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1. INTRODUCTION 

Higher education market has already become one of the most important 

sectors in today‘s global economy; more and more countries gradually realize 

the importance of developing their higher education sector. Universities today 

are increasingly competing for international students in response to trends in 

global student mobility, diminishing university funding and government-backed 

recruitment campaigns. This trend has driven the need for universities to focus 

on clearly articulating and developing their brand, due to the development of 

educational sector it is not only benefits for whole nation‘s fundamental 

capability but also it can make huge financial profits. E.g. The UK's higher 

education institutions have a tangible effect on their economy, generating 

almost £59 billion of output every year. And nationally create over 600,000 jobs 

either directly through higher education, or via knock-on effects. 

 

Under this circumstance, compare to the global trend, Czech universities 

consider just at beginning stage, base on the data from European Commission  

in 2007 there were only 3339 foreign students came to study, and large 

amount of students were from ERASMUS programme. Again for instance in 

UK, there are 20,000 to 30,000 Chinese students come to having education 

each year. In this case we can easily state that Czech higher education market 

has huge potential to grow. 

 

The VŠB-Technical University of Ostrava has more than 24 thousand students 

who study at seven university faculties. The Faculty of Economics (EkF) has 

approximately 6,000 students and is the biggest faculty among the University. 

Faculty is provided by 220 lecturers in addition to numerous external teachers 

and experts employed in industry, commerce and the public sector, and it 

offers a wide range of degree programmes including Bachelor‘s, Master‘s and 

doctoral degrees on a daily basis from the fields of economics, management, 
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economic policy and administration, informatics and systems engineering.  

 

In 2010, EkF has signed bilateral cooperation contract with Hubei University of 

Technology in China, about 30 students will study in EKF in new semester at 

2011. It is the biggest and meaningful exchange programme so far for the 

university, a signal of start putting efforts on co-operation and also a step to 

moving internationally, prepare to compete in global higher education market.  

 

However, at the end of the day, a good co-operation result is the only 

requirement for both sides. Thus, how to ensure the success of the 

programme became the major task and within the problem marketing 

communication is the most needed aspect to be address. A good marketing 

communication strategy will not only facilitate the success of the project, but 

also avoid the potential risks during the process. Further more, it is a 

continuously developing process, an example model for university to moving 

forward later on.  

 

The goal is to facilitate EkF‘s capacity building, improving the marketing 

communication thus having a prosperous cooperation, eventually strengthen 

the competitiveness in higher education market. In order to achieve this goal, 

author will apply marketing communication theory and combine with the 

quantitative research of incoming Chinese students to designing the marketing 

communication.  
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2. CHARACTERISTICS OF FACULTY OF ECONOMICS  

2.1 The Faculty of Economics  

The Faculty of Economics has always been relatively independent from VŠB - 

Technical University of Ostrava. It was founded in 1977 and today it has 

approximately 6,000 students and is the biggest faculty of the University. 

Tuition at the Faculty is provided by 220 lecturers in addition to numerous 

external teachers and experts employed in industry, commerce and the public 

sector.  

 

2.2 Wide range of degree programmes  

Including Bachelor‘s, Master‘s and doctoral degrees – on a daily basis from 

the fields of economics, management, economic policy and administration, 

informatics and systems engineering. Table 2.1, 2.2 and 2.3 show all the 

programmes which Faculty of Economics provides in English. 

 

Tab.2.1: Structure of Bachelor Study Programmes  

 

 

(Source: VSB-EkF website http://www.ekf.vsb.cz/en/okruhy/study/bachelors/) 
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Tab.2.2: Structure of Master Study Programmes  

 

 

(Source: VSB-EkF website http://www.ekf.vsb.cz/en/okruhy/study/masters/) 

 

Tab.2.3: Structure of Doctoral Study Programmes 

 

(Source: VSB-EkF website http://www.ekf.vsb.cz/en/okruhy/study/doctoral/) 

 

Faculty also organizes number of short-term and long-term courses of lifelong 

education for companies, institutions and individuals. Graduates of the Faculty 

of Economics go on to make careers in companies, public administration, 
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banking and individual business activity. 

 

2.3 International focus 

The international focus of the Faculty allows tuition to keep up to date with the 

latest developments in economic theory and managerial practice. Current 

academic knowledge from the Czech Republic and around the world is fully 

applied in the Faculty‘s programmes, as is a wide range of experience of 

global world economic development. In conjunction with Liverpool John 

Moores University , the Faculty offers prestigious three-year MBA studies. 

 

Teaching and research activities are carried out by means of fifteen 

departments: Economics, Management, Marketing and Business, Accounting, 

Regional Economics, Law, European Integration, Mathematical Methods in 

Economics, Business Administration, Public Economics, Finance, Applied 

Informatics, Systems Engineering, National Economics, Economics 

Journalism and the Institute of Doctoral and Managerial Studies. The Faculty 

also includes the International Office and the Computer Unit. 

2.4 The concept and goals of the Faculty of Economics 

The ultimate goal of Faculty of Economics is to cultivate student‘s ability 

enhance their competence in business economics sector, thus bring to the 

society capable and practical personnel in different business area, eventually 

contribute to the development of world economy. Under the concept ‗devoted 

education', faculty of economics have to emphasize the importance of each 

person's individuality, flexible teaching is also the major aspect. 

2.5 Education aims of the Faculty of Economics 

The Faculty of Economics has determined that in order to build character in 

students, its education aims should be as follows: 
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 To deepen students' awareness of problems facing modern society from 

the point of view of economics and economics-related topics. 

 To help students acquire the ability to engage in issues and problems from 

multiple viewpoints. 

 To help students acquire the facility to think independently. 

 To educate people who are willing to carry the responsibility of performing 

their daily duties in all corners of the social network, and who can respond 

appropriately to problems that may arise from the expansion of information 

and the growing internationalization.  

 To strongly encourage an optimistic view of society and of work. 

 To cultivate a basic understanding of the cultural aspects of modern 

society with special emphasis on information sciences and foreign 

languages etc. 

2.6 The Faculty of Economics and the 21st century 

While the world witnesses widespread pollution of the environment, a rapid 

population growth, terrorism, and outbreaks of war, every country faces its own 

internal problems, Czech Republic in particular, a decline in the birthrate and 

an aging of its population. The Faculty of Economics is increasingly required to 

prepare students to deal with all such urgent problems that now confront to the 

society.  

Innovation and creation is the another aspects to emphasized on, actually 

that‘s the most important aspects in today‘s world economy. Despite, the 

scarcity of the world nature resources, and the huge economic gap between 

different countries, to cultivate the innovative and creative students is the only 

way to break through to the top.  
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2.7 Hubei University of Technology 

Hubei University of Technology (HUT), whose combination of the old 

Academic of Agricultural Machinery (est. 1958) and Hubei Institute of Light 

Industry (est. 1978) received the approval of the State Ministry of Education in 

May of 1985, is a key multi-discipline university under the direct administration 

of Hubei province. Emphasizing engineering together with science, literal arts, 

economics and management and law, HUT is listed in National Educational 

Development Project for three consecutive times.  

There are 16 schools and scientific research institutes with around 40,000 

enrolled students in HUT, namely, the schools of Mechanical Engineering, 

Electrical & Electronic Engineering, Computer Science & Technology, 

Chemical and Environmental Engineering, Biological Engineering, Civil 

Engineering and Architecture, Management, Economics and Politics & Law, 

Fine Arts & Design, Science, Foreign Language, Engineering & Technology, 

Business, Vocational and Adult Education, Physical Education, Mechanical & 

Electrical Research and Design Institute. Meanwhile, several training bases 

and research centers are also located here, namely, the National Key 

Construction Teacher's Training Base for Vocational Education, Sino-UK 

Hubei Vocational Education Training center, the Engineering Practice & 

Training center of Hubei Provincial Institutions of Higher Learning, Hubei 

Provincial Products Quality Inspection Base, the Provincial Teachers' Training 

Centre of Hubei For Urban Vocational Education. 

HUT actively seeks international academic cooperation, knowledge exchange 

and development in scientific research. It has established close relationship 

with universities and research institutions in more than ten countries and 

areas.  

