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Summary

In the contemporary word the use of social networks for business purposes become a com-
mon way of proceeding. Company’s fanpage, if properly managed, can be a good way for creat-
ing closer relations with the brand community, source of innovation and a way of creating posi-
tive buzz around the organization. Furthermore, it becomes relatively cheap promotion tool with
the raising efficiency. Those advantages make the social networking the promotion tools suitable
also for the universities. The paper analyses involvement of Polish universities in social network
promotion by Facebook fanpage activity observation. Not only the number of supporters but other
measures of fanpage popularity were measured, as number of comments, post sharing, respon-
siveness and nature of comments were the subject of the research.
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Introduction

In the Web 2.0 era, social media catches the attention of researches and
practitionaires. In the time of multilevel communication, one-way interaction is
not enough to catch attentions of stakeholders. In their internet communication
organizations are forced to use more than only webpages. Blogs, forums, sites
of customer created content, video-sharing pages or Twitter enjoy the rising
popularity in the Web 2.0.

One of the most popular social network is Facebook. With the number of
one billion active members it is at the moment one of the most powerful net-
work on the world. The popularity of the service was also used by companies
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who started to create their own fanpages on the service, hoping for closer rela-
tion with customers and creating positive word-of-mouth. Presence in such so-
cial media give companies several possibilities for presenting their offer and
creates a brand images. In those networks companies try to create their own
community around the brand or use the existing community to promote their
offer. The goal of those activities is to encourage customers to active behavior
towards the brand creation, to present opinions or to create a strong feeling of
community and engagement. As former research shows, Web 2.0 solutions are
used by organizations mainly to viral promotion, as platform for building inno-
vative and customer friendly brand, as channel of relationship and for marketing
research.” In general, one can say that such media are the tools of decreasing the
gap between the organization and its’ audience.

The aim of the article is to show how social media tools are used by top
Polish universities for relations building and knowledge sharing. The analysis of
popularity of social media usage will be conducted. Not only the quantitative
research (based on the number of supporters and “likes”) will be conducted but
also some the quality of fanpages will be evaluated on the basis of active behav-
ior of community members, the character of communication and the fanpage
page owner reactivity be the subject of analysis.

Literature review

The increasing role of social media in relations creation and information
search is highlighted in many research. Network media are defined as configu-
ration of people connected to one another through interpersonal means, such as
friendship, common interest or ideas.’ Social network is a site designed to allow
users to meet, communicate, share content, and built communities." Recently
the word-of-mouth marketing using, among others, such tools as internet com-
munities, forums and social networks became the next promotion mix element,
standing together with such traditions tool as direct marketing, advertising or
public relations,’ which highlights their role in the brand creation process.

% G. Mazurek, Web 2.0 Implications on marketing, “Organizaciju Vadyba, Sisteminiai Tyrimai”
2009, No. 51, p. 69-82.
S¢. Coyle, H. Vaughn, Social networking: communication revolution or evolution, “Bell Labs
Technical Journal” 2008, No. 13/2, p. 13-17.
4 Report: The Wave 5, Socialization of brands, Social Media Tracker, 2010,
htt?://pl.scribd.com/doc/39391OZS/Social—Media—Wave—5—OCT2010—Universal—McCann.
Ph. Kotler, K.L. Keller, Marketing, Wyd. Rebis, Poznan 2012, s. 512.
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Nowadays, in the time of globalization, virtualization and communication
revolution, it is necessary for the brand to build the unique connection with
users and to enhance the sense of belonging through their engagement. Fur-
thermore the possibility to belong to the community is strongly desirable by the
customers. People who admire brand or organization, desire to engage with
others, and with the organization as well, into the communities supporting the
brand.’ Social media are indispensable in revealing, that there are some people
behind the brand - people the customer can communicate with. Social media
help to eliminate internal and external dissonance in access to information,
which creates saving in communication. Using the information from social me-
dia helps the organization to be more responsive to the audience demand, save
the communication costs and create the image of a modern organization. The
dialogue on Facebook also can help to create brand awareness among non-brand
users’ and this way to find new supporters.

All those features seem to be appropriate also for such organizations as uni-
versities. Set on interactions, knowledge sharing, innovations and promoting
academic achievements universities should also use the new technology
achievement, follow the changes in people life and be open to the interaction
with stakeholders. University student are in majority young people — representa-
tives of the Y generation, set on the internet use in everyday life. The fact
should be a factor for finding alternative ways of communicating. Furthermore,
current demographic trends suggests that there will be fewer students in the
future, which makes universities to induce young people to choose their school.
Universities, as a public organization must also face some financial restrictions
forcing them to cost reductions. In this situation managing fanpage could help
in achieving the goal of image creations together with the cost saving. The ten
top world universities (Harvard University, Stanford University, Massachusetts
Institute of Technology, University of Michigan, University of Pennsylvania,
University of California Los Angeles UCLA, University of California Berkeley,
Columbia University New York, University of Minnesota, Cornell University®)
run their own fanpages or channel on at least three social networks, namely:
Facebook, YouTube and Tweeter.’

6 J.H. McAlexander, J.W. Schouten, H.F. Koenig, Building brand community, “Journal of Mar-
keting” 2002, No. 66/1, p.38-54.

" ]. Yan, Social media in branding: fulfilling a need, “Journal of Brand Management” 2011,
Vol. 18, No. 9, p. 668-696.

8 Ranking Web of the Universities, http://www.webometrics.info/en/world.
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The main obstacle here can the perception of the university as a place with
strong reputation that maybe should not involve in such new solutions and re-
main more traditional. Another way of thinking, discouraging from social media
involvement, might be related with the dignity of such institutions and the rank
of their achievements that might seem to be not suitable for social networks.
The problem that can discourage university authorities form getting involved
into social networking is also the threat of destroying the brand image' if too
many negative review appear on the fanpage. The thing that has to be accepted
is the lack of total control over what was written by community member in pub-
lic.

