eastern countries (previously

there were many attendees from Vietnam and nearby countries).

However, despite the existing of such an educational product as Czech courses, the Uni-
versity was not considering its promotion and switched to a stable existing market model
of partnering with abroad education agencies. The following approach seems quite reason-

able and was selected taking into account several following factors:

« The University does not possess essential resources for abroad promotion: material
resources, financial resources, human resources, time resources. Promotion is gen-
erally not the primary function of a higher education entity;

« Agencies could provide wide local expertise and utilize specific communication
and distribution channels. The communications’ language is also a deliberately im-
portant factor;

« Agencies could assemble a complex set of supporting services and incorporate
them into a unique trade offer which has an added value in eyes of target audiences
and addresses their concerns;

» The University would rather concentrate on courses maintenance, while agencies
are taking the interaction with courses participants on them, simplifying the coop-
eration and solving various problems prior to departure and in process of studying
arising from both education process and living in a foreign country — visa issues,
stakeholder communications, accommodation preferences, guiding and supervision,

adaptation and entertaining content.

In order to promote courses abroad targeting CIS countries, Tomas Bata University con-

cluded an agreement with a newly-created Czech-based student recruiting agency operat-
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ing on Russian market. University’s responsibilities were to organize group courses in the
volume of 850 academic hours with the Czech native speaker as an academic advisor, to
provide accommodation in the dormitories of the Faculty of Logistics and Crisis Manage-
ment in UherskeHradiste, to provide facilities for courses running and to organize a final
language proficiency test. The agency’s responsibilities according to the contract were to
attract the course participants, to handle their visa applications and provide all the ad-
vanced consultancy prior to arrival and during their studies, to help with accommodation
queries. The agreement concluded suggested no limitations in promotion methods and
techniques used, but the University has not shared its informational infrastructure and has
not provide the access to its communication channels, so the agency worked as a Universi-
ty’s authorized independent partner. All the research findings were to be implemented in

the promotional activities of the agency.

The University has announced its decision to partner the agency in April 2015. So, the re-
search, which was in process of conducting that time, has to be limited to fit the time
framework and to provide research outcomes in order to build the promotion strategy and
implement it in concrete marketing activities. As the courses were going to be launched in
September-October 2015 (2015-2016 academic year), the time scope for promotion was
very limited, which became a prerequisite of high promotion intensity: the long-term visa
application process required for study on courses in Czech Republic normally takes two
month in Russia. The University in its turn expected to have attendants in the launch year,

so the entire period of project realization was limited to 3 month (April-June 2015).

Formal independence also suggested the reliance only on the agency-owned financial re-
sources, which were quite limited at the moment and counted 23 000 kc. In terms of pro-
motion it mostly meant that major activities needed to be low-budget or budget-free and
high percentage of works needs to be done internally by the agency staff with only few

points ordered on an outsourcing basis.

The main KPI of all promotion activities which was determined and set by the university
management was to attract at least some courses participants in a settled period of time in
order to give a test launch to the program in 2015-2016 year. The allocated resources did
not impose more than 10 participants, however, with no contingent attracted the program

had to be frozen for several more years.
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5 MARKETING STRATEGY

Every marketing strategy starts with situation analysis. What is the product we are going to
offer, what features it stores, what is its competitive advantage and what the market condi-

tions are that need to be taken into account.

5.1 Situation analysis

Tomas Bata University is a dynamically developing university which offers over 100 aca-
demic specializations in humanities, techniques and art at six faculties. The university is a
leading research and innovation centre not only in Czech Republic, but on an international
area as well. UTB graduates obtain European diplomas with international recognition,

which improves their employment opportunities both in Europe and worldwide.

Tomas Bata University is a young, dynamic, intensively developing, ambitious, interna-
tional, perspective, leading European university situated in the Eastern part of Czech Re-
public — almost in the centre of Europe — in the city of Zlin with the approximate popula-
tion of 75 000 people. Local people mostly speak only Czech, however, the academic envi-
ronment officially declares the bilingual principle (Czech, English).

A cozy and extremely comfortable European town, Zlin has absolutely everything needed
for all-rounded appropriate living, and what is more, for fruitful studies and interesting
leisure. A major advantage is that all the conveniences and features are situated in a walk-
ing distance and the road takes maximum 20 minutes on foot, which allows avoiding using
public transport. During studying in Zlin there are many opportunities for travelling to all
destinations of Europe, if the finances allow to: the geographic position of Zlin and Czech

Republic suggests and encourages it.

The University launches Czech language courses as a side educational product striving to
increase the abroad students flow (both on bachelor and master programs). The university
takes the responsibility of product quality control and provides facilities for the studies. A
variative part stays on intermediaries — the final price for consumers and promotion me-
thods are determined by abroad education student recruiting agencies upon their vision and
ambitions. Finally the university charges the fixed price for each student’s education, certi-
fication and accommodation. All the rest stays on agencies’ accounts, which also assist in
students’ queries solution and well-being and help in visa, insurance, application, admis-

sion and accommodation issues.
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Courses include 850 academic hours of Czech language with native speaker as academic
advisor, a proficiency exam clarifying the B2 Czech level according to the European
Framework of Languages proficiency — this level is a required minimum for studying in
Czech. The price for the courses in the academic year was set as 50 000 kc. The accommo-
dation was also provided by the University, but was not included in the price and was to be
paid separately.

The Czech-based agency partnering Tomas Bata University in courses promotion and
maintenance is a team of young professionals from Yekaterinburg consisting from Univer-
sity graduates who passed admission, education and life in Zlin on their own. The agency
incorporated a database of contacts with over 140 education entities and 150 abroad educa-
tion agencies in Russian major cities (Moscow, St. Petersburg, Yekaterinburg, Kazan etc.),

which possibly has become one of the pre-condition for successful University partnership.

5.2 Company objectives

As it was a newly created recruiting agency, mission and objectives were to be formulated

at once with the marketing strategy creation.

Company’s mission: to guarantee the affordable and qualitative higher education in Czech

Republic with respect to all participating sides’ interests.
Company objectives:

* To become the largest strategic regional Universities’ partner for recruiting abroad
students in Eastern part Czech Republic in 7 years of existence;

« To diversify the range of services and turn into a full-cycle international education
body specializing on General, Higher and Post-graduate education in Czech Repub-
lic with consulting, insurance and other intermediary services in the portfolio in
seven years of existence;

* To extend the partnership network to 300 entities in CIS countries with at least 50
out of Russia in seven years of existence;

» To open 5 subsidiaries in major cities of CIS countries in seven years of existence;

« To recruit at least 50 students for various educational programs in Eastern part of

Czech Republic in seven years of existence;
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« To introduce, develop and integrate innovational standards in educational and in-
termediary services providing for abroad students and keep up to them in our work

in order to guarantee the consistently high quality of service.

5.3 Characteristics of potential customers

Such educational product as intensive preparatory Czech courses will be deliberately inter-
esting to those searching for features and perspectives of European higher education. Apart
from the customer category “prospective school graduates” which portrait was analyzed in
detail in the research part of the thesis, there are few more that may be potentially interest-
ing from the marketing point of view. Here is the brief description of each.

First of all, it is Slavic-speaking (Russian, Ukranian, Belorussian, Kazakh) students — fu-
ture graduates of bachelor and specialist’s programs. They are approximately 21-25 years
old, young, dynamic, ambitious, future-thoughtful, dreaming about travelling and new im-
pressions, willing to develop an international career, curious about abroad experience and
foreign cultures, striving to become demanded specialists. They strongly rely on them-
selves and make their choice on their own, often rationalizing. They are trying to be inde-
pendent from their parents in all aspects including financial assistance. Another sub-
category from the same cluster — those who are well-heeled due to their parents’ financial
opportunities and wish to get the option to travel, live and entertain themselves partying all
over Europe in a year-round term (that is a period of long-term visa or residence permit
validity). True lovers of fashionable Instagram looks, sons of successful businessmen, en-
trepreneurs and governors; socialites and daredevils mad about new doses of adrenalin, fun
and new memorable impressions, willing to try everything in a lifetime, living for the mo-
ment and placing a high value for it, usually reporting their experiences via various social
networks, open-minded and easy-going — those are the approximate representatives of the

second sub-category.

Partially the product could be interesting for future master graduates thinking about acquir-
ing a Ph.D. degree in a European university with minimal expenses (and maximum prod-
uctivity). However, there are several alternatives for them — Ph.D programs in English are
almost the same in terms of quality as those Czech ones. Despite they are on a paid basis,
there are various scholarships existing to cover the educational expenses, and the scholar-
ships are quite accessible. Additionally, researchers are essentially paid for their scientific

contributions (apart from the primary scholarship). What is that type of people? Students or
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young professionals 24-30 years old, researchers dedicated to science, concerning about
changing world to better, persistent and ready to work mutually on their own and for the
success of the research employer. What matters for them is serious approach, professional

orientation, facilities equipment, research perspectives and educational body status.

The last potential consumers of the product is those who only strive to learn Czech lan-
guage and get an official recognition of previously acquired qualifications in order to have
the employment opportunity in Czech Republic with the nostrified diploma of higher edu-
cation. These people see perspectives in it, they know what they want their life to be and
are primarily deciding from the point of price — because the product is almost generally
homogenous, and if the difference is not observed, what is it worth to overpay? Mature
professionals aged 25-35 or students not willing to obtain further education, but are plan-

ning to work and earn living smoothly in Czech Republic.

Following the Pareto rule (80/20), school and university graduates are definitely much
more interesting from the marketing point of view and compose 80% of the potential
clients, and the rest categories are up to 20% maximum, so our target cluster will be youth

(embracing both forward-thinking school and university graduates).

5.4 Competitive forces analysis

As the agency is going to penetrate the existing competitive market, the competitive forces
analysis is considered as the most important strategic tool of defining the direction of mar-

keting and promotional activities.

In order to evaluate the threats to the agency going to promote UTB Czech preparatory
courses on the market five tables were filled according to five forces determining company
threats by Porter. Each table contains parameters for competition assessment. The evalua-

tion is performed on a scale from 1 to 3.

Marked points are calculated in the end of each table and the result is explained according-

ly.

5.4.1 The first step: evaluate the competitiveness of the company offer and the level
of competition on the market

Table 2 — The threat from products-substitutes. Source: own research.
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1.1 Products-substitutes

Parameter assessment

Evaluated parameter Comments

3 2 1
exist but they have just entered
the market and their rate is
relatively low

exist and share the high rate

do not exist
on the market

. s e Those could offer the same quality for lower (more
Substitute products "price-quality" ff me qua “ (
competitive) prices

3

FINAL SCORE 3
1 point low level of threat from products-substitutes
2 points medium level of threat from products-substitutes
3 points high level of threat from products-substitutes

The overall score for the evaluated parameters is three, which is according to the selected
methodology equal to high level of threat from products-substitutes.

It means that the product on the market is not unique and is shared by all the primary com-

petitors, so the market penetration should not be primarily based on product uniqueness.

Table 3 - Rivalry among existing competitors evaluation. Source: own research.

1.2 Rivalry among existing competitors evaluation

Parameter assessment

Evaluated parameter Comments

3 2 1
The more competitors operate on the market, the High level of market Medium level of market saturation Few players
Number of competitiors higher the competition and the risk of market rate loss saturation (3-10players) (1-3)
in the market
3
The lower the market growth is, the higher is the risk Market stagnation or decline Stabilizing, but growing Growing

Market growth of constant market repartition

3

The product is standardized in its
key features, but differes in
additional features

The lower the product differentiation is (and the
higher the standardization is) - the higher is the risk of
customer choice switching between different
companies on the market

Companies sell the

Companies' products vary great!
standardized product P p y greatly

Level of product differentiation in the
market

2

Severe price competition on
the market, no opportumities

There is an opportunity for price
increase to the extent of expenses

There is a stable opportunity to

The fewer are the opportunities in price increasing, increase the price for expenses

Limitation in price increasing the higher is the risk of icome loss in case of stable for price increase coverage coverage and margin rise
growth of expenses
2
FINAL SCORE 10
4 points Low level of rivalry among existing competitors
5-8 points Medium level of rivalry among existing competitors
9-12 points High level of rivalry among existing competitors

The overall score for the evaluated parameters is ten, which is according to the selected
methodology equal to high level of threat from rivalry among existing competitors.

It means that the level of internal competition does not suggest a prospective market pene-
tration and it is necessary to invest a lot of time and efforts in order to earn a significant

market share.

Table 4 - Evaluation of new entry threats. Source: own research.
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1.3 Evaluation of new entry threats

Evaluated parameter

Comments

Parameter assessment

3

2

1

Economy on production scale

The more is the production volume, the lower are the
costs for resources allocation, the less fixed costs
affect the price of the final product

Does not exist

Exist only for several players

Exist and is significant

Strong trademarks with high level of
awareness and loyalty

The stronger are the existing brands and trademarks,
the more difficult it is to enter for the new players

No big players

2-3 big players keep up to 50% of
the market

2-3 big players keep up to 80% of the
market

2

Product differentiation

The more various is the product and services offer in
the branch, the more difficult it is to enter the market
and find a niche for new players

Low level of product
differentiation

Micro-niches exist

All possible niches are occupied by
existing players

Level of entry costs and primary investments

The higher is the primary entry level investments, the
more difficult it is to enter for the new players

Low (pays off in 1-3 months)

Medium (pays off in 6-12 months)

Low (pays off in more than a year)

1

Access to distribution channels

The more difficult it is to access the target audiences,
the lower is the market attractiveness

access to distribution channels|

is entirely opened

access to distribution channels
requires some investments

acess to distribution channels is
limited

2

Governmental policy

The government can limit the ability to enter and even
to block the access to the industry through licensing,
restrictions on access to raw materials and other
important resources, regulation of prices

No limiting actions from the

government

Government regulates the branch
to some extent

Government entirely regulates the
branch and make restrictions

2

Readiness of existing players to cut the price

If the players can cut the prices in order to keep the
market share - it is a strong bareer for the new entries

Players are not supposed to

cut the prices

Big players are supposed to cut
the prices

Any appearing of a cheaper offer
results in prices cutting from existing
players

3

Market growth tempo

The higher is the sector growth tempo, the more new
players intend to approach the market

High and is increasing

Cooling down

Stagnation or negative

1
FINAL SCORE 16
8 points Low level of new entry threats
9-16 points Medium level of new entry threats

17-24 points

High level of new entry threats

The overall score for the evaluated parameters is sixteen, which is according to the selected

methodology equal to medium-high level of threat from new entries.

On the one hand, it means that the new players are not likely to appear and significantly

rearrange the market structure. On the other hand, it implies good chances for an already

existing company to grow and strengthen, because the market conditions are not that strict

to new players that they are entirely unable to develop.