 Technical University of Ostrava (Czech Republic) 

 Vaasa University of Applied Science (Finland) 
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 University of Sunderland (England) 

 University of Telemark (Norway) 

 University of Tasmania (Australia) 

 University of Detroit Mercy (America) 

 University of Marburg (Germany) 

 Lambton College (Canada) 

 University of Paris-Est (France) 

 University of Wuppertal (Germany) 
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3. THEORETICAL ISSUES OF MARKETING COMMUNICATION  

3.1 Definition of Marketing Communication  

Marketing communication functions within a marketing framework. It 

traditionally known as the promotional element of the four Ps of marketing 

(product, place, price, and promotion), the primary goal of marketing 

communication is to reach a defined audience to affect its behavior by 

informing, persuading, and reminding. Marketing communication acquires new 

customers for brands by building awareness and encouraging trial. Marketing 

communication also maintains a brand's current customer base by reinforcing 

their purchase behavior by providing additional information about the brand's 

benefits. A secondary goal of marketing communication is building and 

reinforcing relationships with customers, prospects, retailers, and other 

important stakeholders. (Wang 2004) 

 

Successful marketing communication relies on a combination of options called 

the promotional mix. These options include advertising, sales promotion, 

public relations, direct marketing, and personal selling. The Internet has also 

become a powerful tool for reaching certain important audiences. The role 

each element takes in a marketing communication program relies in part on 

whether a company employs a push strategy or a pull strategy. A pull strategy 

relies more on consumer demand than personal selling for the product to travel 

from the manufacturer to the end user. The demand generated by advertising, 

public relations, and sales promotion "pulls" the good or service through the 

channels of distribution. A push strategy, on the other hand, emphasizes 

personal selling to push the product through these channels. (Wang 2004) 
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3.2 Integrated Marketing Communication  

The evolution of this new perspective has two origins. Marketers began to 

realize that advertising, public relations, and sales were often at odds 

regarding responsibilities, budgets, management input and myriad other 

decisions affecting the successful marketing of a brand. (Liu Tian 2005) 

Executives in each area competed with the others for resources and a voice in 

decision making. (Liu Tian 2005)The outcome was inconsistent promotional 

efforts, wasted money, counterproductive management decisions, and, 

perhaps worst of all, confusion among consumers.  

 

Secondly, the marketing perspective itself began to shift from being market 

oriented to market driven. Marketing communication was traditionally viewed 

as an inside-out way of presenting the company's messages. Advertising was 

the dominant element in the promotional mix because the mass media could 

effectively deliver a sales message to a mass audience. But then the mass 

market began to fragment. Consumers became better educated and more 

skeptical about advertising. (Liu Tian 2005) A variety of sources, both 

controlled by the marketer and uncontrolled, became important to consumers. 

News reports, word-of-mouth, experts' opinions, and financial reports were just 

some of the "brand contacts" consumers began to use to learn about and form 

attitudes and opinions about a brand or company, or make purchase decisions. 

Advertising began to lose some of its luster in terms of its ability to deliver huge 

homogeneous audiences. Companies began to seek new ways to coordinate 

the multiplicity of product and company messages being issued and used by 

consumers and others. (Wang 2004) 

 

Thus, two ideas permeate integrated marketing communication: relationship 

building and synergy. Rather than the traditional inside-out view, IMC is seen 

as an outside-in perspective. Customers are viewed not as targets but as 
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partners in an ongoing relationship. Customers, prospects, and others 

encounter the brand and company through a host of sources and create from 

these various contacts ideas about the brand and company. By knowing the 

media habits and lifestyles of important consumer segments, marketers can 

tailor messages through media that are most likely to reach these segments at 

times when these segments are most likely to be receptive to these messages, 

thus optimizing the marketing communication effort. (Wang 2004) 

 

Ideally, IMC is implemented by developing comprehensive databases on 

customers and prospects, segmenting these current and potential customers 

into groups with certain common awareness levels, predispositions, and 

behaviors, and developing messages and media strategies that guide the 

communication tactics to meet marketing objectives. In doing this, IMC builds 

and reinforces mutually profitable relationships with customers and other 

important stakeholders and generates synergy by coordinating all elements in 

the promotional mix into a program that possesses clarity, consistency, and 

maximum impact. (Wang 2004) 

 

Practitioners and academics alike, however, have noted the difficulty of 

effectively implementing IMC. Defining exactly what IMC is has been difficult. 

For example, merely coordinating messages so that speaking "with one clear 

voice" in all promotional efforts does not fully capture the meaning of IMC. Also, 

changing the organization to accommodate the integrated approach has 

challenged the command and control structure of many organizations. 

However, studies suggest that IMC is viewed by a vast majority of marketing 

executives as having the greatest potential impact on their company's 

marketing strategies, more so than the economy, pricing, and globalization. 

(Wang 2004) 
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3.3 Marketing Communication Elements 

3.3.1 ADVERTISING  

Advertising has four characteristics: it is persuasive in nature; it is 

non-personal; it is paid for by an identified sponsor; and it is disseminated 

through mass channels of communication. Advertising messages may 

promote the adoption of goods, services, persons, or ideas. Because the sales 

message is disseminated through the mass media—as opposed to personal 

selling—it is viewed as a much cheaper way of reaching consumers. However, 

its non-personal nature means it lacks the ability to tailor the sales message to 

the message recipient and, more importantly, actually get the sale. Therefore, 

advertising effects are best measured in terms of increasing awareness and 

changing attitudes and opinions, not creating sales. Advertising's contribution 

to sales is difficult to isolate because many factors influence sales. The 

contribution advertising makes to sales are best viewed over the long run. The 

exception to this thinking is within the internet arena. While banner ads, 

pop-ups and interstitials should still be viewed as brand promoting and not 

necessarily sales drivers, technology provides the ability to track how many of 

a website's visitors click the banner, investigate a product, request more 

information, and ultimately make a purchase. (Liu Tian 2005) 

 

Through the use of symbols and images advertising can help differentiate 

products and services that are otherwise similar. Advertising also helps create 

and maintain brand equity. Brand equity is an intangible asset that results from 

a favorable image, impressions of differentiation, or consumer attachment to 

the company, brand, or trademark. This equity translates into greater sales 

volume, and/or higher margins, thus greater competitive advantage. Brand 

equity is established and maintained through advertising that focuses on 

image, product attributes, service, or other features of the company and its 

products or services. (Liu Tian 2005) 
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Cost is the greatest disadvantage of advertising. The average cost for a 

30-second spot on network television increased fivefold between 1980 and 

2005. Plus, the average cost of producing a 30-second ad for network 

television is quite expensive. It is not uncommon for a national advertiser to 

spend in the millions of dollars for one 30-second commercial to be produced. 

Add more millions on top of that if celebrity talent is utilized. (Liu Tian 2005) 

 

Credibility and clutter are other disadvantages. Consumers have become 

increasingly skeptical about advertising messages and tend to resent 

advertisers' attempt to persuade. Advertising is everywhere, from network 

television, to daily newspapers, to roadside billboards, to golf course signs, to 

stickers on fruit in grocery stores. Clutter encourages consumers to ignore 

many advertising messages. New media are emerging, such as DVRs (digital 

video recorders) which allow consumers to record programs and then skip 

commercials, and satellite radio which provides a majority of its channels 

advertising free. (Liu Tian 2005) 

 

3.3.2 PUBLIC RELATIONS  

Public relations is defined as a management function which identifies, 

establishes, and maintains mutually beneficial relationships between an 

organization and the publics upon which its success or failure depends. 