5.4.2 The second step: Evaluate the threat of consumer loss

Table 5 - Evaluation of bargaining power of buyers. Source: own research.
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2.1 Bargaining power of buyers

Evaluated parameter

Parameter

Comments

2 1

Rate of consumers with high sales volume

If the customers are concentrated and make purchase
in big amounts, the company will always have to
make concessions for them

more than 80% of sales
belongs to several clients

sales volume is equally splashed
between all clients

few clients hold approximately
50% of sales

1

Tendency to switch for substitutes

The less the product uniqueness is, the more the
customer tends to find new alternatives without
holding additional risks

the product is not unique,
entire analogues exist

the product of the company is
partially unique, there are
distinguishing features important
for clients

are no analogues

2

Price sensitiveness

The higher the price sensitiveness is, the more
probably customers will buy the product from
competitors for a lower price

customer will always switch
towards the product with a
lower price

customer will switch only in case
of significant price difference all

2

Consumers are not satisfied with the existing

Dissatisfaction gives birth to the latent demand which
can be satisfied by a new player or a competitor on

dissatisfaction with the key
product characteristics

entire satisfaction with product
quality

dissatisfaction with secondary
product characteristics

the product is entirely unique, there

customer is not sensitive to price at

market products' quality

the market

2
FINAL SCORE 7
4 points Low level of consumer loss threat
5-8 points Medium level of consumer loss threat
9-12 points High level of consumer loss threat

The overall score for the evaluated parameters is seven, which is according to the selected

methodology equal to medium level of threat from consumer loss.

It suggests that the loss of customers is not a major threat for the company so far as it has

no rich customer portfolio on B2B segment. Customers in B2C mainly make purchase only

once in a lifetime, so they are not interesting after the purchase from sales point of view.

Partial uniqueness of the product gives an opportunity for niche orientation.

5.4.3 The third step: Evaluate the threat from suppliers

Table 6 - Evaluation of bargaining power of suppliers. Source: own research.

The third step: Evaluate the threat from suppliers (Bargaining power of suppliers)

Evaluated parameter

Comments

Parameter assessment

2

Amount of suppliers

The less suppliers there are, the more probable is the
unreasonable price increase

Few suppliers or the
monopoly

Wide suppliers availability

2

Limitation in supplier resources

The more limited the resourses are, the more probable
is the price increase

Limitation in resources

Unlimited resources

2

high costs for supplier

low costs for supplier switching

Switching costs The higher are th{»: switch{'ng ‘rosts, the more probable switching
is the price increase
2
The lower the priority of business area is for the low priority of the area fora | high priority of the area for the
- . . . supplier, the less attention and efforts he will supplier supplier
Priority of the business activity to supplier contribute and the more the risk of lower quality of
supply is 2
FINAL SCORE 8
4 points Low level of supplier bargaining power
5-6 points Medium level of supplier bargaining power

7-8 points

High level of supplier bargaining power
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The overall score for the evaluated parameters is eight, which is according to the selected

methodology equal to high level of supplier bargaining power.

It means that the company is significantly dependent on its suppliers and should develop

this marketing area in order to decrease the degree of this business risk.

5.4.4 The fourth step: Summarize the results and develop the strategic actions plan

Table 7 - The analysis results summary with comments. Source: own research.

Parameter

Value

Description

Threat from product substitutes

High

There are several companies with the similar offer on the
market which already occupy rather large market share.
Existing differences are in the secondary product features
(additional services, better product content) and in the price
level. The analyzed product slightly leads in price-quality ratio

Threat from internal rivalry

High

Several big players and several smaller ones operate on the
market. The general level of market saturation is high. There is
no opportunity to compare the offers fully because of the
business specifics and because of the service nature. The
market stagnates, there are limitations in price increase

Threat from new entries

Medium

Medium risk of new player entries. There are opportunities for
further product differentiation. The pay-off period exceeds
one year due to business specifics. The distribution channels
are relatively hard to reach. Existing players are not likely to
cut the prices.

Threat from current clients loss

Medium

Low volume of sales and absence of stable clientship, unique
characteristics of the trade offer and good price-quality ratio
followed by a dissatisfaction to existing market offers
potentially arises interest and demand for the company
product

Threat from supplier instability

High

Monopoly from the supplier, low priority of the business area
for the supplier

The perspective strategic list actions arising from this summary implies the following

points:

1. It is recommended to follow the strategy of product uniqueness strengthening and

to concentrate on such a target market which is sensitive to product distinguishing

features (to keep the direction of leading in a particular market niche);

2. The main efforts of the company should be concentrated on building of the high

level of product and its distinguishing features awareness by means creating and

sustaining a strong brand which will have an added value in eyes of target au-

diences;
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3. In order to keep the competitiveness it is suggested to regularly strengthen the
unique trade offer by means of existing client satisfaction research in order to ex-
ceed new entry players and increase the attractiveness comparing to existing ones;

4. It is recommended to widen and strengthen the information and distribution chan-
nels access by means of applying CRM and TQM approaches;

5. To decrease the influence of price competition to company sales by means of build-
ing the strong brand/trademark;

6. To concentrate on reputation and long-term relations building with B2B segment
customers;

7. Itis recommended to diversify the clients’ portfolio;

8. To build long-term stable relations with the existing supplier and to research the

opportunities of widening the supply sources.

5.5 Product benchmarking

In order to compose a unique trade offer combining educational product with a mix of in-
termediary supporting services that will address all the courses potential buyer’s concerns,

the product benchmarking was performed.

The offers of the following existing Czech-based abroad education agencies targeting CIS
countries were analyzed in order to combine a primary optimum and later position it for
our target audiences: GO STUDY, euroeducation, TBS group, eurostudy agency. The

analysis was performed upon the UTP descriptions on the agencies’ websites.

Table 8 — Existing agencies’ offers product benchmarking. Source: own research.

Comparing GO STUDY Euroeducation TBS group Eurostudy

point/Agency agency

Cities of location | Prague, Brno, | Prague, Brno Prague, Brno Brno
Kiev

Amount of main | 6 7 4 2

packages (diver-
sification of ser-

vices)

Price range 3850-6000 euro | 2948-4067* euro | 2850-3900 euro | 2650-3250 euro
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(*8993 euro for
VIP package, 7
649 for all inclu-
sive)
Admission prep- | Yes Yes Yes Yes
aration
Assistance in | Yes Yes Yes Yes
documents prep-
aration
Accomodation Yes Partially Partially Partially
assistance
Orientation and | Yes Yes Partially Yes
adaptation  pro-
gram
Consultancy re- | Yes Yes Yes Yes
garding  educa-
tion and living
Meeting  upon | Yes Yes (Brno) Yes Yes
arrival
Assistance in | Yes Yes Yes (to be paid | No
professional area separately)
and  university
selection
Visa application | Yes Yes Yes Yes
assistance
Nostrification Yes No No Yes
procedure
Supervising by a | Yes No No No

personal coordi-

nator
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Special subjects | Yes No Yes (to be paid | Yes
preparatory separately)

package

Transport tickets | No Yes Yes Yes
Connection to a | No Yes Yes Yes
mobile  service

provider

Urgent medical | No Yes Yes Not indicated
treatment and

translation  ser-

vices

Bank account | No No Yes Yes
opening

Insurance No No No Yes

As a newly-created agency the plan suggested to have at least one set of services for the

beginning year. The main principles of services selection were:

1. To address our target audiences concerns and fears (indicated in the research part);

2. To include maximum of activities that agency staff is ready and is able to handle on

their own (in order to acquire maximum competitiveness needed for market pene-

tration);

3. To minimize the material expenses for the services (in order to spend more on pro-

motion);

4. To offer some extra benefit, to distinguish the UTP from competitors.

The final set of components included in the unique trade offer of the agency apart from the

elements provided by the university (courses, exam and the proficiency certificate) looked

as follows:

e Assistance with application and admission procedures and documents preparation;
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e Complex consultancy regarding all issues of living and studying in Czech Repub-
lic;

e Information support in University and professional area selection and assistance in
application for graduate programs;

e Assistance in visa or long-term residence permit application;

e A personal supervisor for a year-long period,;

e Meeting on arrival to Brno, Prague, Vienna or Bratislava;

e A welcoming city tour (including shopping facilities, main services and trade cen-

ters);
e Accompanying in currency exchange;
e Connection to the chosen mobile provider network;
e Half-year foreign language course (depending on the University’s offer);

e Guiding through the procedure of official recognition of maturity certificate or pre-

viously received diploma;

e Urgent medical treatment and translation services in case of sudden health prob-

lems.

The overall price for the unique trade offer covering all the expenses (including further
promotional expenses) was competitively set as 2490 euro (taking into account the price

set for the courses by the University as 50 000 kc).

The price was relatively low (at the moment it was the lowest price on the market for such
a product category as year-long Czech preparatory courses with such a mix of supporting
services) which goes in accordance with highly competitive market penetration tactics and

stands for a good competitive advantage.

5.6 Core strategy

In order to differentiate between competitive offers on highly competitive markets (our
market situation is exactly so according to Porter competitive forces analysis), it is impor-
tant to assign some individualized meaning to it; to endue an offer with certain associations

and images, to embrace with a multileveled importance and value — only in this way they
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are likely to be demanded and to cause effective affection that is expressed in the customer
loyalty towards particular trademarks.

What is more, one of the crucial decision making for our target audiences (according to the
research conducted in the first part of the thesis) are friends and acquainted people res-

ponses and feedback, which are the counterparts of brand management activities.

In order to communicate the composed unique trade offer to target audiences it was de-
cided to create a brand that embraces the spirit of the university: a young cutting-age re-
cruiting agency which cooperates and acts on behalf of Tomas Bata University and pos-

sesses an exclusive right to offer educational products of UTB in CIS countries.

What our brand communications are primarily aimed to fight is the novelty and lack of
experience of the service provider. The newly created trade offer has no reputation in eyes
of our target audiences and has minimal social justification (years of operation, previous
clients responses etc). This weakness is to be addressed by the visual identity of the agency

— the first element of visual communications of our brand with product consumers.

It is interesting to note that visual style of the University copes to solve quite the same
problem (as Tomas Bata University is rather young and counts just 14 years of existence)
with major success, attracting its students with a fresh and bright designer visual commu-

nications.

The most important challenge from the very beginning for our brand is to earn maximum
trust and confidence to agency’s team and its services from the primary contact. In order to
achieve it, it is necessary to unite the perception of the company to the perception of the
University as a whole in eyes of target audiences. In this case, all positive associations
caused towards the University will automatically outspread on the company.

The way to achieve it is to select such a resembling to University’s and at the same time
unique visual style that everyman would percept is as similar. Therefore, the company’s
services would be treated as provided directly by the university so that the University acts
as an illusory guarantor of the services’ quality. The same principle should be descended in

all other brand communications — personal, digital, impersonal.
In order to establish the brand of the agency, the following aspects were to be worked out:

1. Core brand values and associations;
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2. Positioning, competitive advantage, features (what differs the agency and its offer
from the competitors, what makes it special?);

3. A name and a logo according to brand values and positioning

4. Brand communications (if the brand was a man, what it would be like and what it

would communicate to its target audiences).

5.6.1 Core brand values and associations

Primarily core brand values are the grounds of our target audiences’ brand perception.
Every contact with the brand, not limiting to visual communications and identity, should

cause the following associations:
e Professionalism
e Reliability
e European quality
e Confidence in success
e Spirit of youth
e Freshness
e Dynamics
e Sustainable development
e Courage
e Decisiveness
e Bright impressions and perspectives
e Modern tendencies
e Cutting age company
e Honesty
e Guaranteed solution
e Client orientation

e Hospitability and transparency
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e Personal approach and communications

¢ Innovational thinking

5.6.2 Positioning, competitive advantage, features

Positioning of the educational product could not go separately from the place of the service
provision (l.Popyhova, 2009), moreover, it embraces the spirit and atmosphere of the edu-
cational entity that facilitates it. Studies abroad suggest living and trying all aspects of life
in a city where those studies occur. Therefore, the whole brand positioning should be con-
sidered from the point of attractiveness of Zlin as a destination for abroad education, To-
mas Bata University and the offered program.

Remembering the target audiences and their preferences and concerns discovered in the
research part (there should be friends, studies and living should be interesting) and taking
into account the fact that all staff of the agency is quite young, the following positioning
was proposed. Zlin as a place where customers’ future studies will occur is an ideal place

not only for studies but also for living and it is never boring in here.
Selected supporting features for the positioning idea came very naturally:

Zlin is a very live and sometimes never sleeping city of students as long as Tomas Bata
University is almost the main facility of the town. It is a regional education center which
attracts students all over Czech Republic and Slovakia. Comparing to other categories of
population, students in Zlin is definitely the major one (75 000 is the approximate popula-
tion of Zlin, 12 000 is the approximate amount of full time UTB students). The insight re-
sulted in the following communication pillar: “The population of Zlin is approximately
75 000. And almost 12 000 is the approximate amount of UTB students. So, almost every

fifth in Zlin is a student!”

Zlin is a center of various national and regional remarkable entertaining events; some even
organized and wholly managed by students. There is almost no activity in Zlin running
without students’ participation. What is more, these events go one after another quite often
and every week has various entertainment opportunities for almost any preferences. To be
concrete, the communication pillar was formulated as follows: “Barum rally, students vid-
eo-mapping festival MASKA, miss Academia Czech Republic, Czech Zlin Design Week,
annual gala event PLES, music festival Rock Symphony, regular cinema festival iShots,
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students festival of contemporary music BUSFEST — all this (and many more!) runs in

here, right in the centre of the European continent!”

Third supporting featured point for the idea is definitely the geographic position of Zlin.
Relatively low distance to various European capitals and very well-established logistics
opens rich opportunities for travelling. Concrete communication pillar states: “Two hours
—and you are in Austria, walking by pavements of Vienna. Three hours — and you are in a
hospitable capital of Slovakia — Bratislava. Four — and you feast eyes on Czech palaces in
capital Prague. Five — and you admire beautiful Polish capital city — Krakow. Six — and
you are in Berlin, the heat and the locomotive of the European Union — Germany. In such

an offer of adventures, you wouldn’t know where to go first!”

The final distinguishing point of Zlin as an amusing destination is its international envi-
ronment. Affordability of education in terms of price and strong dedication of UTB man-
agement to bilingual principle in studies resulted in wide interest from international stu-
dents of various countries. Cross-cultural students” community offers various perspectives
and opinions towards complex problem-solving, is dynamic and open-minded and there-
fore especially attractive for prospective students from CIS countries as they are generally
very curious about foreigners. The insight was formulated in a following communication
pillar:*The last but not the least are more than 800 foreign students which Zlin welcomes
annually to understand that there is no such a similar unique young, dynamic place opened
for new ideas all over Europe and, maybe, all over the world. This is Zlin — a city of bright

moments of your memorable student life!”

Competitive advantage to be emphasized in all marketing communications of the brand is
definitely the offer’s price which at the moment was minimal on the existing market. Ad-
dressing the purchasing power as one of the crucial decision making factor, the brand
communication highlighting the competitive advantage was developed as follows: “All this
is for 2490 euro. Our mission is to to guarantee the affordable and qualitative higher edu-
cation in Czech Republic with respect to all participating sides’ interests. Premium quality

for the price you can easily afford is possible only with us”.

5.6.3 Brand communications

As for our brand, we want it to be very close and friendly to our main target audiences
(school and university leavers), so it features a person they are striving to become: a young

and professional successful man, aged 24-27, representing a team of the agency and com-
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munication on behalf of the whole coordinated and friendly team (as follows from the re-
search, Czech education is more attractive to girls, so the image is quite reasonable as it

tailors communications in the appropriate way).

This man speaks personally with every consumer and communicates on the border between
formal and informal language, addressing to “you” (like “you” in English, without an extra
respectful form) simply, politely and business-friendly. He is ambitious, smart, live, dy-

namic, bright and endlessly developing.

We also want our brand to leverage our main audiences’ concerns (discovered in the re-
search part), and one major of them is uncertainty about professional path selection and
insufficient language skills. Addressing this, our brand speaks a native language (Russian)
of our target customers and acts as a kind advisor, cheering course participants and ex-

plaining all problematic issues in detail fairly and sincerely.

What became a heart of brand communications was the idea that quite often some sort of
decisive action requires strong motivation which people sometimes simply do not have
enough. It especially applies for prospective students who will to decide for themselves (as
follows from the research part). To go to another country, be tempted to believe in your-
self, your strengths and abilities, when you are not believed and doubted by those sur-

rounding you is not easy at all.

And we want to convey that we believe. That we will support. That we can help. That we
will do everything to make the long-awaited success came and a better life dreams come

true.

And at the same time we want to communicate the fact that every human possibilities are
endless, you only need to wish and believe in yourself. With us everything is much more

realistic and productive.

The structure of communication was designed as a two-parted expression containing a
“Motivator” and a “Descriptor”. “Motivator” is the main promising label, “Descriptor” is
the part describing how we can make the motivator come true. The brand communication

is finalized by the logotype of the company.
The primary set of communication messages adopted for our brand is the following:
1. Your dreams will definitely come true / With us dreams turn into reality

2. Promising future waits you ahead / We know how to make it closer
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3. You will achieve whatever you like / With our assistance your potential has no lim-
its
4. Thanks to you the world will turn to better / We exist in order to make it happen

5. Your success will not make you wait for a long / Facilitating all prerequisites is our

main mission
6. There is nothing impossible for you / Our joint opportunities are simply borderless

7. Any choice you make is correct / We offer you only winning variants

5.7 Promotion strategy

In order to market and position the offer of the agency, it is necessary to follow its main
concept of being young and dynamic (which also applies to selecting certain communica-
tion channels and techniques) and, of course, keep in mind our target audiences main fea-

tures and behavioral models towards purchase decision-making.

Drawing the concrete promotion tools and activities plan, the following factors were taken

into account:

e Limited budget (due to shortage in financial resources it is necessary to cut ex-
penses to an optimum and pay attention to certain tools requiring more time and ef-

forts and less money);

e Location accessibility (as the agency was Czech-based, it mostly needed to rely on
communication instruments allowing to promote the product remotely across bor-

ders to an abroad audience);

e Reliance on own resources only (as long as all works are processed independently
from the University and there was no opportunities to engage its communication

channels);

e Specific product for specific audiences (the product is quite specific and the au-
dience potentially interested in it is quite difficult to reach, which implies either

good primary targeting or some activities of preliminary gathering);

e Target audiences behavioral models towards product-oriented information research

(internet and personal recommendations preferred);

e Good brand communications promote not the product, but the whole industry.
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What is important in branded promotion and applies to our background is the necessity to
build a strong branded communication framework containing all the communication pillars

and start landing-oriented promotion only afterwards.

The following owned communication channels are to be created to promote the newly-

appearing brand:
e A website (landing page);
e Social network platforms;

Aiming to strengthen and maximize the audience reach it is recommended to follow the
360 degrees content integration principle and the cross-media principle. 360 degrees con-
tent integration means multiple utilization of the content over the existing communication
platforms, cross-media principle states that it is necessary to divide the whole information
continuum between media platforms in the way that the whole portrait or agenda could be
drawn only through all sources observing, however each message is consistent. These prin-
ciples applied at once help to maximize the content value and increase the cross-platform
engagement allowing the target audience to stay in touch with a brand wherever it is com-

fortable for them.

The following instruments and tools are proposed for further brand and its communication

platforms promotion:

e Generic promotion (activities aiming to promote the whole industry or elements of

the positioning, not primarily the trade offer);
e Event marketing;
e Co-branding;
e Direct marketing (B2B);
e Advertising;
e Digital marketing;
e Social Media Marketing;

e Information materials distribution;
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5.8 Promotion tools selection

5.8.1 Generic promotion

Generic promotion of our brand is aimed to highlight the features of Zlin, Tomas Bata
University and Czech Education in general as long as not so many resources in Russian

exist about the particular city and university.

The tool is aimed to spread the awareness about Tomas Bata University and showcase all
benefits of Zlin as a destination for obtaining abroad education from the chosen positioning

(the perfect place for studying and living).

In order to reach our target audiences and follow their information research behavioral
pattern, it is recommended to create a regularly updating web-blog with articles about stu-

dies and life in Zlin written by an independent author from Zlin students.

The efficiency of the activity could be controlled upon the following indicators: articles
amount, readership volume, views amount (annually, weekly, monthly), shares amount,

comments amount, digital community growth rate index

Tools for measuring the efficiency: webmetrics, google analytics, referral links

5.8.2 Event marketing

Following the generic promotion thematics, it is recommended for the agency to organize
or take part in several educational or exhibitional events dedicated to abroad education
both physically, remotely and in digital environment. The objectives of participation are
not limited to showcase all benefits of Czech education, promote Zlin as a destination for
abroad studies and deliver the information about newly created Czech preparatory courses
offer. One of the possible form of participation is to delegate a company representative as

an expert event speaker or lecturer.

Possible efficiency measurement metrics: amount of registered participants, amount of
actual participants, conversion to purchase, event media coverage, amount of event digital

platform views, increased website traffic, new customers’ contacts, event feedback etc.

5.8.3 Co-branding

Co-branding helps young brands to rise and gain force, which is critically important for the

newly created brand of the agency. Due to high competition in the industry, it is recom-
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mended to find co-branding partners in the related business areas — for example, generic
education abroad organizers or travel agencies, medias reporting about abroad education

etc.

Possible efficiency measurement indicators is heavily depending on the type of co-
branding partner and may be the following: overall coverage of each communication piece
and of the whole campaign, joint readership, AVE (advertising value equivalent), attracted

contingent, acquired subscribers/clients, new contacts amount etc.

5.8.4 Direct marketing for B2B intermediaries

Direct marketing is quite a commonly used approach in the area of international education
marketing. Educational establishments partner various local international education agen-
cies on a paid basis in order to extend the reach and awareness. Agents in this case are be-
coming a final stage of communicating an educational offer to final consumers and receive

a purchase commission (usually 5-25% of the fee paid by the students).

B2B partners are strategically important to acquire for intensive expansion as they possess
their stable reputation, their clients portfolio and their promotion and information distribu-

tion channels.

At the same time, B2B clients are potentially interested in a product of this kind as it diver-
sifies their client offer. What is more, our unique trade offer has its distinguishing competi-
tive advantage which allows local agencies to have their benefit from it.

As this is a very traditional form of existence of this business model, it is heavily recom-
mended for the agency to develop and design a corporate offer to local international educa-
tion agencies in various local cities, to create a database of contacts and to approach B2B

clients via personal email newsletter and further follow-up activities.

Possible indicators of efficiency calculation are amounts of contacts in the database, con-
version to negotiation, amount of acquired partners, amount of clients acquired from B2B

partners, commercial income through B2B channel.

5.8.5 Advertising

The main features of advertising in terms of the promotion strategy for the agency are its

impersonal character and wide coverage.
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Memorizing the factors, mentioned prior to the promotion methods selection, it is recom-
mended to develop an advertising concept and design items for targeting the following
category of prospective customers — UTB exchange students from CIS countries, as they
are exactly correspond to our target audience parameters and what is more, they are al-

ready loyal to Zlin and UTB as long as they have tried everything on their own.

It is considered to be a very efficient communication channel as most UTB exchange stu-
dents are territorially concentrated and could be easily reached by placing advertising items

in the places they usually attend like dormitories or University information boards.

Possible efficiency metrics are amount of local requests, amount of leads through referral
links on QR codes, awareness index etc.

5.8.6 Digital marketing

As our target audiences indicate Internet as one of the primary sources of product-oriented
information research, it is crucially important for the agency to facilitate the presence in
the digital space and utilize digital methods of promotion in order to become visible for our

potential customers.

Apart from creating communication digital platforms like website and social network pag-

es, it is heavily recommended to develop the following instruments settings:

» SEO (website structure optimization in order to improve the positions for various
Zlin education-related queries in search engines);

» Contextual advertising (using instruments for paid search engine content distribu-
tions for various Czech education-related queries) — using “Yandex direct” for yan-

dex search engine (Russian analogue of google) and “Google AdWords”;

Possible instruments for proposed digital marketing methods efficiency calculation:

Google analytics, Yandex metrics, Referral links

Possible indicators of efficiency calculation are amount of digital leads, amount of views
(daily, weekly, monthly), click through rate index, average amount of viewed pages, aver-

age time spent browsing, average depth of browsing, positions in search engines etc.
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5.8.7 Social media and content marketing

Despite the fact that social media marketing and content marketing are classified as digital

marketing subcategories, it is necessary to specify its role and tools recommended within

the given promotion strategy.

Social media marketing is estimated as one of the most important instruments in our brand

promotion strategy for the following reasons:

Our target audiences (Russian school and university graduates) are most frequently
presented and available to reach in social networks;

It is an expenses-free owned communication channel that at the same time could
have equal power and influence on target customers as other various paid instru-

ments;

Social networks potentially embrace high level of social reference and proof (both

due to its users transparency and existing kinds of content);

People in social networks see each other and may publicly or privately communi-

cate about your brand, which may result in brand advocates appearing
The approach has various opportunities for user-generated content;

Social networks by means of existing toolkits could assist in audiences engagement

in a form of various contests, promotional activities etc.

The following specific methods of promotion are recommended to utilize by means of so-

cial media platforms’ tools and features:

Targeted advertising (using instruments for paid social media content distribution

to audience with certain determined parameters);

Internet forums marketing (approaching thematic forums and aggregators dedicated
to abroad education and education in Czech Republic in particular and leaving ap-

propriate information there, opinion management, digital PR);

Seeding (placing paid communication pillars in social media communities where
our target audiences could exist in order to attract them to our communication plat-

forms or to arise interest to the trade offer);
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e Content marketing (generating valuable messages to our target audiences through
owned social media communities that our potential customers are likely to follow

and share).

The created content should come in accordance with brand values, brand positioning and

brand communication pillars.

Possible indicators of efficiency for this category of tools could be amount of likes, amount
of shares, amount of followers, digital community growth rate, amount of views, amount
of leads to website (referral links needed), amount of responses, rate of reaction (posi-
tive/neutral/negative), click through rate (for targeted advertising) etc. All indicators could

be calculated on a daily, weekly, monthly or any other basis.

5.8.8 Information materials distribution

In order to support all the above listed promotional activities and amplify their effect on
target audiences, it is recommended to develop and design the following information mate-

rials for further public demonstration and distribution:

e Banners;
o Leaflets;
*  Flyers;

» Business cards;

» Posters;

» Presentation design;

» Photo bank (Media library)

« Commercial offer for B2B (Program description).

All the proposed informational materials are aimed to strengthen the brand image and
therefore should descend the company’s corporate identity and go in accordance with all

brand values and communication pillars.

5.9 Media plan

Upon the following strategy, considering the terms for effective promotion (April-June

2015), the following media plan was proposed.

Table 9 — Proposed media plan.
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Media item Amount Term (due date) Comments

Marketing strategy 1 14/04/2015

Brandbook 1 14/04/2015

Visual identity (lo- |3 19/04/2015

gotype)

Photo bank 1 19/04/2015 Minimum of 1000
photos

Featured blog 1 20/04/2015 Minimum of 2 sto-
ries at the start

Website 1 24/04/2015 At least a domain +
hosting

Social network pag- | 6 30/04/2015

es

Presentation digital | 1 30/04/2015

draft

Advertising posters | 5 02/05/2015

Leaflets 80 05/05/2015

Business cards 600 05/05/2015

List of forums 1 10/05/2015

Events 2 15/05/2015

B2B clients database | 1 20/05/2015 Minimum of 50
agencies at the start

Contextual advertis- | 1 30/05/2015

ing drafts

Targeted advertising | 1 30/05/2015

drafts

Commercial ~ offer | 1 10/06/2015

for B2B

Landing page 1 15/06/2015
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5.10 Budgeting

Following the proposed media plan and considering all the agency’s professional and hu-

man resources, the following promotional budget was composed according to the actions

required for media plan implementation. The actions which were to be implemented by the

agency staff are not listed as not requiring financial allocations.

Table 10 — Actions plan budgeting.

Actions and works | Amount Price (kc) Expenses (kc)
Visual identity de- |1 2000 2000
sign

Copywriting for blog | 8 50 400
articles

Domain purchase 2 1000 2000
Website hosting 2 1000 2000
Presentation digital | 1 500 500
draft design

Leaflets design 1 1500 1500
Business cards de- |1 500 500
sign

Leaflets printing 80 25 2000
Business cards print- | 600 5 3000
ing

Landing page design |1 9000 9000
Overall expenses (kc) | 22900

Activities for targeted and contextual advertising were excluded from the actions plan as

the above listed expenses were estimated as more valuable and have depleted the primarily

allocated budget.
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6 IMPLEMENTATION AND RESULTS

This chapter deals with practical strategy implementation and results brought in the defined

time scope.

6.1 Company name and brandbook

Aiming to position the brand as referring to the University and addressing potential cus-
tomers on its behalf, the name should have had the direct connection to Zlin and UTB, and
preferably corresponding to its marketing communications (in this case these communica-

tions would be considered as earned promotion).

Another major contemporary factor for every company naming is the availability of the
domain name in the necessary domain space (in our case, in the Czech Republic domain

name space as we wanted to position the agency as a Czech-origin one).

As a result of actual Tomas Bata University’s visual communications, the name
STUDYINZLIN was chosen. The phrase is a part of the University’s international promo-
tion creative concept, expressed in a motto “BE IN. STUDY IN ZLIN.” The slogan ap-
pears in major part of UTB’s digital and printed materials. Luckily, the domain name was
also free, so the final company name was assembled as STUDYINZLIN.CZ (study in Zlin
dot CZ, Russian: [StadiinZlin tochka Tse Zet]) in order to be memorized by our target and
potential customers in connection to a website and symbolizing the modern era of digital

technologies.

The brandbook was created for internal purposes in order to capture the marketing strategy,
the essence and spirit of the company and explain it to further employees, hired coopera-
tion colleagues, partners and prospective investors. It was kept in a semi-formal language
written in Russian and was respectful towards brand values and associations: Professional-
ism, European quality, Confidence in success, Freshness, Dynamics, Modern tendencies
and Innovational thinking. Its form followed the structure of the dialogue with the sceptic
interviewer who was finally ensured in company’s reliability and bright perspectives it

offers in order to be unusual and interesting to read, answering the following questions:

* Who are you?
* What are you doing?
»  Czech courses and what’s special there?

* What is your business?
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* Whom do you exist for? Who are your target audiences?
» What is special about your product comparing to others?
«  Why would people address to you and believe you?

* What are your future plans? And objectives?

+ And what are the problems?

* What do you plan to do with that?

» What associations are important for you?

* What do you need?