Whereas advertising is a one-way communication from sender (the marketer) 

to the receiver (the consumer or the retail trade), public relations considers 

multiple audiences (consumers, employees, suppliers, vendors, etc.) and uses 

two-way communication to monitor feedback and adjust both its message and 

the organization's actions for maximum benefit. A primary tool used by public 

relations practitioners is publicity. Publicity capitalizes on the news value of a 

product, service, idea, person or event so that the information can be 

disseminated through the news media. This third party "endorsement" by the 
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news media provides a vital boost to the marketing communication message: 

credibility. Articles in the media are perceived as being more objective than 

advertisements, and their messages are more likely to be absorbed and 

believed. For example, after the CBS newsmagazine 60 Minutes reported in 

the early 1990s that drinking moderate amounts of red wine could prevent 

heart attacks by lowering cholesterol; red wine sales in the United States 

increased 50 percent. Another benefit of publicity offers is that it is free, not 

considering the great amount of effort it can require to get out-bound publicity 

noticed and picked up by media sources. (Liu Tian 2005) 

 

Public relations' role in the promotional mix is becoming more important 

because of what Philip Kotler describes as an "over communicated society." 

Consumers develop "communication-avoidance routines" where they are likely 

to tune out commercial messages. As advertising loses some of its 

cost-effectiveness, marketers are turning to news coverage, events, and 

community programs to help disseminate their product and company 

messages. Some consumers may also base their purchase decisions on the 

image of the company, for example, how environmentally responsible the 

company is. In this regard, public relations plays an important role in 

presenting, through news reports, sponsorships, "advertorials" (a form of 

advertising that instead of selling a product or service promotes the company's 

views regarding current issues), and other forms of communication, what the 

company stands for. (Philip Kotler 2000) 

 

Sponsorships, or event marketing, combine advertising and sales promotions 

with public relations. Sponsorships increase awareness of a company or 

product, build loyalty with a specific target audience, help differentiate a 

product from its competitors, provide merchandising opportunities, 

demonstrate commitment to a community or ethnic group, or impact the 

bottom line. Like advertising, sponsorships are initiated to build long-term 
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associations. Organizations sometimes compare sponsorships with 

advertising by using gross impressions or cost-per-thousand measurements. 

However, the value of sponsorships can be very difficult to measure. 

Companies considering sponsorships should consider the short-term public 

relations value of sponsorships and the long-term goals of the organization. 

Sports sponsorships make up about two-thirds of all sponsorships.  

 

3.3.3 DIRECT MARKETING  

Direct marketing, the oldest form of marketing, is the process of 

communicating directly with target customers to encourage response by 

telephone, mail, electronic means, or personal visit. Users of direct marketing 

include retailers, wholesalers, manufacturers, and service providers, and they 

use a variety of methods including direct mail, telemarketing, direct-response 

advertising, online computer shopping services, cable shopping networks, and 

infomercials. Traditionally not viewed as an element in the promotional mix, 

direct marketing represents one of the most profound changes in marketing 

and promotion in the last 25 years. Aspects of direct marketing, which includes 

direct response advertising and direct mail advertising as well as the various 

research and support activities necessary for their implementation, have been 

adopted by virtually all companies engaged in marketing products, services, 

ideas, or persons. (Liu Tian 2005) 

 

Direct marketing has become an important part of many marketing 

communication programs for three reasons. First, the number of two-income 

households has increased dramatically. About six in every ten women in the 

United States work outside the home. This has reduced the amount of time 

families have for shopping trips. Secondly, more shoppers than ever before 

rely on credit cards for payment of goods and services. These cashless 

transactions make products easier and faster to purchase. Finally, 

technological advances in telecommunications and computers allow 
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consumers to make purchases from their homes via telephone, television, or 

computer with ease and safety. These three factors have dramatically altered 

the purchasing habits of American consumers and made direct marketing a 

growing field worldwide.  

 

Direct marketing allows a company to target more precisely a segment of 

customers and prospects with a sales message tailored to their specific needs 

and characteristics. Unlike advertising and public relations, whose connections 

to actual sales are tenuous or nebulous at best, direct marketing offers 

accountability by providing tangible results. The economics of direct marketing 

have also improved over the years as more information is gathered about 

customers and prospects. By identifying those consumers they can serve 

more effectively and profitably, companies may be more efficient in their 

marketing efforts. Whereas network television in the past offered opportunities 

to reach huge groups of consumers at a low cost per thousand, direct 

marketing can reach individual consumers and develop a relationship with 

each of them.  

 

Research indicates that brands with strong brand equity are more successful 

in direct marketing efforts than little-known brands. Direct marketing, then, 

works best when other marketing communication such as traditional media 

advertising supports the direct marketing effort.  

 

Direct marketing has its drawbacks also. Just as consumers built resistance to 

the persuasive nature of advertising, so have they with direct marketing efforts. 

Direct marketers have responded by being fewer sales oriented and more 

relationship oriented. Also, just as consumers grew weary of advertising clutter, 

so have they with the direct marketing efforts. Consumers are bombarded with 

mail, infomercials, and telemarketing pitches daily. Some direct marketers 

have responded by regarding privacy as a customer service benefit. Direct 
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marketers must also overcome consumer mistrust of direct marketing efforts 

due to incidents of illegal behavior by companies and individuals using direct 

marketing. The U.S. Postal Service, the Federal Trade Commission, and other 

federal and state agencies may prosecute criminal acts. The industry then 

risks legislation regulating the behavior of direct marketers if it is not 

successful in self-regulation. The Direct Marketing Association, the leading 

trade organization for direct marketing, works with companies and government 

agencies to initiate self-regulation. In March of 2003 the National Do Not Call 

Registry went into affect whereby consumers added their names to a list that 

telemarketers had to eliminate from their out-bound call database. (Liu Tian 

2005) 

 

3.3.4 SALES PROMOTION  

  

Sales promotions are direct inducements that offer extra incentives to enhance 

or accelerate the product's movement from producer to consumer. Sales 

promotions may be directed at the consumer or the trade. Consumer 

promotions such as coupons, sampling, premiums, sweepstakes, price packs 

(packs that offer greater quantity or lower cost than normal), low-cost financing 

deals, and rebates are purchase incentives in that they induce product trial and 

encourage repurchase. Consumer promotions may also include incentives to 

visit a retail establishment or request additional information. Trade promotions 

include slotting allowances ("buying" shelf space in retail stores), allowances 

for featuring the brand in retail advertising, display and merchandising 

allowances, buying allowances (volume discounts and other volume-oriented 

incentives), bill back allowances (pay-for-performance incentives), incentives 

to salespeople, and other tactics to encourage retailers to carry the item and to 

push the brand.  

 

Two perspectives may be found among marketers regarding sales promotion. 
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First, sales promotion is supplemental to advertising in that it binds the role of 

advertising with personal selling. This view regards sales promotion as a minor 

player in the marketing communication program. A second view regards sales 

promotion and advertising as distinct functions with objectives and strategies 

very different from each other. Sales promotion in this sense is equal to or 

even more important than advertising. Some companies allocate as much as 

75 percent of their advertising/promotion dollars to sales promotion and just 25 

percent to advertising. Finding the right balance is often a difficult task. The 

main purpose of sales promotion is to spur action. Advertising sets up the deal 

by developing a brand reputation and building market value. Sales promotion 

helps close the deal by providing incentives that build market volume.  

 

Sales promotions can motivate customers to select a particular brand, 

especially when brands appear to be equal, and they can produce more 

immediate and measurable results than advertising. However, too heavy a 

reliance on sales promotions results in "deal-prone" consumers with little brand 

loyalty and too much price sensitivity. Sales promotions can also force 

competitors to offer similar inducements, with sales and profits suffering for 

everyone.  

 

Exhibits, or trade shows, are hybrid forms of promotion between 

business-to-business advertising and personal selling. Trade shows provide 

opportunities for face-to-face contact with prospects, enable new companies to 

create a viable customer base in a short period of time, and allow small and 

midsize companies that may not be visited on a regular basis by salespeople 

to become familiar with suppliers and vendors. Because many trade shows 

generate media attention, they have also become popular venues for 

introducing new products and providing a stage for executives to gain visibility.  

(Liu Tian 2005) 
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3.3.5 PERSONAL SELLING  

Personal selling includes all person-to-person contact with customers with the 

purpose of introducing the product to the customer, convincing him or her of 

the product's value, and closing the sale. The role of personal selling varies 

from organization to organization, depending on the nature and size of the 

company, the industry, and the products or services it is marketing. Many 

marketing executives realize that both sales and non-sales employees act as 

salespeople for their organization in one way or another. One study that 

perhaps supports this contention found that marketing executives predicted 

greater emphasis being placed on sales management and personal selling in 

their organization than on any other promotional mix element. These 

organizations have launched training sessions that show employees how they 

act as salespeople for the organization and how they can improve their 

interpersonal skills with clients, customers, and prospects. Employee reward 

programs now reward employees for their efforts in this regard.  

 

Personal selling is the most effective way to make a sale because of the 

interpersonal communication between the salesperson and the prospect. 

Messages can be tailored to particular situations, immediate feedback can be 

processed, and message strategies can be changed to accommodate the 

feedback. However, personal selling is the most expensive way to make a sale, 

with the average cost per sales call ranging from $235 to $332 and the 

average number of sales calls needed to close a deal being between three and 

six personal calls.  

 

Sales and marketing management classifies salespersons into one of three 

groups: creative selling, order taking, and missionary sales reps. Creative 

selling jobs require the most skills and preparation. They are the "point person" 

for the sales function. They prospect for customers, analyze situations, 

determine how their company can satisfy wants and needs of prospects, and, 
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most importantly, get an order. Order takers take over after the initial order is 

received. They handle repeat purchases (straight rebuys) and modified rebuys. 

Missionary sales reps service accounts by introducing new products, 

promotions, and other programs. Orders are taken by order takers or by 

distributors. (Liu Tian 2005) 

  

3.3.6 INTERNET MARKETING AND WEBSITE SUCCESS 

Just as direct marketing has become a prominent player in the promotional mix, 

so too has the Internet. Virtually unheard of in the 1980s, the 1990s saw this 

new medium explode onto the scene, being adopted by families, businesses 

and other organizations more quickly than any other medium in history. Web 

sites provide a new way of transmitting information, entertainment, and 

advertising, and have generated a new dimension in marketing: electronic 

commerce. E-commerce is the term used to describe the act of selling goods 

and services over the Internet. In other words, the Internet has become more 

that a communication channel; it is a marketing channel itself with companies 

such as Amazon.com, CDNow, eBay, and others selling goods via the Internet 

to individuals around the globe. In less than 10 years advertising expenditures 

on the Internet will rival those for radio and outdoor. Public relations 

practitioners realize the value that web sites offer in establishing and 

maintaining relationships with important publics. For example, company and 

product information can be posted on the company's site for news reporters 

researching stories and for current and potential customers seeking 

information. Political candidates have web sites that provide information about 

their background and their political experience. (Liu Tian 2005) 

  

The interactivity of the Internet is perhaps its greatest asset. By communicating 

with customers, prospects, and others one-on-one, firms can build databases 

that help them meet specific needs of individuals, thus building a loyal 

customer base. Because the cost of entry is negligible, the Internet is cluttered 
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with web sites. However, this clutter does not present the same kind of 

problem that advertising clutter does. Advertising and most other forms of 

promotion assume a passive audience that will be exposed to marketing 

communication messages via the mass media or mail regardless of their 

receptivity. Web sites require audiences who are active in the 

information-seeking process to purposely visit the site. Therefore, the quality 

and freshness of content is vital for the success of the web site.  

 

Internet is the most effective way and the major source to reach the target 

audience, thus university‘s homepage is the ―face to the world and the starting 

point for most user visits‖ (Nielsen, 2002). So to have a successful webpage is 

the first thing to competing in the international higher education market. 

 

Palmer (2002) suggests that website success is significantly associated with 

website download delay (speed of access and display rate within the website), 

navigation (organization, arrangement, layout, and sequencing), content 

(amount and variety of product information), interactivity (customization and 

interactivity), and responsiveness (feedback options and FAQs). Palmer (2002) 

also points out that from a substantive point of view, site design, usability, and 

media richness appear to be closely associated with site success. For 

webpage owners to be successful and for users to be satisfied, websites need 

to consider usability and other design criteria (Nielsen, 2000). Poor interface 

design has been a key element in a number of high profile site failures 

(Buschke, 1997).   

  

The 20 website success features (appendix 2) identified by DeLone and 

McLean (2003) can be classified into four broad factors. These success factors 

have generally been accepted as being desirable in websites (Barnes and 

Vidgen, 2002), and other researchers (Dinesh et al., 2008) as well suggest that 

these factors are:   
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Quality (i.e., the accessibility, reliability, security, and ease of use of the site) 

which has been termed as ―systems quality‖ by DeLone and McLean (2003);     

Appeal (i.e., the user friendliness, appearance, and convenience) which is 

encompassed in the ―use‖ metric of DeLone and McLean (2003);     

 

Efficiency (i.e., savings generated in cost and time and greater control over 

delivery of services) which has been termed as ―net benefits‖ by DeLone and 

McLean (2003);   

 

Identification (i.e., personalization and community created by the site) which is 

encompassed by the ―information quality‖ metric of DeLone and McLean 

(2003).  

  

The study performed by Rhodes (1998) suggested that good content, simple 

design, and few grammatical errors were required to establish website trust, as 

well as final website success. Elling et al. (2007) developed WEQ (Website 

Evaluation Questionnaire) to evaluate website usability and user satisfaction, 

starting from three basic factors of website success: navigation, content and 

layout. The dimension of navigation is related to attitudes towards the process 

of looking for information in the website, the dimension of content is related to 

attitudes towards the outcome of this process: the information that is found in 

the website, and another dimension of layout is related to the so-called ―look 

and feel‖ of the website.  

  

A survey carried out by Alkan (2006) identified four factors, which are important 

for the success of a website: Design, Navigation, Technology, and Content. 

 

Table 3.1 Three Models of Website Success 
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Source: see table 3.1 

The previously discussed models are summarized in Table 3.1. Among all 

these previous findings for website success, it is easy to identify some 

common features among them, for instance, aspects of design, navigation, 

content are discussed in most models. Web-technology is another important 

aspect in the current setting, which should be taken into account when 

evaluating website success. Therefore, finally we chose to use model by Alkan 

(2006), consisting of four factors, which will be discussed below: 

 

 Design,  

 Content,  

 Navigation,  

 Web-technology. 

 

3.4 The Future of Marketing Communication 

 

Marketing communication has become an integral part of the social and 

economic system in the United States. Consumers rely on the information from 

marketing communication to make wise purchase decisions. Businesses, 

ranging from multinational corporations to small retailers, depend on marketing 

communication to sell their goods and services. Marketing communication has 

also become an important player in the life of a business. Marketing 
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communication helps move products, services, and ideas from manufacturers 

to end users and builds and maintains relationships with customers, prospects, 

and other important stakeholders in the company. Advertising and sales 

promotion will continue to play important roles in marketing communication mix. 

However, marketing strategies that stress relationship building in addition to 

producing sales will force marketers to consider all the elements in the 

marketing communication mix. In the future new information gathering 

techniques will help marketers target more precisely customers and prospects 

using direct marketing strategies. New media technologies will provide 

businesses and consumers new ways to establish and reinforce relationships 

that are important for the success of the firm and important for consumers as 

they make purchase decisions. The Internet will become a major force in how 

organizations communicate with a variety of constituents, customers, clients, 

and other interested parties.  
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4. RESEARCH METHODOLOGY  

4.1 Research Introduction 

In order to have better cooperation with HUT, hence improving faculty‘s 

competitiveness in higher education market, author decide designing the 

research into two parts, first is apply questionnaire for incoming students of 

Hubei University of Technology. In order to have a thorough understanding of 

Chinese student‘s motivation of select study in VSB, and their buying 

behaviors for instance, price sensitivity and etc. the purpose of this part is to 

have better idea of the target market also reflects EkF‘s existent flaws thus we 

can strengthen our marketing communication for the better future, and 

consider the similarity of culture aspect, the research can also be a reference 

for later expansion in other Asian countries. Second part is use action research 

method to investigate the faculty‘s website effectiveness due to it is the major 

source of information that student will get and most likely it will affect their 

decision making in large degree of extent.  