The final section of the branbook contained terms of reference for logotype and visual
identity creation for the designer. The complete primary version of brandbook could be

seen in the list of appendixes (Appendix 2).

6.2 Visual identity

The logotype:

« Should not come in contradiction with all the studyinzlin.cz brand values and asso-
ciations;
» Should have been strongly associated with the Tomas Bata University activities;

» Possibly contain company name written.
The font:

* Should resemble the University’s corporate font (Berlin CE Regular);

» Should have Cyrillic and Latin literals;

+ Should not contain serifs;

« Should be a web font (look similar in printed materials and be supported and dis-

played correctly by web browsers).

The final version of the logotype in four faces (depending on the final usage) approved by
all members of the agency is illustrated on picture 2.
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\ 'STUDYINZLIN.CZ

STUDYINZLIN.CZ STUDYINZLIN.CZ

HIGHER EDUCATION IN CZECH REPUBLIC

SOTIRZLCE

Picture 2. STUDYINZLIN.CZ Four faces of the logotype (gradient vertical face
with the descriptor, monolith vertical face, monolith horizontal face, gradient ho-

rizontal face with the descriptor). Source: own design materials.

The logo was selected from three variants proposed by the designer because it does not
entirely repeat the University’s logotype, utilizes an opened book as a symbol of educa-

tional freedom, openness as a symbol of support and assistance.

The font chosen is Futura Md BT for labels and FuturaLightC for general text. It fulfills all

the preconditions and looks light and elegant.

6.3 Photo bank

The photo bank was created in order to generate a pool of content for further utilization in

graphic materials and visual communications (printed, digital).

The contents of photos was aimed to reveal Zlin students way of life showcasing them in
their daily students’ activities: doing sports, studying on various University faculties, walk-
ing around, meeting friends, hanging at bars, experiencing the best of University’s infra-

structure etc.

Russian speaking students from CIS countries (those whom we will to attract) were invited
to take part in the broad-scale photosession taking 12 hours in total. In order to organize it
properly, a complex time schedule and photosession location plan was developed. The
shooting was performed by two photographers in three stages of shooting. A two-hours
preparatory presentation meeting was organized in order to explain the photosession partic-

ipants the requirements and objectives of shooting.
Three main categories of situations were chosen to be reconstructed in shooting episodes:

1. Interesting and engaging University studies;

2. Relaxed and raunchy students’ leisure and rest;
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3. Zlin sport and culture as a counterpart of students’ life.
The following locations were chosen for showcasing:

+ Zlin stadium;

« U42 building (animation studio, graphic design studio);
» U44 building (various classes and hall);

« U13 building (hall and library);

« U17 building (polymers lab);

» U2 building (the valley in front of the faculty);

« Grass lawns in the centre of Zlin;

»  Philharmonic building (fountains in front of the building);
o Zlin parks;

» Main square of the city;

+ 21 building observation platform;

« U5 building (computer classes, chemical lab);

* Victorka students club.
The total crew engaged in shooting and management has exceeded 30 people.

Overall photo bank after the shooting counted 1406 frames. In order to utilize them in
marketing activities, they all were marked with a STUDYINZLIN.CZ watermark and dis-
tributed to participants; many of them later uploaded them on their social network profiles.
All photos used in STUDYINZLIN.CZ promotion materials were later extracted from the

composed media gallery.

6.4 Featured blog

As the main objective of the blog was generic promotion with the chosen positioning of
Zlin, it was decided to create a completely independent project. The name for it was cho-
sen following the same rules for company naming — lifeinzlin.cz. The corresponding
vk.com social network page was created (studyinzlin.cz / A true story of one student) in
order to attract the traffic to the blog, all articles were fully published on the blog website

with short citation publications in the social network.
The blog design and technological implementation was done on free Wordpress templates.

The articles were created for the project by a copywriter among Russian-speaking Zlin

students — a FAME master student Arthur Kornienko. The author was invited due to his
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exceptional manner of humorous and bright storytelling, which was seen as well-received
and appreciated by our target audiences. Arthur was a true brand ambassador (without

formal connection to brand communication as studyinzlin.cz was a side project).

By the end of the promotional period, there were 8 articles composed and 5 published, the
amount of social network page subscribers was 85 people. The total reach of the social
network page counted 330 unique users for 3 month. The website data is unfortunately

unable to extract at the date of thesis composing.

6.5 Social network pages

In order to establish and maintain a stable contact with our target audiences, 6 social net-

work pages were created:

* Vk.com: https://vk.com/studyinzlin

» Facebook: https://www.facebook.com/studyinzlin

« Twitter: https://twitter.com/studyinzlin

* Youtube: https://www.youtube.com/channel/UCr7wrtejbDK-_IhkjOa2XrQ
» Google+: https://plus.google.com/110560178864447775214

« LinkedIn: https://www.linkedin.com/company/studyinzlin-cz

Instagram account was not created due to the infrastructural limitations at the moment of

promotion (no free iOS/Android smartphones available).

The main efforts were concentrated on vk.com platform as it is the most wide spread and

well-known social network among our target audiences.

A special hashtag #inZlin was introduced in order to follow all the brand-related content

across all networks.

Social networks content was categorized and marked with certain hashtags according to the

thematics:

+ #education@studyinzlin — useful articles about Czech and Zlin education;
» #partnership@studyinzlin — partner-related content, describing features of the offer;

« #gallery@studyinzlin — visual content, photos of Zlin students’ life.
Some of the important metrics reached:

* Vk.com platform had 312 unique visitors and 824 unique views for the overall pe-
riod of promotion;


https://vk.com/studyinzlin
https://www.facebook.com/studyinzlin
https://twitter.com/studyinzlin
https://www.youtube.com/channel/UCr7wrtejbDK-_lhkjOa2XrQ
https://plus.google.com/110560178864447775214
https://www.linkedin.com/company/studyinzlin-cz
https://vk.com/studyinzlin/education
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» Vk.com Digital community (amount of subscriers) by the end of the period counted
45 people;

* Vk.com page overall reach rose up to 1938 people in June 2015;

* Vk.com page likes’ amount reached 35 and shares amount reached 19 for the pro-
motion period,;

« Amount of views on the youtube channel exceeded 300 by the end of the promotion

period

6.6 Presentation digital draft

The fresh and bright-colored draft containing the following slides was created by the de-

signer keepeing in mind the created brandbook suggestions (picture 3).

STUDYINZLIN.CZ

13

< -

STUDYINZLIN.CZ

Picture 3. STUDYINZLIN.CZ digital presentation designer template. Source: own
design materials.

All the graphic elements were utilized in the social network pages design and other visual

communications’ creation.

6.7 Advertising poster

The following branded poster (picture 4) was created and placed in the strategic locations
in Zlin (mainly dormitories):
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HELLCKOE BbICLLEE
OBPA3OBAHNE
HAYMHAETCA 3LECH
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STUDYINZLIN.CZ

HIGHER EDUCATION IN CZECH REPUBLIC

Kypcsi yetuckoro a3sika npu Yrusepcutete Tomata batu

Picture 4. STUDYINZLIN.CZ advertising poster. Source: own design materials.

The text on the poster says: Czech Higher education starts here. Czech language courses at
the Tomas Bata University.
6.8 Business cards

An original concept was invented for business cards design: two-sided printing with one-
side containing information in Czech, and another side containing data in Russian and Eng-
lish.

The business cards were printed on nacreous paper.

The graphical layout could be seen in the list of appendixes (appendix 3).

6.9 Leaflets

The leaflets embraced all the proposed brand positioning, brandbook rules and communi-

cation pillars (4 different folder designs for different pillars).
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The following information sections were included in the leaflet content:

* About us;

» The staged scheme of assistance (You + Us);
« What is included in the course;

« What is included in the whole offer;

* What is Czech education special for;

+ Contacts.

The design was done in the euroleaflet format of layout (two pleats). The leaflets were

printed on a polygraphic paper.

The graphical layout could be seen in the list of appendixes (appendix 4).

6.10 Events

In order to reach our target audiences via special events, the edutainment format was cho-
sen. Edutainment is a popular format of public meetings which main objective is to aggre-
gate, share and acquire new knowledge or skills regarding particular topic. Edutainment

meetings are usually free to visit.

Two main events were established: DRUZHBA video seminar and public lecture “Only for

smart” (Russian: [Tol’ko dlya Khytrych]) in Ural Federal University.

6.10.1 DRUZHBA project

DRUZHBA is a cycle of regular edutainment events dedicated to abroad experience — liv-
ing, travelling, studying and working — which runs 4 times a year (once a season) in Yeka-
terinburg city in the contemporary art gallery “Sweater”. The speakers of the event are ex-
perienced abroad travelers, abroad education experts, foreign language school teachers and
other trendsetters of Yekaterinburg in everything connected with abroad impressions. The
events usually are composed from various lectures, meetings, seminars and master-classes

and last all day long.

DRUZHBA project was estimated as a rising brand in a related field appropriate for co-

branding activities:

« A previous successful history of existing with stable interest from potential target

audiences;
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* An own communication platform in the vk social network with over 500 digital
community members;

« A free basis of expert participation.

As the personal attendance was not possible, a video lecture from the main hall of UTB
was shot on video and sent to the event managing staff. The video was later uploaded on
the Youtube channel of STUDYINZLIN.CZ. The short 30-minutes lecture was adapted to
the event format, titled “Useful secrets of Czech Republic for a student and traveler” and

contained the following information sections:

+ Introduction and personal story of getting to Czech Republic;
» Czech Republic in eyes of a student;

» Features of Czech Republic as an educational destination;

» Features of Czech Republic for a traveler;

« Lifehacks of Czech life for students and travelers.

The  full lecture can be  displayed via the  following link:
https://www.youtube.com/watch?v=28fEqGEdqig&feature=youtu.be. As for the end of
promotion period, the lecture counted 120 views. The amount of event attendance, as re-

ported by the event managing staff, exceeded 100 people.

6.10.2 Ural Federal University public lecture

The main promo efforts were made to organize and facilitate a fruitful event as a complex

brand communication channel utilizing all the collected promotional items and materials.

The public lecture format was chosen upon the consideration of its popularity among stu-
dents interested in abroad education and best practices of the University in organizing of

special events of this kind.

The university was selected as a platform upon the fact of stakeholders’ loyalty (which
allowed to organize the event for free). Ural Federal University (UrFU) is one of the larg-
est higher educational institutions in Russia bringing together fundamental education and
innovative approach towards the challenges of modern times. Currently the university si-
tuated in Yekaterinburg city is home to more than 30 000 students from 80 countries of the
world and more than 2 000 faculty members. What is more, the University acts as a re-
gional centre of education, research and development, students’ life and culture and inter-

nationalization. It is a frequent platform for holding events of a city and regional scale.


https://www.youtube.com/watch?v=28fEqGEdqig&feature=youtu.be
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Further, the University is a partner of Tomas Bata University, regularly sending students

on various exchange programs.

Aiming to position the studyinzlin.cz brand in a connection to UTB brand, the brand am-
bassadorship agreement was concluded, and the University provided information materials
to be delivered during the public lecture: brochures, catalogues, pencils, bracelets and

sweets.
The event was titled as “Only for smart” (Russian: [Tol’ko dlya Khytrych]).
A complex set of event organizational aspects was covered, including but not limiting to:

» Business trip organization;

» Preparation of the lecture content;

« Administrative activities and stakeholder communication;

« Volunteer management;

+ Digital infrastructure;

« Promotional activities (Advertising, PR, Direct marketing. SMM, media relations);
» Photo and video recording of the event;

» Post-materials creation and uploading.

The layout of the poster developed for the event according to brandbooks of studyinzlin.cz

and Ural Federal University can be seen below (picture 5):
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Picture 5. STUDYINZLIN.CZ “Only for smart” advertising poster. Source: own
design materials.
Information packages were formed and delivered to all participants during the event. The

package included:

+ Studyinzlin.cz leaflets and business cards;

« UTB catalogues, brochures, pens and pencils.
Some pieces from the photo report can be seen in the list of appendixes (Appendix 5).

The lecture was recorded on video by the TWIST university television and later uploaded
to the studyinzlin.cz youtube channel. The full lecture can be displayed via the following
link: https://www.youtube.com/watch?v=31PbLxShUZQ. As for the end of promotion
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period, the amount of views exceeded 200. The amount of event attendance was approx-
imately 35 people (including volunteers).

6.11 B2B commercial offer

A bright and detailed branded B2B offer was designed in order to attract abroad education
agencies in Russia to partner studyinzlin.cz in students attracting.

The structure of the offer was borrowed from the brandbook structure with minimum cor-

rections including a CV of the project, a cover and conditions of cooperation.

Special B2B program remuneration conditions were developed. They implied a 300 euro
bonus in case of attraction to Czech language preparatory course program and 5% commis-
sion for every year of educational fee payment in case of attraction to English degree pro-
gram of UTB. In exchange, the B2B partner took all the preparatory and consultancy ser-

vices on him.
The offer cover could be seen in the list of appendixes (Appendix 6).

The offer was sent over a composed database counting over 60 abroad education agencies
in Russia in such cities as Moscow, St. Petersburg, Kazan, Yekaterinburg, Khabarovsk,

Vladivostok, Sochi and others.

The B2B promotional activity resulted in 6 partnership processes by the end of the period

in such cities as Perm, Volgograd, Yekaterinburg, Chelyabinsk and Rostov-on-Don.

6.12 Landing page

The website accumulated all the brand image communications and pillars. It became a
ground platform for the promotional activity and was designed in order to reach our target

audiences and address to all their concerns and fears about abroad education.
The following issues were considered in website development:

» Cross-browser and cross-platform correct displaying;
» Adaptive web-design;

» Opportunities for web-analytics;

« SEO-optimized structure;

+ Leads generation mechanisms;

* Information and DDOS protection mechanisms.
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The main page of the site was designed in a popular landing page concept with the oppor-
tunity to leave the application for further communication regarding interest expressed in

Czech language intensive preparatory course participation.
The following information sections were included in the final version of the landing:

* About us;

* We are never bored here (essentials about Zlin positioning as an ideal place for stu-
dent studies and living);

* You+Us (info about assistance and general scheme of obtaining Higher Education
in Czech Republic);

* Program components (what is included in the courses and the unique trade offer);

« Life in Zlin (a cross-link to the blog);

* Students’ testimonials.

The special section “Students’ testimonials” was created in order to increase the social
proof and increase target audiences trust. In order to fill the section, 13 Russian-speaking
students from CIS countries (Russia, Ukraine, Belarus, Kyrgizstan, Moldova, Armenia) on
various UTB programs (bachelor, master, post-graduate, student exchange) on various fa-
culties were interviewed about their Zlin studies and living experiences with the following

scope of questions:

1. Why have you chosen Zlin, UTB and your faculty?

2. How did you get there?

3. What do you like or what is special about studies at your faculty?

4. What features of UTB do you appreciate the most? Why do you like UTB and what
in particular?

5. What is Zlin good for?

6. Whom would you recommend UTB in Zlin and why?

Short 6-8 sentences long stories produced from the interviewing process were published
with students’ photos showecasing their Zlin student life.

The final version of the landing page is available via the link: http://study-in-zlin.cz/

The indicators on the website traffic were unfortunately unable to extract at the moment of

diploma preparation, so the data about efficiency is unavailable.


http://study-in-zlin.cz/
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6.13 Project results

Resulting from all project activities, three course applications were attracted for studies in
2015-2016 year. All the applicants represented the University graduates’ customer cluster
and were aged 24-27.

Two participants appeared from the concluded B2B partnership with the Perm-based (Rus-
sia) agency “International Education”. The participants reported that the final decision-
making factor for them was the price of the offer, proposed to them by the intermediary
after the partnership agreement concluding. This is a meaningful sign that the competitive
advantage was determined and estimated correctly and may be highlighted in further pro-

motional activities.

One applicant was from Belarus, Gomel city. He got in contact with the agency representa-
tive himself directly using the VVk.com social network platform. The student reported that
he approached the agency information in the internet and was more comfortable to com-
municate via social network platform and he was attracted by clear communications and
detailed information materials. In terms of promotion it could mean that the information
channels were chosen correctly and the digital presence needs further reinforcement (as no
other activities were performed specially targeting Belarus).

Unfortunately, the participant from Belarus finally had to withdraw his application due to
familial reasons. The final amount of participants attracted by the studyinzlin.cz agency for
studies on intensive Czech preparatory courses at Tomas Bata University in Zlin reached
two students, which meets the KPI set by the University (between 0 and 10) and follows its

plans to test the program in aim of further upscaling in case of project success.

The total amount of money transferred to the agency counted 4830 euro (including the
commission paid to the agent, deposit for dormitory accommodation and complex health
insurance services). 3703 euro from the received amount was transferred to the Universi-
ty’s account for the educational services and 80 euro was transferred for accommodation
booking, and approximately 100 euro were transferred for insurance services. The total
revenue of the agency after all the calculations reached approximately 850 euro (22957
kc). Referring to a primary budget invested (22900 kc), the ROI (return of investment)
amounted to 100,25%. It means that in the first period (less than a year) of operation the

company reached and passed the breakeven point and further attracted clients would make
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profit for the company, which is quite a brilliant result in such a short period of existing as
three month.

6.14 Further implementation suggestions

Further implementation suggestions mainly impose those tools of promotions that were not
realized in the strategic plan due to budget limitations:

« Targeted advertising (social networks) — the results demonstrated that our target
customers are indeed presented in the pool of social platform users;

« Social Media Seeding — working with appropriate communities in social media on a
paid basis and using various methods of digital PR will help to strengthen the digi-
tal presence and enlarge the digital community of the brand;

» Contextual advertising (search engines) — the research ensures us that our target au-
diences are primarily searching for abroad education information over the internet,
so It is necessary to be visible here;

« SEO activities — continuous work on improvement of the outreach via search en-
gines for the same reasons;

« Digital PR — the forum relations were not realized in the given period due to time

limitations, so it seems reasonable to continue the work in this digital environment.

Two ideas which appeared after the project realization are to establish a special scholarship
program (PR and earned media) for ongoing year students and to organize a Czech Higher

education webinar (marketing and brand communications).

Webinar is a contemporary form of special events when the audience could follow the
event content remotely via their digital devices. The webinar about Czech higher education
and its specific features in Zlin at Tomas Bata University could potentially attract various
audiences, not limiting to school and university leavers, but their family members and oth-
er possible customer groups (for example, in B2B segment). The webinar would be much
easier to upscale as it is not connected to any particular location like it was in case of a
public lecture in Ural Federal University, so it could cover not only national, but even in-
ternational pool of potential customers from CIS countries. What is more, it is possible to
repeatedly utilize the content prepared for the previously attended events, which saves time
resources. As the webinar is a special event classified as indirect marketing and brand

communications pillar, the tools of promotion recommended for attracting potential atten-
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dants are rather the same as tools used for studyinzlin.cz brand promotion (landing page,
social network pages, targeted advertising, SMM, digital PR, content marketing etc).

The idea of a scholarship program is pretty simple: the participants are asked to write an
essay about their motivation of Czech Higher education obtaining. The essays are pub-
lished in brand social network platform on vk.com. The first round of voting is designed in
a way that the best essays are judged by the studyinzlin.cz digital community and the
amount of likes is an indicator of approval (which encourages the participants of the con-
test to invite their friends to subscribe and to share and get acquainted with the information
from the branded platform). The second round is judged by the special scholarship com-
mission containing from the agency management. The funds are to be allocated by the

agency.

By means of creating a scholarship program for participants, the brand is fulfilling several

objectives at once:

« Improves its public image due to abroad education accessibility idea dedication;

« Earns a lot of personal media in case of organizing a contest with a social media
engagement mechanics;

« Solves the task of digital community growth and social media content management;

+ Opens wide opportunities for PR and media relations as a scholarship program
could be presented as a non-commercial initiative and due to existence of various
projects aggregating information about certain abroad scholarship programs with

their own mighty communities and communication channels and platforms.

6.15 Project conclusions

The results achieved in the course of project implementation allow formulating the follow-

ing conclusions:

1. The company studyinzlin.cz following its settled strategy has attracted representa-
tives of the declared target audiences and therefore successfully entered the interna-
tional market of education services with the product “Intensive preparatory Czech
courses” despite the high level of competition in the field (identified by means of
Porter analysis);

2. B2B marketing instruments and activities turned out to be the most effective in at-

tracting final customers upon condition of tight deadlines, which is explained by
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existing of stable clientele pool and solid communication channels owned by local
abroad education intermediaries, so it is strongly recommended to maintain existing
partner relationships and establish new ones in order to guarantee a reliable flow of
students (despite the necessity of profit sharing);

3. Internet marketing and social network platforms demonstrated relatively high effi-
ciency in short term perspective, which correlates to the research outcomes about
the target audience information seeking behavioral patterns stating that World Wide
Web is one of the primary sources of trusted information about abroad education;
therefore they possess high strategic importance and need to be further reinforced,;

4. Event marketing tools and printed informational materials distribution demonstrat-
ed relatively low efficiency in terms of commercial outcomes as no courses partici-
pants were attracted by means of them; however they seem to possess a meaningful
effect on our target audiences as Ural Federal University’s representatives reported
about a strong brand echo and rise of interest to educational programs in Tomas Ba-
ta University and Czech Republic in general, consequently these activities could be
marked as effective from the point of generic promotion and brand awareness,
which will demonstrate valuable results in a long-term perspective;

5. The chosen brand positioning which was primarily introduced to address a school
leavers customer cluster and leverage their concerns and fears regarding higher
education in Czech Republic had effect on a different consumer cluster “university
graduates” which allows to conclude about their affinity and indirectly confirms the
research suggestion 4 about the general similarity in decision-making process mod-
el, buying behavior pattern and key factors affecting the decision making in differ-
ent consumer clusters, which extent needs further specification by means of further
additional research;

6. Contacting with different customer categories in the research and in the project part
it is possible to conclude that school leavers tend to be very conscious and future-
oriented in their abroad education predictions and plans while university graduates
are more dynamic and flexible in their decision making, which could be possibly
explained by lack of life experience and personal confidence among school gra-
duates mentioned by one of the respondent during the focus-group interview in the

research part;
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7. In order to estimate all outcomes of the created promotional framework and cor-
rectly evaluate the efficiency of selected techniques, a longer period of time is re-

quired.
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CONCLUSION

In conclusion to the work performed within this diploma thesis preparation, the following

summary could be formulated.

Marketing of educational services, as well as marketing of higher education, on the one
hand descends all the traditional tools of general marketing and promotion of an educa-
tional product may utilize all the elements across the communication mix: advertising,
public relations, direct marketing, sales promotion and personal selling. On the other hand,
in order to find its customer and occupy a niche on the international education market, an
educational establishment should identify its development strategy and competitive advan-
tages, create a smart positioning strategy and communicate accordingly to potential target
audiences applying more sophisticated techniques like branding and opinion management
as customers of the future are becoming more and more demanding towards their potential
studentship in conditions. Higher education in Czech Republic possesses a set of very at-
tractive distinguishing features to be positioned and therefore is highly competitive on the

international education market.

Russia possesses a good potential as an international education commodity market as well
as Russian schoolchildren are implicitly suitable for abroad educational products’ target-
ing. They demonstrate relatively high interest towards studying overseas and evaluate
Czech Republic as a possible and attractive destination for diploma obtaining. They know
quite a lot about Czech Republic and have an understanding of its educational product of-
fers’ features, mainly through their friends (WOM channel) and from the internet. What is
more, Czech Republic has a positive image in eyes of this target audience. Among the
main factors limiting their interest are insufficient language skills and concern about pro-
fessional path selection. What is important for prospective Czech students is the quality of
education expressed in the alumni competitive capabilities and international recognition of
the diplomas acquired, and the choice (purchase decision) is made responsibly and inde-

pendently with parental advice and up to the familial purchasing power.

The marketing strategy built upon the research findings created for the educational product
“Intensive pre-study Czech language courses” by Tomas Bata University in Zlin implying
positioning of Zlin as an ideal destination for European studies and comfortable living
where students are never bored with a competitive advantage identified as overall offer

price demonstrated its effectiveness towards a particular target audience (university gra-
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duates) and could be further utilized in promoting other educational products of Tomas
Bata University. However, the suggestion about different customer clusters (school gra-
duates and university graduates) buying behavior pattern, decision-making process model
and key decision making factors affinity needs further justification by means of research
extension using research triangulation suggestions. In real-life international market condi-
tions, such tools as direct B2B-marketing and Internet marketing revealed the most effec-
tiveness in a short-term perspective, however the whole developed promotional framework

could be correctly estimated only after a longer period of time.
In the course of thesis preparation, the following sub-goals were achieved:

I. A necessary optimum of theoretical information for research conduction and
project implementation collected and arranged;

Il. By means of a complex two-staged research the particular target audience buying
behavior and consumer patterns towards international education market were suc-
cessfully analyzed;

I1l. A competitive promotional strategy for the educational product under study was

created and implemented with measurable profit-making results.

Upon the statements below it is possible to declare the main goal of this thesis achieved: a
complex promotional framework towards international education market for Intensive Pre-
study Czech language courses of Tomas Bata University in Zlin is successfully developed
and implemented. By means of the work done an existing business problem of Tomas Bata
University is solved and the experience and knowledge gathered in process of development
could be shared as best practice not only by UTB, but by any educational institution offer-
ing educational products for international markets and seeking for potential students from

Russia.

The topic of the diploma is seen as very actual and the existing globalization trends will
only reinforce the demand in international education marketing skills and knowledge ac-

quired in the course of the study.
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APPENDIX P I: ENGLISH TRANSLATION OF THE SELECTIVE
QUESTIONNAIRE FORM

Hi, prospective student!

My name is Sergey, | am 23. So far, | am a graduate of the same school you are going to finish for more than 6 years. | am
interested in marketing, advertising and public relations and wish to become a professional in this dynamic area.

The objective of my research is to discover the contemporary school students’ and soon graduates’ (therefore, you in
person!) high education preferences: where and how do they plan to earn their diplomas. Answering the questionnaire, you
will help to identify what education is in the highest demand among the generation of your counterparts. So0!©

1.

Imagine that any university in the world is ready to accept you as a student. In this case you
would more probably choose...

¢ A Russian university

e A university abroad
Would you like to get your higher education abroad and to have the overseas university
diploma?

e Yes, definitely.

e No, definitely not. | am not interested.

e Maybe. It depends on... (what? Write, what exactly causes the uncertainty)

The countries listed below are considered to be world leaders in quality and attractiveness of
higher education. Which ones from the list do you evaluate as possible for your study?

e Australia ¢ Russia

e Austria o USA

e Great Britain e Finland

e Germany e France

e Canada e (Czech Republic
e China e Sweden

e Netherlands e Japan

4. And now prioritize the above chosen countries starting from 1 - the highest priority (/ would like to
study the most in this country), and so on.

5. What is the approximate amount of money you and your family are ready to spend annually on
your higher education? (excluding the relevant expenses on living etc.)

6.

Nothing. I am not planning to get higher education.

Nothing. | consider only expenses-free variants.

Up to 100 thousand roubles annually

Up to 200 thousand roubles annually

Up to 300 thousand roubles annually

300-500 thousand roubles annually

More than 500 thousand roubles. Education is not a matter of economizing!

Your age: 7. Your name*: 8. Contact number*

Many thanks for your help and have a perfect day!



APPENDIX P 2: STUDYINZLIN.CZ BRANDBOOK

STUDYINZLIN.CZ / KypcCbl YeLlckoro
A3bIKa W BbiClee 0bpa3oBaHMe B Hexmm

Kmo abi?
AreHTCTBO MO PEKPYTUHTY CTyAeHTOB studyinzlin.cz — BOT, KTO Mbl.

Ymo ebl Oenaeme?

Mbl NpvBiEKaeM KAMEHTOB Ha MOArOTOBMTE/NbHbIE (K MOCTYMAEHMIO B By3bl)rOAOBbIE KYPChbl
YeLLCKOro A3blka B I 31MH, Yexusa, a Takke obecneunBaemM BCEM YUALLMMCA KYPCOB BM3OBYHD U
CTPaxoBYytO MOAAEPXKKY, OpraHun3yem TpaHcdep 1 MOMOLLb B MOMCKE MPOXMBaAHMA, 3ab0TUMCA U1
MOMOraeM B peLlleHNM BO3HMKAIOLWMX NPObaeM KPYraoCyTOUHO, 7 AHEN B HEAENO.

Kypcbl 4ellckoro fA3blka OpraHW3oBaHbl YHMBepcuTeTOM ToMala batn B 3amHe. www.utb.cz .
YHumBepcuteT Tomalla baty — MONOAONW, AMHAMUYHBIA, MHTEHCMBHO Pa3BMBAFOLLMIACA, aMbULLM-
O3HbIM, MEXAYHaPOAHbIA, NePCnekTUBHbLIN, NepeioBON EBPOMNENCKUI YHUBEPCUTET, Pacnono-
>KEHHBIA B BOCTOYHOW YacTu Yexmm — npakTmyeckn B LieHTpe EBPOMbI — B ropoae 3MMH C Hace-
neHnem npumepHo 75 000 yenosek.



http://www.utb.cz/

ManeHbkmin 1 HEBEPOATHO YAOOHBIN ANA KU3HWU EBPONENCKMIA TOPOA, MMeeT abCoNOTHO BCE,
YTO HY>XHO ANA NONHOLEHHOW XM3HW, a IaBHOE NPOAYKTUBHOM Y4€Dbl 1 MHTEPECHOTO AOCYra.
OrpomHoe NpenMyLLEeCTBO — A0 BCex yA00CTB He bonee 20 MUHYT NELIKOM, MOXHO BOOOLLE He
NONb30BaTbCA ODOLLECTBEHHBIM TPaHCNOPTOM. [Ba yaca A0 BeHbl, ABCTpumAa, YeTbipe yaca A0
lNparu, nats byacos A0 Kpakosa, lNoatopa vaca A0 bpatncnasbl. Hegoctatok: HaceeHme roso-
PUT NO BOMbLUEN YaCTM Ha YELCKOM, U HW Ha KakOM APYroM.