 

4.2 Research questions 

1. How does marketing fit in higher education sector? 

2. Find out enrollment of Chinese student‘s expectation? 

3. Study the enrollment of Chinese student‘s motivation. 

4. Does EkF‘s website is effective or not to meet all the needs from 

stakeholders prospective. 

 

4.3 Research Objectives 

1.  To study the literature on marketing communication and its influence on 

higher education market. 

 

2.  To analysis the survey from incoming students, find out their expectations 
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and motivation. 

 

3.  To determine whether the existent faculty website is effective or not in 

communicate with all the stakeholders.  

 

4.  To identify the necessary marketing communication improvements for the 

enrollment of Chinese student and also be a reference for further 

development. 

 

4.4 Research Strategy and Methods 

A large number of research methodologies have been identified, Galliers 

(1991) for example listing fourteen, while Alavi and Carlson (1992), reported in 

Pervan (1994b), use a hierarchical taxonomy with three levels and eighteen 

categories. In tab.4.1, list the methodologies identified by Galliers (1991, 

p.149), indicating whether they typically conform to the positivist or 

interpretivist paradigms.  

 

Tab.4.1: Summary of Research Methodologies 

 

Source: Galliers 1991, p.149 
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4.4.1 Survey Research 

Surveys enable the researcher to obtain data about practices, situations or 

views at one point in time through questionnaires or interviews. Quantitative 

analytical techniques are then used to draw inferences from this data 

regarding existing relationships. The use of surveys permit a researcher to 

study more variables at one time than is typically possible in laboratory or field 

experiments, whilst data can be collected about real world environments. A 

key weakness is that it is very difficult to realise insights relating to the causes 

of or processes involved in the phenomena measured. There are, in addition, 

several sources of bias such as the possibly self-selecting nature of 

respondents, the point in time when the survey is conducted and in the 

researcher him/herself through the design of the survey itself. 

 

Author using questionnaire to investigated seventy students from the three 

classes which plan to study in Czech Republic. The survey consists of 12 

choosing questions and two open questions. In order to have a comprehensive 

understanding of students‘ expectation and thus analysis the results for EKF‘s 

marketing communication improvement.  

 

To ensure the quality of the data, author contacted their coordinator which 

responsible for these students, explain the importance of this research also 

present the best interest to the students.  

 

4.4.2 Action Research  

The origins of action research, and the ways in which action research is both 

perceived and conducted today, are open to dispute, yet it "has been a 

distinctive form of inquiry since the 1940s" (Elden and Chisholm, 1993). The 

term 'action research' is popularly attributed to Kurt Lewin (1946), though other 

authors at the same time were calling for similar action oriented approaches to 

research (e.g. Collier (1945) and Corey (1953). Elden and Chisholm (1993) go 
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on to note that action research is change oriented, seeking to introduce 

changes with positive social values, the key focus of the practice being on a 

problem and its solution. Thus, Sanford (1970) views action research as a form 

of problem-centred research that bridges the divide between theory and 

practice, enabling the researcher to develop applicable knowledge in the 

problem domain (Peters and Robinson, 1984). Palmer and Jacobson (1971) 

see action research as a means of using research to promote social action. 

Further to these descriptions, Rapoport (1970) identifies action research as a 

form of inquiry that seeks to address both the practical problems of people and 

the goals of social science within a "mutually acceptable ethical framework" 

(Susman, 1985). 

 

Considering how action research should be undertaken, Kemmis (1980) notes 

that it involves the application of tools and methods from the social and 

behavioral sciences to practical problems with the dual intentions of both 

improving the practice and contributing to theory and knowledge in the area 

being studied. Action researchers either participate directly in or intervene in a 

situation or phenomenon in order to apply a theory and evaluate the value and 

usefulness of that theory (Checkland, 1981, 1991; Argyris and Schon, 1989; 

Dick, 1993; Vreede, 1995). Thus action research can be used not only for 

theory testing, but also theory building and/or expanding (Galliers, 1991). 

 

Due to internet became the major and most effective channel of education 

market communication, author decide to use action research, compare 

VSB-EkF‘s website with other two universities‘ website in same field, evaluated 

the quality in nine different criteria, to obtain the results of effectiveness and 

then, purpose the realistic suggestion of future developments. 
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4.5 Research Design  

The questionnaire (appendix 1) included open and closed questions, 

consisting of general questions about personal information and also specific 

questions relating to marketing communication customer satisfaction. Which 

emphasis on student‘s personnel perspective, author will conduct the 

questionnaire mainly based on audience expectation model. 

 

The questionnaire consists of three main dimensions of which are generated 

from table 3.1:   

 

4.5.1 Design of Questions  

The simple size is 100 students which intentionally will study in Czech 

Republic. The questionnaire (appendix 1) started with some general questions 

about personal information, such as which part of China they are come from, 

any experience of being in Europe, in order to get to know who our target 

group, because there are many culture differences between different parts of 

China, student have different living style and education background. It means 

for example effect the English competence, in some part of China schools 

focus on oral and communication English others rather emphasize on written 

English. So after we know our target group, we can have better interpretations 

about them. Thus, identifying target group help we have a big picture in mind, it 

will facilitate our whole research. 

 

Next, some specific questions were included about how they decide choose 

VSB-EkF to study. Respondents were asked what the criteria of choosing 

university are, from where they seek for the information, what are the most 

concerned issues of study in Czech, and how much living and study expenses 

they can afford. On the one hand, we will know which criteria is Chinese 

student most concerned one and how the information flow, thus the university 

can maintain their strengths improve the weak spot to have better marketing 
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communication in future be more attractive and more efficient. On the other 

hand, the target group‘s finance situation set up example for universities tuition 

charge, if the students are too much price sensitive, when the price change the 

number of student will change dramatically. 

 

The questionnaire continues with some specific questions. Respondents were 

asked about their expectations, living and accommodation in VSB-EkF. Due to 

this is the first big cooperation with foreign university, and it is better to create a 

comfortable living and study environment for them in order to attract more and 

more audience.  

  

Regarding the open questions, respondents were asked their suggestions and 

thoughts about study, living and expectations.  

 

4.5.2 General Rules  

Regarding design of questionnaire, author paid attention to length of survey, 

question format and format of the whole questionnaire:  

 

Length: balanced length and information to ensure that the questions are 

concise and easy to understand. Try to avoid asking too many questions, 

because ―Respondents may answer superficially especially if the 

questionnaire takes a long time to complete‖ (Milne, 1999).    

 

Format of questions: Questions were refined over and over again to avoid 

―leading‖ and ―loading‖ questions (Howto.co.uk, 2008), also try to organize 

questions in logic group and place an open question at the end, which allows 

people to express themselves in their own words.    

 

Format of whole questionnaire: author put great effort on appearance of online 

survey to make it look attractive, in order to increase the response rate. Also, 
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spent extra time to refine the words and format of survey, and put VSB Logo in 

the beginning of survey to make it look more professional. It shows that if the 

research is taken seriously and in turn the respondents may take the same 

attitude.  

 

4.6 Sample structure 

This study below shows almost 80% of enrollment of Chinese students is 

come from Hubei and north China, it means by the culture aspect, people live 

in these two places has different living style, it may effect the decision of living 

and accommodation. 

 

Fig.4.1: Sample Structure by Place of Living  

Q1: Wher e ar e you come f r om?

38%

37%

16%

9%
a) hubei

b) nor t h 
  chi na

c) sout h
  chi na

d) ot her
 

 

This fig.4.2 shows the gender difference, in this research gender is not the vital 

issue but still it can effect in certain level of all kinds of decision making. 

 

Fig.4.2: Sample Structure by Gender  
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Q14: Pl ease st at e your  gender

39%

61%

a) Mal e

b) Femal e

 

 

4.7 Limitation of Research  

We must be very careful when analyzing the research results, one of the most 

important issue is that the limitation caused by data collection and analysis 

technique. It will affect the final results when following situations happens.   

 

 When data collection is incorrect, but still take it as an objective fact to 

analysis, the validity of the research will decrease. 

 Unscientific methodology. 

 

If each of the above happened; the validity of the research will decrease. 

 

Based on the reasons I have given, in order to avoid problems I came up with 

several solutions. 

 

 Pay attention on the survey and questionnaire design, I have considered 

every possibility that will effect the facts during the survey design process, 

but due to the limitation of knowledge, those surveys or questionnaires 

may still have some design problems.   

 

 Using multiple research methodologies at same research area, trying to 

get the comprehensive results.  
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 Attached one letter in the questionnaire, signed by Xiong Wei explains the 

aim of this questionnaire, and ensures the confidentiality of the personnel 

who replies. 

 

Besides the limitations above, it may have some other shortcomings exist, but 

by the nature of this paper I believe it is enough for the research. 
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5. RESEARCH FINDINGS 

This chapter presents all the necessary results of conducted study, including 

survey of Chinese students and action research of effectiveness evaluation of 

school web page, Author will demonstrate all the necessary research results in 

this chapter and analysis each of them.  

 

5.1 Information Sources 

This chart below shows that student receive message from multiple sources, 

within those sources the internet is the major information channel, it counted 

for 37%. Surprisingly 20% of them get information from word of mouth and 

another 20% from other channels; it shows that internet marketing is the major 

way to assess the target market. However, VSB-EkF‘s internet marketing is not 

effectively enough to reach all the potential audience, that‘s why there are 20% 

of students get the information from word of mouth.  

 

Fig.5.1: Information sources about university 

Q4: Fr om wher e do you seek f or  t he i nf or mat i on

of  uni ver si t i es?

37%

22%

21%

20%

a) Vi a I nt e

b) Fr om
Ad, br ochur e, mat e
r i al s

c) Fr om wor d of
mout h

d) Ot her

 

 

In Fig. 5.2 we explore more deeply to see whether gender difference can effect 

on the choice of information sources. As we can see there are not too big 

differences between male and female, however the only difference is male are 

more trust on word of mouth, there are 35% of male students gets the 

information from it, it also means that female is more objective, they are more 

rational when concerning the important decision making. 
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Fig. 5.2 Gender effect on information source  

 

5.2 The important criteria of choosing the university  

These charts below show the importance of five criteria of choosing the 

university to study: Reputation, Tuition fee, Living expenses, Quality of 

education and Safety. The most concerned one is the quality of education, the 

degree of importance is 82 percent, The following factors are university‘s 

reputation and tuition fee, which the degree of importance are 66 percent and 

55 percent. 

 

On the other hand, we can tell that safety issue and living expenses are not 

important when choose the university, the degree of importance are 18% and 

29%. In other words, they may have strong confidence about the security in 

Czech Republic and they have sufficient financial resources for study. 

 

 Fig.5.3: The Importance of Criteria for Choosing University 
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Transfer the sum up figures to degree of importance, and form up the graph. 

For example:  

 

Mean of Reputation = 26 x 1 + 35 x 2 + 20 x 3 + 14 x 4+ 5 x 5 = 156 + 56 + 25 

= 237/100 = 2, 37 (mean)  

 

Importance 1=100%, 5=0% 

 

Formula: (5-mean)/ (5-1) = (5-2, 37) / 4 = 2, 63 / 4 = 66% 
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5.3 Preference of Study Programmes 

From the listed study programmes, Marketing and management, Finance, 

European Study and Informatics, we can tell that Marketing and Finance are 

the most preferable programmes for Chinese students, which are counted 

45% and 35% among all the students. In this case, our faculty has to pay more 

attention on these two programmes, for example, better the subject structure, 

improving the lecturer English capability.  

Fig. 5.4: Preference of Study Programmes 

Pr ef er ence of  St udy Pr ogr ammes

45%

35%

4%

16%
Mar ket i ng and
Management

Fi nance 

Eur opean St udy

I nf or mat i cs

 

In Fig. 5.5 we explore more deeply to see whether gender difference can effect 

on the choice of selecting study programmes. As we can see, it is very clear 

that male students are more interested in marketing and management 

programme, and females are more like study in finance, and European study is 

not attractive at all. The fact is which programme they will study will be related 

to they future career, marketing and finance are relatively easy for finding the 

job, European study is considering difficult for future job. And another thing is 

that these students are from China, they basically have no idea about what is 
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European study programme.  

Fig.5.5 Gender effects on selecting Programmes   

 

   

5.4 Financial Situation of Students 

 

These two charts in Fig.5.6 show that the financial situation of the Chinese 

student, at left is the degree of the affordable living expense, we can say that 

60 percent of students are able to pay for 300 EUR per month, 37 percent is 

around 300 to 500 EUR. So it means there is no financial problem for study 

and living in Czech Republic. 

 

The chart at right side shows the Family income level, 56% of their family has 

the level of lower than 1000 Euro per month, now we integrate two charts 

together we can say that Chinese families are very pay attention on their 

children‘s education, in order let them have better education and open up their 

mind, money is not the problem even took one third of their salary.   
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Analysis two charts together we can interpret that family income level has 

positive effects on the students monthly expense, the more the family income, 

the more monthly expense they can afford. However, we also can find out that 

Chinese family is very support of their children to get higher education, even in 

the family which income level lower than 1000 Euro per month, they still able 

and would like to pay at least 300 Euro for their kids to study.  

 

The Chinese culture context has large effect on this aspect. From historical 

point of view, study is the only way to become rich for normal Chinese people, 

so, family has maximum support for their kids who would like to keep study, 

and if the family can not afford the study expenses, they will even borrowing 

money from others to achieve the goal. To explore more deeply, the motivation 

of doing so, is because of family tie. Everyone within the family is responsible 

for the prosperity of the family, they believe if one day someone become rich or 

powerful, the whole family will be rich and powerful.  

 

Fig. 5.6 Financial situation of students 

 

 

5.5 Accommodation and living style  

Accommodation is another factor for the foreign student study in Czech 

Republic. A nice living environment will give the students a feeling of safety 

and also will be more incentive for study. As we can see from the fig.5.5, 58% 

Q7: How much expense per  mont h you ar e

abl e t o pay f or ?

60%

37%

3%

a) 300 eur o

b) 300- 500 eur o

c) 500 eur o +

Q10: What  i s your  f ami l y i ncome l evel ?

56%31%

7%

6%

a) l ower  t han

1000

b) 1000- 3000

c) 3000- 5000

d) above5000
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of students choose to living in double room, 23% of them would like to live 

alone. It means that university could provide more double rooms for incoming 

Chinese student.  

 

Fig.5.7 Accommodation and living style 

Q11: Whi ch ki nd of  accommodat i on do you pr ef er ?

23%

58%

19%

a) Si ngl e r oom

b) Doubl e r oom 

c) Tr i pl e r oom

 

 

In Fig. 5.5 we explore more deeply to see whether gender difference can effect 

on the choice of selecting accommodation. As we can see, it is obvious that 

Female students are more interested in double room there are 65% of them 

choose to live in double room, this also reflects that mental differences 

between male and female, for the girls they are afraid of loneliness want to 

have someone together, but they do not like too crowed environment, wish to 

have enough space for themselves also. So this contradiction mind force them 

to choose the double room, it is not alone and not crowed either.  
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Fig.5.8 Gender effect on choose accommodations 

 

Due to the culture differences, lots of Chinese students are not use to the local 

food, so cooking sometime is really necessary for them, but as I know from the 

dormitory of the university, cooking is not easy to realize, e.g. in dormitory of 

Poruba one floor have only two kitchens. Thus how to solve this problem 

becomes a question. The following chart shows the percentage of students 

dinning habit; author divided into four groups Canteen Maniac, Cooking Expert, 

Restaurant Taster and Omnivore which means average dinning habit. Thus we 

can clearly know that 50% of students will normally eat in school canteen. 

However 24% of students will cook a lot and it is their major dinning habit. It 

means when arrange the accommodation, it is important to provide them with 

the easy access for cooking. 

 

 

Fig.5.6 Dinning Habit 
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As we can see from fig.5.7 ―how often go to travelling?‖ only 6% of students 

would like to go every week, 17% of them would like to go every month. It 

means that these students are relatively have much time in Ostrava; University 

can provide some small trip or activities once in a months in order to rich their 

experience. 