—ww==- 300 ki

-

Muinchen

B kypcbl BXOAMT 560 4acoB YeLlckoro A3bika, HEKOTOPaA YacTb CNeLpanbHbIX YacoB B 3aBUCK-
MOCTW OT Cneumanmsaumm npu NoCTynaeHnu, caada YHUOULMPOBAHHOTO 3K3aMeHa Ha MOA-
TBEPXAEHME YPOBHA B2 BRaseHMA YELCKMM — MMEHHO TakoW YPOBEHb ABNAETCA MUHVMANbHBIM
N8 ODyYeHMs B By3ax Ha YELUCKOM f3blke, Mpoueaypa OPULMANbHOTO MPU3HAHWUA Npeablay-
LWMX YY4EOHbIX JOCTVMKEHWUM — AUMIOMa O CPeAHEM MO0 BbICLUEM ODPa30BaHUM — Ha TEPPUTO-
pun Yeluckon pecnybamku.

Kazanoce 6bl, Kypcbl 4eWwcKoo, U 4mo mym makozo?

OCOBEHHOCTb YELLICKOM CUCTEMBI BbICLLIErO 0bpa3oBaHma — becnnatHoe 0bpa3oBaHne Ha Yell-
ckoM A3bike! ECm Thl 3HaeLLb YeLCKUIA A3bIK 1 MMeellb NOATBEPXAEHWE YPOBHA ero BaajeHm1s
— [iBepu Ntoboro 13 rocyaapCcTBEHHbIX By30B HYexun Ana Teba oTkpbIThl. [onyyaellb nepesosoe
eBponenckoe 0bpasoBaHMe H6eCnaaTHO, MPW STOM MPOXMBAA B OAHOW M3 CaMblX MPEKPACHbIX,
61aronoNyyYHbIX, a raBHOe — HeAOPOrMX MO CTOMMOCTM MPOXMBaHUsA cTpaHax EBponbl! Kpome
TOrO, €CAM YCNeWHOo CAaéllb BCTYNMUTENbHbIE 3K3aMeHbl — MOYyYaellb CTUMNEHANIO Kak MONHO-



MPaBHbIA CTYAEHT YELCKOro By3a, KOTOPOW Aaxe XBaTaeT Ha MONHOe obecrneuyeHue CBOEro
NPOXMBAHMSA, @ €CM YUMLLIBCA YCNeWHO — TBOS CTUMEHAMA YBEAMUMBAETCA OT CeMecTpa K ce-
mectpy! g CTyAEHTOB aHMNOA3bIYHbIX Xe NPOrpaMM CTUNEeHAMS, Yallle BCEro, He NpeaycMoT-
peHa B MpuHUpMNe.

Obpa3oBaHMe Ha YelCKOM f3blKe 3HaUMTEbHO KaueCcTBEHHEee M ryHxke 0bpa3oBaHMs Ha aHa-
NOTNYHBIX MPOrpaMmax, HO MPEnoAaBaeMblX Ha aHIMIACKOM A3bike. Baobasok, 3a npenosasa-
HME Ha aHMIMINCKOM A3bIke HEOOXOAMMO MPUANYHO 3annatnTb. LleHa Bapbmpyetcs ot 1500 a0
3000 eBpo 3a rog 0byueHus.

Bo Bpema nosyueHna 0bpasoBaHma eCTb MHOXECTBO BO3MOXHOCTEN AN1A MyTELLeCTBMIA BO BCE
YTONIKM CTaporo CBeTa — Aub Obl MO3BONAAM GUHAHCHI. [eorpaduyeckoe NONOXEHNE KakK 3~
Ha, Tak 1 CaMOM Yexumn K 3TOMy Tak 1 pacrnonaraert.

Kakoli y eac busHec?

He HOBbIM MPOAYKT, HE HOBbIM PbIHOK. KypCbl YELICKOrO A3blKa B Yexmn CyLecTBYrOT 4aBHO — B
[Mpare, B bpHO (BTOpOWM MO BenunumHe ropos Hexmn). Kypcbl Yellckoro A3bika B 6ONbLIEN Man
MEHbLUEM CTEMEHW PEMNAaMEHTUPOBAHbI YELLCKMM 3aKOHOAATENbCTBOM, MO3TOMY OHM MOBCEME-
CTHO Bonee nan MeHee oAmHakosble. Kypcbl OPraHM30BaHbl Yalle BCEro npu yHMBepCUTeTax
BBMAY Ha/MuUMA Yy YHUBEPCUTETOB WMHPPACTPYKTYpPbl M KAAPOB ANA MPOEKTOB Takoro naaHa.
NHOrAa CTyAEHTbI, OKOHUMBLUME KYPCbl NMPY OMNPeAeNEHHOM YHMBEPCUTETE, MMEIOT NMPenMyLLe-
CTBa MPW MOCTYMNEHUM B 3TOT YHUBEPCUTET. HO 3TO COBEPLUEHHO HE 3HAUMT, UTO €Cu Tbl 3a-
KOHYWMJ KypPChbl MPW YHMBEPCUTETE , K NPUMEPY, B BPHO, TO Tbl HE MOXELLb MOCTYMNWUTL B YHUBEP-
CUTET, PaCNONOXeHHbIM B [Tpare. Takxe eCTb 1 OTAe/bHble OT YHUBEPCUTETOB A3bIKOBbIE LLKO-
JIbl, KOTOPbIE HaXOAAT KIMEHTOB B OCHOBHOM 3a CHET 60/1ee NPOABUHYTLIX METOAOB NMPOABMXE-
HWA MPU COXPAHEHWM KayecTBa WM penyTaumm KavyecTBEHHOrO 0bpasoBaHud. bonee crapble
LWKOAbI, TakMM 0BpasoM, BepyT «HaAEXHOCTbHO», MHOTONETHUM OMbITOM W MOKONEHWAMM Y C-
MELUHbIX BbIMYCKHWKOB, a 6oaee MONOAbIe — AMHAMMYHOCTBIO U Pa3InMYHbIMK Bapuaumamu B
LeHe ¥ NPOoABMXeHMW. Takke Ha CMpOoC Ha PbiHKE OKa3biBAET CyLIECTBEHHOE BAMAHME LieHa
ycnyrn— B [pare OHa OLLYTUMO AOPOXE M3-3a CTONMYHOIO CTaTyCa M CKOMIEHWMA PA3NUUHbIX
BY30B, C KOTOPbIMM BMOCNEACTBMN YAODOHee peluaTtb BCTYNuTeNbHbIE BOMPOCHI, a B bpHO — ae-
wesne (N0 0bpaTHbIM APUYMHAM). 3a4acTyro B LIeHY YCIyru Takke BKAFOUaOT CTOMMOCTb MPO-
XMBaAHWA, KaYeCTBO KOTOPOro TOXe BapbupyeTtca (B [1pare, B 3aBUCMMOCTH OT Pa3mMepoB TBOETO
KOLLe/IbKa, OT 3/IMTHOTO K MpUeMieMoMy, B BpHO — OT NPUEMAEMOTO K XapAKOPHOMY).

OAHaKo, YHMBEPCUTETbI, MPW KOTOPbIX Yalle BCero OpraHm30BaHbl KypCbl, OTHIOAb HE BCerda
CaMOCTOATENbHO MPUBAEKAROT KAMEHTOB ANA CBOErO MPOAyKTa (MPOCTO Hekoraa 3TMM 3aHu-
MaTbCAl, HEMPUOPUTETHbIE 3aJaul, HET PECYPCOB NS MPOABUMKEHUS — NFOACKUX MAW MaTepu-
aNbHBIX = AWM OHW He MPeayCMOTPEHbI) — OHW OTAAFOT 3Ty GYHKLUMIO Ha BHELLUHEe MCNONHEHME,
M 33 Heé& OXOTHO BepyTca PEKPYTUHIOBbLIE areHTCTBa BCEro MMpa, A0DaBNAAa K CTOMMOCTU Kyp-
COB CTOMMOCTb CBOWX YCNYT, @ Pa3HMLY CKNaAbIBAKOT B KapMaH. B ciyuae ¢ A3bIKOBbIMM KO-
MW CUTyaumsa obpaTHas, OHM CTapakoTCsA CaMM HalTh cebe KIMEHTOB, UTOObl CIKOHOMUTH Ha



KOHEYHOM CTOMMOCTUM YCAYTW And NOTPebUTensa un, Takmum obpa3oM, 3aHNMMar0TCA NPOABUXKEH M-
eM Cam¥, MbITasACb MOJYYNTb BbIUIPBILL B LIEHE.

Cutyaums B caydae ¢ YHueepcuteToM Tomaula baty B 3amMHe CTaHAapTHA. YHWBEPCUTET 3anyc-
KaeT KypCbl YeWCKOro A3blka, HageAacb obecneunts cebe NPUTOK CTYAEHTOB PEryaapHbIX Npo-
rpaMm (bakanaspwviata 1 MarmcTpaTypbl) M3-3a pybexa, Npy 3ToMm BepéT Ha cebs 0bA3aTeNbCTBa
MO KOHTPOJIO KayecTBa MPOAykKTa M NPeAoCTaBafeT MeCTO ANA NMPOBEAEHWA 3aHATUIM (CaMOro
cebn). BapmatiBHaa 4acCTb, TakMM 0OpPa3OM, OCTaETCA Ha YCMOTPEHME MOCPEeAHMKOB — UTOTO-
BYIO LEHY ANA NOTpebuTens u MeToabl NPOABUXEHMA ONPEeAeNstoT areHTCTBa MO PEKPYTUHTY
CTYAEHTOB 3a PyOEXOM, VMCXOAA M3 CBOMX COOBpaxeHnin 1 ambuumii. B mtore, yHmBepcuteT
B3VMaeT OUKCUPOBaHHYHO ODOrOBOPEHHYHO MaaTy C areHTCTB 3a obyueHue U cepTudurkaumto
KaXZAOro CTyAeHTa, OCTaNbHOe OCTaéTcA Ha banaHCe areHTCTB, KOTOpble TakXe 3aHMMaroTCA
61arononyunem 1M NOMOLLBHO CTYAEHTaM B pelleHmy NOBCeAHEBHbIX BOMPOCOB B APYroM CTpa-
He, a Takxe BOMPOCaMU XMbA, BU3bl, CTPAXOBKM, MOMOLLM B MOCTYMAEHUM U T.4.

Lna kozo cywjecmsyem makol npodykm? Kmo aenaemcs yesneseiMu ayoumopusamu?

MoaobHble Kypcbl, 6€3YCNOBHO, 3aMHTEPECYIOT TeX, KTO MLLET BbIrOAYy M NEPCNEeKT1BbLI B MONY-
YEHMWM eBPOMNENCKOro BbICLLIErO 06pPa3oBaHMs. TakMx KaTeropunii HECKOBbKO.

|_|p6>K,£|,e BCEro, 310 PyCcCKOrosopAaLimne (I/IJ'Il/I Brajerowmne Apyrmmm A3bikamm CNaBAHCKOM roynmnbl

— YKPAWHCKMM, MONbCKMM, BONrapckmnM) CTyAeHTbl — OyayLime BbINYCKHUKKM NporpamM bakanas-
pvata v cneumanmteta. Vim npumepHo 21-25 net, Monoable, AMHaMMuUHbIE, aMOULMO3HbIE, 3a-
JyMbIBatOLLMECH O ByayLleM, MeUTaroLme O MyTELECTBMAX 1 HOBbIX BMEUATNEHMAX, XenatoLlme
NOCTPOWTL MEXAYHAPOAHYHO Kapbepy, Nt0OOMbITHbIE A0 3apyOeXHOro OMbiTa W Ky/abTyp, Xe-
Natolye cTaTb BOCTPebOBaHHbIMK CreuvancTamm. [pyras kateropmsa 13 umcna Tex xe CTyAeH-
TOB — Te, KTO IOCTaTOYHO OBEeCrneYeHbl 1 XOTAT NONYUMTb BO3MOXHOCTL MyTELIECTBOBATh, XWTb
1 BECeNo NPOBOAWTL BPEMSA Ha BeUepmHKax CTaporo CBeTa Lenbli roa — MMEHHO Ha TakoM ne-
PVOZ BbIAAETCA AOArOCPOYHasA BM3a, MO0 BMA Ha XUTENbCTBO B Yellckoi pecnybavke. bano-
BaHHbIE 1€BOYKM M3 MHCTarpama, CbIHOBbA KPYMHbIX OM3HECMEHOB M MpeAnpuvHUMaTenen, Ty-
COBLLMKM M COPBUTONOBbI — BOT MPUMEPHbIE NPEACTAaBUTENN BTOPOW NMOAKATETOPUM.

BO-BTOpbIX, MPOAYKT CO34aH ANA LWKOJBHWKOB, FOTOBALMXCA K 3aBEPLUEHMEO CBOWX AOAMMX
WKOMbHBIX NIET W CTOALLMX Mepej BbIDOPOM CBOErO AanbHenwero byayuiero. Yto npusnekaet
LWKONbHVKOB B TakoM npeanoxeHnn? CBoboaa OT POAMTENBCKOTO HaA30pa (M NepcrnekT1Ba
NpOBEeCTM 6e3 3TOro HaA30pa eLLE, Kak MUHMUMYM, YeTbipe roAa), HOBble TOPU30HTbI M MPUKHO-
YeHusa BNnepean B HOBOW CAMOCTOSATENbHOWM xm3Hm B EBPOME! OaHako, ByaeT oLwmnbKow
CkaszaTb, YTO Jaxe eAVHWMUbI LWKOAbHUKOB MPUHMMAKOT NOAOOHbIE PELUEHMS OTHOCUTENBHO
CBOEro byayulero caMmoctoATensHo. VIHBeCTMPOBaTh B MOAOOHbBIM MPOEKT «BbiClee 0bpa3oBa-
HVe NrBMMOro Yaga B EBpone» MoryT amwb poautenn. Kak n nrobbix MHBECTOPOB, WX BOJHYET
ycnex npoekTa. [MpUHeCyT nn MHBECTMUMM NpubbIab? He 3annady m 4 3a TO, O YéM MOTOM
CUABHO NOXaner? A rnaBHOE — He CIYUUTCA M YTO-TO C MOWM CaMbIM HECLIEHHbIM COKPOBM-
wewm, korga a He byay pasom? YnpaeneHue abCcOMOTHO HOOLIM PUCKOM KPUTUYECKM BaXHO,



no3ToMy dakTopamy MPUHATUA PeLeHniA ANd AAHHOW LLeNeBOW rpymnbl CTaHOBATCA: HaAEX-
HOCTb, YCMeLUHaa penyTaums, MHOTONETHWUI OMbIT, MPECTMX, NMepCnekT1Bbl, OT3bIBbl MPEeabIAY-
LWMX YYaCTHUKOB, 1HODBOE CoLManbHOe A0Ka3aTeNbCTBO HE30MaCHOCTM U rapaHTUa AOCTUXEHNA
ycnexa B HepAA0BOM Aene NOCTynAeHNA B EBPONENCKUIA BY3.