 

Fig.5.7 Living style 

Q13: How of t en you l i ke t o go t r avel l i ng?

13%

17%

26%

38%

6%
a) Once i n a week 

b) Once i n a mont h 

c) Once i n 3 mont h 

d) Once i n hel f  a
year

e) No, I  donnt  l i ke
t r avel l i ng at  al l
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5.6 Students expectations 

In the survey, there are two open questions ask about the expectation and 

concerns about come to study in Czech. After sum up all the results, author 

discovered three major expectations and three big concerns.  

 

Students Expectation Top 3 Contents

High quality of education

Comfortable study and living environment

Enlarge social networks, get to Czech culture

TOP3 

EXPECTATIONS

 

 

 

Students Concern Top 3 

Graduate on time

TOP 3

CONCERNS
Drinking and Safety Issues

English Competence

 

 

In this section, it is very interesting to see how the gender makes the 

differences. For instance, in expectations most of the girls talking about they 

wish the quality of education will be as good as they imaged, and wish to learn 



 49 

more and study hard. In concerns, the problems are more concentrate in 

―drinking and safety‖ and ―Graduate on time‖.  

 

So, we can interpret to most of the female Chinese students have very clear 

vision about what they want, at least they have a plan in their mind which is 

learning, study and absorb knowledge in a sustaining environment and at the 

end graduate successfully.   

 

For the male students, study is also expected, however many people written 

like ―I want to make some friends and get to know the culture.‖ Also they are 

concerned about the language barriers more.   

 

To sum up, students expectation is vary differently, but still the author 

conclude the top 3 factors in each section. And that is only the opinions from 

the students never been to Europe, whether pay more efforts on it or not, are 

all depends on how the measurement of our university. 
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5.7 Examination of English home page of VSB-EkF’s website  

 

Homepage is the ―face to the world and the starting point for most user visits‖ 

(Nielsen, 2002). High quality homepage helps to build good reputation for the 

university and enhance usability for the whole website. Thus author invited 

experts to evaluate the English homepage of VSB-EkF‘s, and some 

inappropriate issues are discussed in the following part:   

 

 

It is necessary to ling the logo. In some pages, there is no link returning back to 

homepage, it is necessary to add a link to the logo that takes the user back to 

the homepage.   

 

These two pictures have been there for several months, a good suggestion is 

that updating these pictures in different seasons, which could bring new 

feelings to users and also remind them that the university website is an 

innovative one. In addition, a photo & video ―warehouse‖ of Ostrava City and 

1 

2 

4 

5 

6 

3 
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VSB-EkF is recommended to build, which could make visitors outside 

university get to know more about Ostrava.  

 

Shortcuts of internal services provided here is less than that on the Czech 

homepage, which includes Job seekers, employee, and faculty journals. And a 

link to descriptions of these services could be shown to help the first time 

visitors making the internal service in VSB-EkF clearer.  

 

Sizes of these three pictures are too big, and have influenced the aesthetic 

―harmony‖ of the homepage. I suggest that they should be redesigned to an 

appropriate size, or to simple text links.  

 

Information in area five are all in Czech, it is useless to put information in 

Czech in this English webpage. 

 

Web pages of VSB-EkF are designed for an old monitor set at 640 pixels by 

480 pixels. But more than 60% of screens are now capable of viewing 

1024×768 (see table 4.3), and only 5.1% users use 800x600, not to mention 

how small amount of user who use 640×480. Thus a 1024 size layout should 

be used for further development. 
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6. DESIGNING MARKETING COMMUNICATION 

6.1 Marketing Communication for Enrollment of Chinese Students 

 

Universities today are increasingly competing for international students in 

response to trends in global student mobility, co-operation between 

universities is a short cut to access international market, and this student 

exchange programme is the first step for VSB-EkF to be outstanding in Czech 

Higher education market. Thus, how to ensure the success of the co-operation, 

hence, improving our faculty‘s quality in general relies on the fact we have to 

discuss. 

 

 Improving Information flow 

 

Information flow means not only for audience to access the information of 

university but also for university to get the information from outside, internet is 

the best platform to achieving this purpose, to construct a effective, efficient 

and meaningful website is the first thing to compete in international market. 

  

Common wisdom has it that because using Internet as a marketing tool is 

considerably less expensive than using other media, such as television or print, 

web-based marketing permits service-based organizations to equally compete 

with each other, regardless of marked differences that may exist. This ‗‗equality 

for all‘‘ assumption finds some support in the world of business, where the 

recent success of ‗‗dot com‘‘ companies suggests that with the help of the 

Internet, it is possible for small, relatively unknown businesses to successfully 

compete with large, established corporations. 

 

However, a web site is inexpensive relative to other media, but it is still costly. 

For example, it takes approximately $120,000 to reach 10 million viewers 

using a 30-second, primetime TV commercial. In contrast, it take 

approximately $10,000 per month to achieve 500,000 page views each month 
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(Boyce, 2000) Although web costs are considerably less, but $10,000 a month 

is still a sizeable amount of money for many institutions of higher education. 

It means, that VSB-EKF have to have a effective website, otherwise is waste of 

money, in Chapter 6 part 2 I will analysis our website more deeply and give the 

solution for the faculty. 

 

 Strengthen quality of education  

 

From the survey we know that large percentage of the student choose quality 

of education as their first big concern of select universities. And for university is 

the same, back to the essence, the quality of education is the fundamental 

thing for school to continuously improving, it is like the product of school, our 

core competence is depends heavily on that.  

 

Better designed programme, well structured content of subject will improve the 

quality of education and increasing the learning motivation of the students. For 

instance, in China, the business school of Beijing provides three kinds of 

course schedule within the same programme, of course, large percent of the 

subjects are the same but difference is the area which student want to 

emphasized on in future life, thus student can choose which package they 

would like to follow. In my opinion, it is the first step to achieve higher 

education flexibility and this is the trend of future higher education, the society 

need young individual talents which are creative and has full capability in his or 

her interested area.  

 

 Enhance English Language Competence  

 

From the open question in survey, we know when student choose to study in 

VSB-EKF, the language barrier is another concern. Lots of student worried 

about the lecturers English competence.  
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Czech Republic is not an English speaking country, and it never was, so the 

average English language level is relatively low compare with other west 

European countries also Nordic countries. An example from author‘s own 

experience, in 2009 when I start study in Technical University of Ostrava, one 

third of the subjects, their English level are very limited, I have to guess what 

they trying to say. But now this situation changed rapidly, the average English 

level increased a lot, due to management realizes the importance of the 

English language, and it is the basic attribute and the only communication 

method that faculty has to have in order to standing in international 

environment, without sufficient language ability, how could university to provide 

the services internationally?  

 

 Provide good living and study environment  

 

When we talk about international student mobility, we talk about the whole 

package, education is just one part of it, and accommodation is also one major 

part within this package. Providing a nice living and study environment will not 

only increases the likeness of the students thus increase the motivation of 

study and living, but also it will enhance the competitiveness of university‘s 

competence in general. Which means that university‘s infrastructure like library, 

computer room, study room and class room and dormitory are all part of the 

service that university has to consider about. Sustainable improving the 

infrastructures is necessary.  

 

As I mentioned in chapter 5 international student will spend a lot of time in the 

dormitory, and the administration has to consider the different culture aspect 

when providing the service, for example, student from Asia countries they are 

use to cook, if the accessibility of kitchen is limited students are difficult to keep 

the normal dinning habit, how can they obtain the healthiness.  
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6.2 English Homepage 

 

6.2.1 Competitive benchmarking of websites 

The design of VSB-EKF English homepage is generally poor. In addition to 

what I have discussed in last section, I also compared our university website to 

that of University of Cambridge (http://www.cam.ac.uk), homepages are 

opened by the same browser (Windows IE7.0 Explorer), and the result is as 

follows (see Figure 6.1 and Figure 6.2).   

 

First, color is not appropriately used. There are too many kinds of colors in 

homepage, and the color scheme is not unified, which makes it look much 

more disordered than that of University of Cambridge.   