YacTMyHO LeneBor ayamtopment MoryT ObiTb Takke M CKOpble BbIMYCKHWKM NPOrpaMMbl MarmcT-
paTypbl, 3a4yMbIBatOLLMECH O NoNy4YeHun ctenenn Ph.D. B eBponeinckoM yHuBepcuTeTe C Mu-
HUMabHbIMK 3aTpaTamMu. OAHaKO, 34eChb CyLWECTBYET MHOXECTBO afbTePHATUBHbIX BAPWUAHTOB —
NPOrpaMMbl aCMVMPAHTYPbl Ha aHIUIACKOM A3blKe Malo YeM YCTynaroT MPOrpamMMam Ha yell-
CKOM fi3blke. XOTA OHM U CTOAT CyLLUECTBEHHbIX AEHEr, B OTAMUME OT HecnaaTHbIX YellCKMX, 3aTO
MOA HWUX AOCTATOYHO IErKO MOAYUUTb OAHY M3 Pa3HOObPa3HbIX CTMNeHAWn. Baobasok, Bce ac-
MVPaHTbI MONYYarOT HEMAOXME AEeHbMM 3a UCCNeA0BaHWA (MOMMMO OCHOBHOW CTUNEHAMM). YTO
xe 3T0 3a ™In nroaen? CTyAeHTbl Man Monoable NpodeccoHansl 24-30 neT, NpeaaHHble Hayke
MccnefoBaTeNy, CEPbE3HO 03ab0UEHHbIE M3MEHEHWEM MUPa K Jy4dLLEMY, YCEPAHbIE U TOTOBbIE
TRYAMTBCA Ha CODCTBEHHBIV YCMex W1 ycnex TOoro, KTO roToB MAaTuTh 3a WX UccneaoBaHus. Ans
HUX MMEET 3HAUEHWNE CEePbE3HbIV MOAX0A, NPOdECCMOHaNbHAA OPUEHTUPOBAHHOCTb, UCCAEA0-
BaTeNbCKMEe MepPCreKTMBbLI U CTaTyC y4ebHOro 3aBeeHMS.

[MocneaHWe NoTeHUMaNbHble MOTPEOUTENM HALLMX OKONOODPa30BaTeNbHOMO CepBMca— Te, KTO
JILLB XOUYET BblyUmTb YELLICKMIA A3bIK M MOAYUMTb ObMLIMANBHOE MPU3HAHME CBOMX MPEAbIAYLLIX
y4ebHbIX 3aCyr, YTOObI MMETb BO3MOXHOCTb PaboTaTh B Yexuu C NOATBEPXKAEHHbLIM AMMIOMOM
O BbiCLeM 06pa3oBaHMM. Takue NroAM BMAAT Ana cebs B 3TOM NepCnekTMBbl, OHW 3HAKOT, Yero
XOTAT OT XW3HW, @ BONHYET UX NPeXAe BCEro LieHa — BeAb NPOAYKT ABAAETCA MOBCEMECTHO OJ-
HOPOAHBIM, @ €C/IM HEe BWAHO Pa3HMUbl, TO 3a4eM naatuTb bosblie? Coctoaslmecd npodec-
CMOHanbl B BO3pacTe 25-35 Man CTyAeHTbl, KOTOpble He XOTAT Noay4YaTb AanbHenwee 0bpa3o-
BaHME, a MIaHVPYIOT UCKAKOUMTENBHO paboTaTb M 3apabaTbiBaTh, MPOXMBAA B Yexmmn B CBOE
YAOBONBCTBYME.

Ecam cnepoBath 3akoHy [Mapeto 80/20, TO nepBble ABe kaTeropun, 6e3ycnoBHo, coctasaatoT 80
% HalWmX NOTEHUMANBbHBIX KIMEHTOB, @ TpeTba M yeTBépTad — 20, Aa M TO B CaMOM Jiy4yLlemM Cay-
yae.

Ymo xe makozo ocobeHHo20 8 8awiem npodykme no CPABHEHUIO C OCMAJIbHBIMU?

Mpexae Bcero, 3To COOTHOLEHMe kauecTBa W LieHbl yeayrm. Liena 6yaer CAMOW Huskoit Bo
BCen Yexmm No MHOTUM MpUYMHAM — 1 MOTOMY, YTO 3TO OyAET NepBbIi roj And HOBOTO YHMBEP-
cUTeTa, M MOTOMY, YTO B 3TOM pPervoHe Yexmn BCE, BKAKOYad 3apnaatel M 3aTpaTthl, HEMHOTO
[lelleB/le, YeM B LEHTPaNbHbIX PErMoHax, U OTCYTCTBME MPOUMX «yAOPOXAFOLUMX» HaKTOPOB
BPOZAE CTONIMUYHOCTM 1 KakMX-MBO KapbepHbIX NepcnekTuB (ropoA0K-TO MaNeHbKUI).

Kporvle TOro, ecam B3ATb B pacuéT, YTO LeHbl Ha BCE, HayuMHaa oT NPOXMBaHMA N 3aKkaH4YMBaA
LUeHaMn Ha NpoayKTbl B 3MHe, Ha nopAaaoK HMXe, YeM B ﬂpare Nan BpHO — ANnA KOHEYHOro
ﬂOTp€6MTeﬂﬂ 3TO o6opaqMBaeTc9 HaCTOJIbKO CyLI_LGCTBeHHOl\/JI 3KOHOMMEN 3aTpart, 4Yto BbIr04a M



NPenMyLLEeCTBO HaWero NpoAyKTa nepes ApYrMMin CTaHOBUTCA HEMPUANYHO OYeBUAHBIM. [1pO-
AYKT Be3/e NMPUMEPHO OAWMH W TOT Xe, a MONYUMB NOATBEPXKAEHME 3HAHWA YELLCKOTrO A3blka B
3/IMHE MOXHO CMOKOWHO NOCTynaTh B By3bl [Mparu van bpatmncnasel, ecav 370 HeObXO AMMO AN
NOCTPOEHWA NPOdECCMOHANBHOM TPaEKTOPHM.

B uem OCHOBHOM HeAOCTaTOK AN NpoaykTa? Ero HOBWM3Ha W OTCYTCTBME penyTaumu B rnasax
LeneBbIX ayAnTOPUA. MUHMMaNbHOE CoLmanbHOe A0Ka3aTenbCTBO HaAEXHOCTU. HUKTO He 3Ha-
eT, YTO 3a ropoJ, 3/MH, BO3PACT yHuBepcuTeTa TomMawa batv HacuuTeiBaeT 14 neT (He 1O, uTo
Kapnos, koTopblin cylectsyet ¢ 1348 roga), a Kypcbl YELICKOTO A3blKa 34eCh BMepBble NMOABATCA
oceHbto 2015 roga. C 3TMM HeAOCTaTkoM ByAeT Npr3BaH N0OOPOTLCA BM3YaibHbIN CTWAb HaLlel

OpraHM3aLUmm — NepBerLINN SNEMEHT BM3YaJIbHOM KOMMYHUKALWMK Halero BpeHia C KOHEeYHbIM
noTpeburenem.

KcTtaTty, BM3yanbHbI CTUb YHUBEPCUTETA C 3TOM 3a/a4elt ke MbiTaeTcs NoHopOThCA, MPUUEM
BeCbMa yCneLuHo.

Hy, yHusepcumem noHsmHo. Ho eedb ebl He yHusepcumem? [louemy awodu bydym obpa-
wamecs K 6aMm U 8am eepume?

[encTBUTENBHO, Mbl HE CBA3aHbI C YHMBEPCUTETOM — HW GOPMaNbHO, H MaTtepuanbHO. HO YTo
Mbl MOXEM NPEANOXUTb STOMY YHUBEPCUTETY, YTODbI OH MOHAA, YTO Mbl U eCTb Te, KTO NpuBe-
AET MM HOBbIX CTYJEHTOB M CMOXET B3ATb Ha Cebs nx Nnpobaemb!?

- Mbl MON0AasA, SHEPTMUHANA U APY>KHas KOMaH/a — BEPWM B Halll yCreX, roToBbl yrop-
HO paboTaTb Ha HEro 1 3HaeM, Kak 3aBOeBaThb A0BepVE Hallel UeNeBol ayantopuy;

- Kaxaplh M3 Hac caM MpOLWeén yepes NOCTynaeHue, yyedy M Xu3Hb B 31MHE — Mbl
Hay4MANCh Ha CODCTBEHHOM OMbITE U TEMEePb rOTOBbI AENNTLCA UM U 3a00TUTLCA O APY-

rnx;

- Mbl ymenas 1 cepbé3Has koMmaHZa — 061aaeM Hy>XHbIMU 3HAHUAMM 1 HaBbIKaAMM,
paboTaeM MpodeccnoHanbHO M bepéM Ha cebs OTBETCTBEHHOCTb 3a YCMelHbll pe-

3y/bTar;

- TONBbKO y Hac eCTb WMpPOKas CeTb KOHTAKTOB C bonee vem 140 By3amu m LKONAMU M
6onee yem 150 areHTCTBaMM MO PEKPYTUHTY CTYAEHTOB B KPYMHEMLWMX roposax Poccum
(ExatepuHbypr, Mockea, CaHkT-TeTepbypr, KasaHb, [TepMb 1 apyrne) — a 3HaumT, eCTb
BCE MPEeAnOChbIIKM ANA yCrexa.

CnoBowm, YTOObI LI,O6I/ITbCFI HYXHbIX Pe3Yy/IbTaTOB N peain30BaTb BCE CBOU aM6I/ILLI/II/I M Hpquec—
CMOHa/IbHblE 3a4aTKN, HaM HE XBaTas10 NNLUb 3TOM BO3MOXHOCTU — U TeNnepb Mbl eé He yI'IyCTI/IM!

Umo x, xopowio. Kakue naaHel Ha bydyujee? Ecme y 8ac daneHeliwue yeau?



KoHeuHo! B byayuiem Mbl naaHnpyem AOCTMYb yCrexa B MPUBAEYEHUN CTYAEHTOB, HabpaTbCA
OnbITa M CTaTb CMCTEMOODPA3YIOLLMM CTPaTErMYecknM NapTHEPOM YHuBepcuTeTa TomMala batn
MO MPWBNEYEHMNIO CTYAEHTOB M3-3a pybexa. Takke CTaTb He NPOCTO PEKPYTUHIOBLIM areHTCT-
BOM, @ MOJHOLIEHHOM opraHm3aument B chepe 06pa3oBaHMA C aCCOPTUMEHTOM YCAYT MOAHOMO
UMKAa, CNeumanm3npyrolenca Ha BbICLLEM, CpeaHeM 0DPa30BaHMM M A3bIKOBbLIX Kypcax B Ye-
XMW, OKa3blBatOLLLEN KOHCATMHIOBbIE, CTPAaxOBble, MOCpeAHMYeckme yeayru B chepe obpa3oBa-
HVA. Hawa uenb — cTaTb CaMbiM KPYMHbIM M €AMHCTBEHHBIM areHTCTBOM MO PEKPYTUHTY CTYAEH-
TOB B BOCTOUHOM Yexmn, a Takke OTKPbITb NMPEACTAaBUTENBCTBA B KPYMHEMLLMX TOPOAAX BOCTOY-
HoW Esporbl.

OaHako, HeCMOTPS Ha BCe aMbuLMK, Mbl ONpeaenseM Ans ceba Hallly MUCCUMIO Kak (eCTb Lienas
METOAMKA, Kak GOPMYAMPOBaTb MUCCUKO OUeHb KPYTO, HO MHe JeHb ceiuac eé 3anyckaTb. Ko-
poye, UTo Mbl He byaeM pa3MeHMBaTbCA Ha AeHbrM 1 ByaeM 3a00TUTbCA O TOM, UTOObI BCE yua-
CTHWMKM NpoLecca NonyYans Ka4yecTBEHHO TO, YTO OHM XOTAT, M OblAM BCE AOBOJLHLI), 1 Mbl OY-
AEM NMPUAEPXMBATLCA €€ OT MOMEHTA HalLero BO3HUKHOBEHWA M Ha BCEM MPOTAXEHWUM HaLEro
CYLLLeCTBOBAHMSA.

Mbl Takke naaHMpyem pa3paboTtatb M BHEAPUTb MHHOBALMOHHbIE CTaHAAPTbI B 061aCTV OKaza-
HWA 0Opa30BaTebHbIX M CONPOBOAMTENbHBIX YCAYT CTyAeHTaM M3-3a pybexa, 1 byaem npu-
JEPXMBATLCA UX B CBOEM paboTe, UTobbl rapaHTMPOBaTh HEM3MEHHO BbICOKOE KauecTBO Halle-
ro cepsuca.

A npobsiemel ecmo?

K coxanenuto, aa. KpynHenwen npobaemMor Ha AaHHbIA MOMEHT ABAAETCA KOHKYPEeHUMA, KOTO-
pas yXe YyTb He OCTaBM/Ia HaC 3a OOPTOM M3-3a MPOMEANEHNA. Y OTKPbIBAFOLLMXCA B 3TOM Oy
KypcoB OyZeT He OAMH, a ABa MapTHEPa MO MPUBAEYEHNIO KOHTUHIEHTa. [MPpUUYEM KOHKYPEHT
obnasaet bonee npuBaEKaTENbHBIMU YCIOBUAMK ANA KOHEYHOTO MOTPEOUTENA — BO3MOXHO-
CTbHO MPEeAOCTaBUTb CTUMEHAMIO Ha OByYeHre, KOTOPOM y HaC HeT. Ha CTOpOHe KOHKypeHTa —
OMbIT, N3BECTHOCTb, A0OPOE MMS, OTPAbOTaHHbIE TEXHONOMMK PabOoThI.

Ho Mbl He boumcA, Beb Ha Hallel CTOPOHE MONOAOCTb, SHEPTUA, 3HaHMA, CBA3M, a MMaBHOE —
XenaHwe JOCTUYb yCnexa v MPeB30NTV CONepHMKal

M umo ebl niaHupyeme coename?

BaxHelLan Bellp, KOTOPYIO HaM HeoOXOAMMO 3anofyyuTb C CaMOro Hadana — 370 6e30roBo-
POYHOE ZI0BepVe K Halllei KOMaHZe 1 eé ycayraM C NePBOro xe KOHTakTa. [1s 3T0ro Mbl XOTUM
CaMbIM TECHbIM 0DpPa3oM OOBLEAMHUTL BOCMPUATME HALLEl OpraHM3aLmu B rnasax LeneBbix
ayauTOPUIA C BOCMPUATMEM YHMBEPCKTETA B LIENIOM — B 3TOM C/lyYae BCe MO3UTMBHbIE accolma-
LMW, BbI3bIBaeMble MO OTHOLLEHMIO K YHWBEPCMUTETY, aBTOMATUYECKM ByAyT pacnpoCTPaHATLCA U
Ha Hac.



Kak atoro aoctmus? O4yeHb NpocTo. [ocTaTouHO n3bpath TakoM CXOXWIM C YHUBEPCUTETCKMM,
HO MPW 3TOM YHVIKaNbHbIA BU3YyaabHbIM CTWAb, YTODbI OObIYHBIM YENOBEK HE MOF Pa3numTb
OAMH OT APyroro. Takum 0bpa3oM, yCayri Hawel opraHvsaummn 6yayT BOCMPUHMMATLCA Kak
OKa3blBaeMble HaNPAMYHO YHMBEPCUTETOM, W YHMBEPCUTET BYAET BbICTyNaTb MHVMbIM FapaHTOM
KauyecTBa ycayru. TOT e NpuHUMN (MPOYHan MANko3ma paboTbl OT AnLa YHUBEPCUTETA) AOIKEH
HacneA0BaThCA M B APYTMX KOMMYHUKALMAX — MEPCOHANbHBIX, SNEKTPOHHBIX, ONOCPEAOBAHHbIX.