 

Moreover, information like the introduction of Technical University Ostrava 

takes too much space; it could be more focusing and sophisticate. The design 

of first page should be clear, easy to navigate, and always be updated in time.  

 

Furthermore, as I just mentioned, there is no public information such as news, 

latest research and publication, job advertisement etc. in English homepage 

they are all in Czech.  
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Fig. 6.1: Website of University of Cambridge 

 

Fig.6.2 Web of VSB-EkF 

 

2) Content    

Some inessential information takes too much space in the homepage. As we 

can see in Figure 5.1, these two images take up too much space of the 

homepage, but instead could be two small links. links are not grouped into a 

small number of key categories, instead, they are spread over the whole page 

randomly without category titles. In contrast, on the homepage of University of 

Cambridge the links are grouped orderly with clear category titles.   
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3)  Navigation  

The shortcut menu of internal services is inadequate, only Stil and Webmail 

are listed in the homepage. In addition, search engine is not efficient as 

mention in 5.1.1, which should be refined to enhance navigation.  

  

4)  Meta Keywords:   

The web page has 34 keywords in its metadata. (See Appendix 8) 

 

6.2.2 Redesign of VSB-EKF’s English webpage 

1)  Web address  

The address http://www.ekf.vsb.cz/en/  is hard to direct from VSB‘s home 

page http://www.vsb.cz.en  students has to go from organizational structure to 

faculty and finally find the economic faculty EKF website. 

 

2)  Design and Layout  

English homepage needs to be redesigned, it is better to use a 1024 size new 

layout, then more room could be given to structure the central content panel 

and the number of pages which has a long ‗browser height‘ will be reduced. 

Dynamic image could be put on the homepage; all elements need be 

redesigned to make a better user experience. Take the homepage of Oxford 

University (http://www.ox.ac.uk/) as an example; it is good for us to draw 

inspiration from other universities website.   

  

3)  Content  

Public information such as news, recent research and publications, job 

advertisements etc. should be put on the English homepage. Moreover, a link 

of video & photo center needs to be added to help users get to know more 

about the university and city. In that case, the difference of information 

between English version and Czech version could be eliminated.  

  

http://www.ekf.vsb.cz/en/
http://www.vsb.cz.en/
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4)  Navigation  

I suggest that a clear shortcut menu be listed on the homepage to help users 

find the specific internal services, and the link of description about these 

services may as well be put there. The usability of search engine should be 

improved, which will provide a better search service for users to find the 

information they want. Moreover, a bewildering array of navigation designs 

should be avoided; a good navigation will help users to find where they are.  

  

5)  Meta keywords  

The web page has 34 keywords in its metadata. I suggest that though the 

search engines don't weigh keywords as heavily as they used to, they're still 

important to get right. By using a high number of keywords, it is possible that 

you are diluting the effect of your most important keywords. We would suggest 

keeping the keywords to 10 or less. Currently, this page has keywords in its 

metadata. 

 



 59 

7. CONCLUSION  

This work focus on the designing marketing communication for enrollment of 

Chinese student at the faculty of economics, author adopted the marketing 

communication plus other marketing and management theories, along with 

quantitative research and action research in order to have a comprehensive 

view on the topic.  

 

In general the whole research divided into two parts, on the one hand, author 

use quantitative research method, study on the incoming Chinese student‘s 

decision making process, in order to discover how and why they would like to 

study in VSB-EKF and by what criteria they depend on. Hence to find out what 

is the limitation for our faculty in competing in international education market, 

at the end, through feasibility study makes the suggestions. 

  

On the other hand, due to the internet marketing is the most important 

communication channel in higher education area, author using the action 

research to evaluate VSB-EKF‘s English home page and compare with 

top-ranking business school like Cambridge University in order to find out the 

weakness of our website construction. Eventually, give the solution of 

redesigning. 

 

Finally, integrated two research results together give the suggestions on how 

to apply the suitable marketing communication to ensure the success of the 

co-operation with partner university and set up an example for the future 

competition in international higher education market. 
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Due to the content complexity, time constraint and the limited range of 

knowledge of the author, this thesis may have some inadequacies, and I will be 

appreciated if anyone who interested in this topic also welcome to give 

criticizes and corrections on this paper. However, through almost half year 

research on this topic I believe there are still some aspects which can be 

explored more in this topic in the future.  

 

For example, university‘s brand architecture, Universities today are 

increasingly competing for international students in response to trends in 

global student mobility, diminishing university funding and government-backed 

recruitment campaigns. This trend has driven the need for universities to focus 

on clearly articulating and developing their brand, and developing harmony 

within the brand architecture. This is a very good penetration point but 

unfortunately due to the time constraint it is not possible to explore in this 

paper.  

 

At the end, I have to stress again that collaboration with Chinese university is a 

very effective step to break into the international market, despite the fact that 

huge amount of Chinese students study abroad each year, just to stand in the 

international higher education market itself, can also stimulates our university‘s 

competitiveness development. I‘m very optimistic that after accumulate more 

experience, and keep the pace of continuously developing, VSB-EKF will gain 

a wonderful future and become one of the best universities in Europe.   
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VŠB        Technical University of Ostrava  

EkF         Faculty of Economic 

HUT        Hubei University of Technology 
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conclude a licence agreement enabling it to use the work within the scope 

specified in Article 12, Paragraph 4 of the Copyright Act. 
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a licence for its use only on the basis of a prior consent of VŠB-TUO which 
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Done in Ostrava on ……………….. 

 

 

 

 

 ………………………….. 

 Student‘s name and surname  
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Appendix 1. 

RESEARCH QUESTIONNAIRE 

                                                               DATE: 

 

PART I GENERAL QUESTIONS 

 

1. Where are you come from? 

a) Hubei 

b) North China 

c) South China 

d) Other 

 

2. Do you have any experience of being in Europe?  

a) Yes, many times.         

b) Yes, once or twice.       

c) Never                 

 

3. Please rank the importance of the criteria for choosing university, From 1 to 5.  

(1=most important, 5=least important) 

a) By ranking 

b) By school size, history 

c) By recommendation from people 

d) By study programme 

e) By location  

 

4. From where do you seek for the information of universities? (Multiple choices)   

a) Via Internet 

b) From advertisement, brochure, materials.  

c) From word of mouth 

d) Other 

 

PART II STUDY IN CZECH 

 

5. What’s your expectations concerning study and living in Czech Republic. 

…………………………………………………………………………… 

…………………………………………………………………………… 

 

6. Please rank the following choices by importance, from 1 to 5. 

(1=most important 5=least important) 

  

a) Reputation 

b) Tuition fee 

c) Living expenses 

d) Quality of education  
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e) Safety  

 

7. How much expense per month you are able to pay for? 

a) 300 euro 

b) 300-500 euro 

c) 500 euro +  

 

8. Please state your degree of preference of listed study programmes, from 1 to 4. 

(1=most preferred, 4=least preferred) 

a) Marketing and Management …….. 

b) Finance                 …….. 

c) European Study          ……... 

d) Informatics              …….. 

 

9. Tell us more about your own thoughts and do you have any suggestions? 

 

------------------------------------------------------------------------------------------- 

------------------------------------------------------------------------------------------- 

 

PART III LIVING & ACCOMODATION  

10. What’s your family income level? (earning in euro per month) 

a)  Lower than 1000 

b)  1000-3000 

c)  3000-5000 

d)  Above 5000 

 

11. Which kind of accommodation do you prefer?  

a) Single room  

b) Double room 

c) Triple room  

 

12. Please choose one of the following percentage that can represents your eating 

habit. 

 Cooking by myself. 

 Eat in school canteen  

 Eat outside. 

a) 30%, 50%, 20% 

b) 40%, 40%, 20% 

c) 60%, 30%, 10% 

d) 60%, 20%, 20% 

 

13. How often you like to go travelling? 

d) Once in a week 

e) Once in a month 
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f) Once in 3 month 

g) Once in half year 

h) No, I don’t like travelling at all. 

 

14. Please state your gender. 

a) Male  

b) Female  

 



 69 

Appendix 2. 

 

 