Koe-uyTo And 31010 Mbl yXe caenany. HasgaHue Hallen opraHv3aumm BbiIOpaHo He CiyYanHo, a
MO UTOTaM aHaiM3a COBPEMEHHbIX BM3YasibHbIX KOMMYHMKaLMA yHuBepcuTeta. STUDYINZLIN —
4aCTb KPEaTMBHOM KOHLIEMLMK MPOABMXEHNA By3a B MEXAYHAPOAHOW CPeAe, BbIDaXEHHaA B
cnoraHe “BE IN. STUDY IN ZLIN.". CnoraH BCTpeuaeTcd B NOAABAAOLLIEM OO/bLUMHCTBE NevaT-
HbIX W 3NEKTPOHHbIX MaTepWanoB, UTO TEHEpUPYeT ANA HaC OTIUYHblE  LKEHEPUK-
KOMMYHMKaLmK (MPOABUIaeT Ha3BaHWe Hallel OpraHu3aumy 1 CO34aéT HeobXOAMMble acCo-
umaumm 6e3 Hawero yyactusa).

A kakue ewé accoyuayuu 0/15 8ac A8ASHOMCH BAXHbIMU?

Hpe)K,ﬂ,e BCEro, Mbl Obl XOTeNM C MOMOLUbHO BM3Ya/IbHOTO CTUAA YMPaBAATb BOCMPUATMEM HalLX
LieneBbIxX ayamopmm. KoHTaKT ¢ Hawmm 6peH,£LOM AOJKEH BbI3bIBaTb Caedyroumne accounaunm:

e [IpodeccroHanmam

e HaaexHocTb

e EBponeiickoe kayecTso

e YBEPEHHOCTb B yCrexe

e MooaocTtb

e (BexecTb

o /lnHamuka

e [loCTOAHHOE pa3BUTHE

e (CMenoctb

e PewntensHoOCTb

e Apkue BneyatneHns 1 NepcrnekTmBbl

o (CoBpeMeHHble TeHAEHLIMM

e OpraHusauma HOBOTO NOKONEHWS

e YecTHOCTb

e [apaHTMPOBaHHOE pelleHne

e KIMEHTOOPHEHTUPOBAHHOCTbL

e  OTKPBLITOCTb M MPO3PaYHOCTb

e [lepCoHabHbIM MOAXOA W KOMMYHMKaLMK

e /IHHOBaUVOHHBIV 0OPa3 MbICIEN
Ymo eam HyxHO?



I_Ipexae BCEro, KOHEYHO Xe, Norotmn. JIorotmn He AONXeH NPOTMBOPEYNTL BCEM BbllLENEpE-
YMCNeHHbIM accoumaumam, ObITb MPOYHO accoumnpoBaH C AeATe/IbHOCTbHO yHI/IBepCl/ITeTa To-

Malla batu.

MoxenaHue K NoroTnmny — COOTBETCTBOBATbL COBPEMEHHOM 3MoXe LMPPOBON PEBONOLMK M Me-
PENOBbIX TEXHONOMMYECKMX pelleHuid. [peanoxeHne K AOCTUXEHWUIO 3TOro: NOroTMn AOXKEH
npeacTaBnsaTb  COOOM  HEKOoe  YHMKaflbHOe HauyepTaHwe Ha3BaHWA  OpraHM3aumy  —
STUDYINZLIN.CZ, nmbo coaepxaTb B cebe HanmcaHHOe Ha3BaHMe. Takmm 0bpa3om, AoCTUraeT-
CA W elWeé oAHa cTpaTernyeckas 3ajadva — CO34aTb AOMOJHUTENbHBIA MCTOUHMK MPOCMOTPOB
6a30BOWN NEHAMHI-CTPaHWLbI, Pacnoaaratollenca No OAHOUMEHHOMY aapecy. [NpobneMHbIM
acrnekToM ABNSETCA PErUCTP HamMCaHMA Ha3BaHWA — Kak OH ByaeT cMOTpeTbcA nydlle? B Bepx-

HEM WV HUXHEM perncrTpe?

Nlorotmn YHUBEPCUNTETa Tomala batn ang nomcka BAOXHOBEHMSA nprnaraeTca (TO/'II:)KO OH A0N-

XEeH OblITb OpaHXeBbIM, a HaAMMCb — MeTaﬂﬂl/IbIECKI/IM).
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Bo-BTOPbLIX, 3TO GUPMEHHbBIN BU3YyaNbHbI CTUAb OPraHW3aumm, Npasuaa ero 1MCnoab30BaHWA
(ONUMOHANBHO) M HECKObKO 0bpa3LOoB (4-5) NPUMEHEHNA GUPMEHHOTO CTUAA Ha KOHKPETHbIX
rpaduyeckmx matepmanax. Kputnueckmm aBaseTca MMEHHO pa3paboTka HECKObKMX ajanTaLmii
BM3YaNbHOIO CTUAA ANA KOHKPETHBIX 3/1EMEHTOB BU3YabHOM KOMMYHMKALIMN.

PyKOBO,ﬂCTBO Mo NCNONb30BaHMKO BMN3YyaJIbHOTO CTMAA AOJKHO COJepXaTb OTBETbI Ha Caelyto-

LLMe BOMPOCh!:

e (OcCHOBHOE HadepTaHne IoroTnna, 3Hak, 6y£|,eT I AONONHNTE/IbHOE HadepTaHe N10ro-
Tna an Bapnauni, CKONAbLKO AO/KHO COCTaB/IATb cBObOAHOE NoNe, HayepTaHne noro-

TWMa B 3aBNCMMOCTN OT qDOHa.



e /ICNoNb30BaHMe Kakmx LIBETOB, KaKMX BaPUaLMIA WX HACBILLEHHOCTH, M Kakmx MX coYeTa-
HWI ByAET Pa3peLEHHbIM, 3 Kakmx — HeT?

e Y710 ByseT ABNATLCA CTUNEOOPa3yHOLLIMM 3NeMEHTOM? KakoBbl MpaBmaa ero cnoib3o-
BaHMA? VICNONb30BaHME IOrOTUMNA B COYETAHMM CO CTUNCOOPA3YHOLWMM(M) SNEMEH-
ToM(3n1emeHTamm)?

e Kak, B COOTBETCTBUM C BbIOPAHHbBIM BMU3YasbHbIM CTUAEM, ODOPMAArOTCA GoTOrpadum?

e Kakow WpKNPT CTaHET UTOrOBOW COCTaBAAOLLLEN BM3YaNbHOTO CTUAA?

OCHOBHOM WPUPT, KOTOPLIM UCTIONL3YET B CBOUX KOPMOPATUBHLIX KOMMYHUKALMAX YHMBEDCH-
TeT Tomawa batn - Berlin CE Regular. Torosbint wWpndT A0axeH BbiTb MakCUMaNbHO CXOXMM
(MMbO Aaxe NONHOCTLHO aHaNOrMUHbIM). OAHAKO 3TOT WPUPT MCMONb3YETCA NMPEVMYLLECTBEHHO
B 3aro/n10BKax, OObIYHBIN TEKCT, Kak Npasmao, odopmMaseTcsa WpudTtom Arial, Uuto BBIMIAAMT yxe
HE HaCTONbKO MpMBAEKaTeNbHO. HeobxoanmMo byaeT noaymars, MCNOAb30BaTL M MO 0bpasLy
YHVBEPCUTETA ZBa WPUPTa B KOMMYHMKALMAX, MO0 Xe OrpaHnumTbCa oaHum. Ewé bonee kpu-
TUYHOE MOXenaHwe K WpndTy — AOMKeH 0ONasaTh Kak KMPUANMYECKMMM, TaK M NaTUHCKUMM
muTepamu (MOTOMy YTO BO/bLUAA YacTb MHGOPMALMOHHbBIX MaTepranoB B Nepeoe Bpema byaeT
OPOPMAATECA UCKITFOUMUTENBHO Ha PYCCKOM A3bIKE).

BoT npumep MCNoab30BaHWA KOPMOPATMBHOIO WpKdTa yHMBEpCMTETa B MHOOPMALMOHHbIX
MaTepwuanax:
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APPENDIX P 3: STUDYINZLIN.CZ BUSINESS CARDS GRAPHIC

LAYOUT

Cepreit XMenuHuH
Ynpaoenexue MapKeTUHIOM
1 CBA3M C OBLEeCTBEHHOCTBIO

s.khmelinin@studyinzlin.cz
+7-912-651-48-39
+420-XXX-XXX-XX

W STUDYINZLIN.CZ &

Sergey Khmelinin
Chiet Marketing and PR Officer

s.khmelinin@studyinzlin.cz
+420-XXX-XXX-XXX
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Sergey Khmelinin

+420-XXX-XXX-XXX
+7-912-651-48-39
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+7-912-651-48-39




APPENDIX P 4: STUDYINZLIN.CZ LEAFLETS GRAPHIC LAYOUT

YTO ELLE BKNTIOYEHO

B CTOUMOCTb?

3A HTO BbIBMPAIOT YHEBY B HEXUKN?

TOJNBKO C HAMM Tl NONY4YULLL
NPECTMXHOE BbICLLUEE OBPA3OBAHUE
B LIEHTPE EBPOIbI 3A 1990 EBPO

S\ STUDYINZLIN.CZ

HIGHER EDUCATION IN CZECH REPUBLIC

ocTanuck Bonpock?
Ml Ha cBA3u ¢ Toboiil

Mbl 3

KAK

= [
[MPHBITNS

STUDYINZLIN.CZ

HIGHER EDUCATION IN CZECH REPUBLIC

Cepreit XmenuHun

s.khmelinin@studyinzlin.cz Bucwee obpasosove u s
+7 912651 48 39

+420 608 040 394

KAK MOAYYMTL NPECTMXKHOE BbICLLUEE OBPA3OBAHUE B CAMOM CEPALIE EBPOTbI 3A 1990* EBPO?

Tl + GEEEF®  Tloaw - GEEED

Mo saxomy €06 obpasosanmm
sucuee 0bpasosanme
a YeuscKoM A3ue

O6yvenme 3osepwoer wroroswit M npeanaroem
IKIOMEN HO IHOHME AIMKO. (O POMMY
Llns obyuenmn na vewckom aseike 5 auel & heper

“aKyO

wm ~ 850 vocos,

s ropanTm

BECMNATHO & rocyaapcrsensiix Heobxomm yposens B2. B cnynae  yenexo wa aksamese u obecnewin
By3ax Yexww. [leno 30 mansm - YCNEWHOR GROWH SKIGMEHT BHAG-  FONONHATENMHE 3GHATHS ©
BHYUHTE YOO A3uK, BUEPaTL ETCA CBMIETENCTRO O BNGAGHMH
YHMBEPCHTET  BHAGPXTTY HOLUCKMM HQ COOTBETCTBYIOWOM
BCTYNMTENbHYE HCNUTOKMA! yposhe 4
BuyuuTs yewoxmi 3sik ¢ Hyns Ao 0CTaBMM Tebe yHrKansHy0 Mocnegrnit 31on — nocTynnenme 8 Mu sossmven Ha ceb -
HEOBXOMOro A ynebu yposHa 0CTy OBYNOTHCR MO KypCax ywusepcurer. Moxer pokymenTos 8 o cu ohor o8

TIOIBONMOT FOAOBNE HHTEHCHBHIE
noaroToaHTensHue kypcu. Takwe
KYPCH CYWeCTBYIOT NpH yHuBepcH-
TETOX 41 YOCTHHX ASHIKOBEX WKONGX
yxe gecsu net. B camom pene,
HE NYNIWE MK YNHTS RILK TOM,

TA@ HO HEM FOBOPHT KOS

0 53uKa B yHwmepcHTeTe COOTBETCTBMM C TPEBOBaMMAIMA 11 T e
Towmowa Bom s 3 c CHCTEMM OBPAIOBANMA 1 BMEPAH- T Henu
7 1990 espo HbiX BY30B HEOBXOMMO OPOPMMTS  THpOaTTH

W NOAQTS B CPOK BMECTE C 3NeK- 110 ToOeMy B

TPoHHO# 3asexoit. Ecam 8cé e no-
paaKe, TO Tebs NPUIMOCST Ha BCTY-
3 NUTENBHE FKITMENY B ITBUCHMOC-

non

m, “TOBM fapow

HHIKORA B Yexin ue @ b sy)

Cnegyiowwi 370N - cneumsansHas
MEAMUHCKOR CTPAXOBKA HA BECH
PEPHOR OBYSEHIA M NOHCK NPOXH-
80HuA B Hexam. 10 moxer Bus
cTynenvecxoe obuexywe, kBa-
PTHPO B GPEHAY WM FOCTUHMLG ~

M nporomcynbmpyem Te6a nc

Forosol T nonHonpasH cryewT:
6 5 MOXELLS NONYNATE CTUNEHANO H CO-
QT POXMBAHIR 10 MOBOR LAGNLHYIO NOAREPXXY, NONBIOBATE-
sxyc (M xowensx) A MHPPOCTPYKTYPOH, NONHOLEHHO
YHOCTBOBATS 8 NPOEKTOX yHMBEPCH-

R W CTPAXOBOR

nuws B 370 Guino yRoBHO A TOTa MM yexaTs no obmeny Npak- 12 Aproro
yueBH U NDHEMNGMO [N KOHCYNb- THYECKH B MOGYIO CTPOHY MMPG = [0CYTO M MHOIOE ApyToe
c18a. TORLKO TOK MOXHO NONYHMTS Vd I ‘*Iq subop Tonsxo 3a Tobosl
pemccpow iy ks {=i=)
HQ XMTENLCTBO € Uensio Oyuerms 2, &
4 Y470 BXOANT 8 MHTEHCUBHBIE MOArOTOBHTENbHbI

Korno su3a rotosa, aopora 8 Mup.
HEWICKOMO R3O, KyNBTYPH M TPG-
Lot okpural XKuske & Yexm

NPOTEKOET MHOYE, YEM NDUHATO

CUATOTS — # NOHHMOELLS 3TO TONBKO
oKko3aswmch agecs. Passuras Tpo-
HCNOPTHAA CETh W POCNONOXEHHE
8 LEHTP® KOHTUHENHTO OTKPUBIOT
6e3rPOHMIHEE BOIMOXHOCTH AN
nyTewecTsui (koweuHo, ecnn
3HOWS, KYAO ¥ KOK exaTs]

Mu nomomem rebe ocsonrsca

KYPChl YELICKOro A36Ka, KOTOpHE Mul Npeanarae:

WesoSuscevUe nyTews

» cacBomI0e oF y4i6w spes

o




APPENDIX P 5: STUDYINZLIN.CZ “ONLY FOR SMART” EVENT

PHOTO REPORT
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APPENDIX P 6: STUDYINZLIN.CZ B2B COMMERCIAL OFFER
COVER

,ﬂﬂﬂ TE€0S HET HUYero HEBO3MOXHOIO

HALLUWM COBMECTHDbIE
BO3IMOXHOCTM
[TOMNPOCTY bE3IPAHINHHDI
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