According to J. Yan to overcome these barriers the organization has to an-
swer several questions before taking the decision of social network use. They
are related with the accepted level of transparency in branding strategy, level of
accepted interactions, problems of extending roles in creating the brand image
and the way of measuring the success in social networks.'' The aim of the paper
is to answer the question how many of top rated Polish universities took a risk
of interact within the community on social network and what is the character of
these interactions. The paper is to verify not only such measures as number
of supporters but also number of comments, willingness of post sharing, nature
of comments and the organization responsiveness to the problem presented on
the web.

A lot was said on the tools and techniques of managing a social network by
the company. The majority of scientists and practitioners agreed that effective-
ness of such efforts cannot be evaluated on the basis of number of supporters
because there are a lot of ways to multiply number of visits on the fanpage as
well as number of its supporters. A good example can be lotteries and contests
organized to motivate people to like the page. Another way is to give the access
to some funny applications or special offers only to people liking the page. The
extreme situation is to simply buy fans, choosing from one of the offers pre-
sented on Allegro. The way of acting can increase visibility of the official
fanpage within the community but cannot tighten the relations between support-
er and the company.

For this reason other ways to check the real popularity of the fanpage were
created. Some promotion agencies propose the tradition approach to the prob-

10 ¢ Manara, C. Roquilly, The risk of brand erosion in the social media: the efficacy and limi-
tations of legal instruments, “Recherche et Applications on Marketing” 2011, No. 26, p. 93-114.
T Yan, Social media. ..



Social media as a promotion tool of polish universities 397

lem, taking under consideration reach measures (for example the campaign
research, numbers of visitors, numbers of clicks, or number of unique users) and
engagement measures (for example number of comments on the webpage,
number of clicks, number of posts, numbers of votes in the contests could be
mentioned'?). Other authors propose quite a similar set of metrics, relating them
with the main goals of social networking which are to deepen relation with cus-
tomers (number of advocates, comments, advocates influencing profile, etc),
learn from the community (rank the topics, positive vs negative opinions) and
drive purchase intent (product brochure download, leads to commerce pattern
and retail locator)."® Some propositions concentrate on the three stages of virtual
community creation process: understand customer needs and motivations, pro-
mote participation and motivate cooperation.'* Understanding customers influ-
ences the character of posts presented on the fanpage by organization. Promot-
ing the participation is based on encouraging people to creating high-quality
content, problems solving and interactive learning, and creation of positive,
unique experiences related with the community. Motivating cooperation is re-
lated with mobilizing the community leaders, inspiring ideas and polling a panel
of members. Taken under consideration the above mentioned elements, indexes
such as, shares, “likes” and number of comments of the single posts as well as
its character (positive or negative) can here be a measure of quality of fanpage,
as it is a results of the actions taken in each of the stages. As presented above,
not only the number of supporters is perceived to be a measure for the network
popularity, but rather elements related with the character of activity of commu-
nity on the profile.

Methodology

The research was conducted on the group of Polish universities placed in
the “Webometrics Ranking of World Universities” in January 2013. The rating
is prepared every 6 months by a research group belonging to the Consejo Supe-
rior de Investigaciones Cientificas (CSIC), the largest public research body in
Spain counting the web presence of all the universities on the World."” The rank

12 Grupa robocza social media i WOOM AIB Polska, Wskazniki efektywnosciowe w social me-
dia, s. 7, http://www.iabpolska.pl/index.php?app=docs &action=get&iid=699.

13 Ch. Murdough, Social media measurement: it’s not impossible, “Journal of Interactive Ad-
vertising” 2009, Vol. 10, No. 1, p. 94-99.

4 C. Porter, N. Donthu, W. McElroy, D. Wydra, How to foster and sustain engagement in vir-
tual communities, “California Management Review” 2011, Vol. 53, No. 4, p. 80-107.

15 Ranking: Web of Universities, http://www.webometrics.info/en/world
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is based on four features: impact (number of links leading to the organization
webpage), presence (the total number of hosted web pages), openness (number
of files published on the web), excellence (academic papers published in inter-
national high ranked journals)."® Based on the assumption that internet presence
openness, defined by these four characteristics, motivates also to create and
successfully run one’s own social network on the web the rank was considered
to be a good university choice criterion. High position can be an evidence of
a high level of universities’ set on innovation, openness and friendliness to-
wards the stakeholders as well as the willingness to share knowledge and high-
light scientific achievements. From the rank the group of 20 best Polish univer-
sities was chosen for further research. From the rank of world best universities,
the group of best 20 Polish universities was chosen. Analyzed universities
ranked from 234 (Warsaw University) to 960 (Technical University of Lodz
together with Rzeszéw University of Technology).

In the next step of the studies only the universities having the official Face-
book fanpage were chosen for further research. The fact of choosing the only
social network was caused by the fact that this is the most popular social chan-
nel in Poland. Report Interaktywni.com present Facebook as the biggest internet
community in Poland, counting over 13.5 million people, placed just before
NK.com, and Onet.pL.'" In February 2013 over 53% of the Polish surfers were
Facebook members, which consists 26.93% of all Poles. Polish Facebook mem-
bers are mainly people in the age from 18-33 years old (summing up for 52% of
Facebook users).'® Facebook is also the main place of interest for companies
(86% of companies run a fanpage on the social network), placed before
YouTube and LinkedIn."® Although Nasza Klasa is ranked just after Facebook
(taking under consideration the number of users), it is not of interests of entre-
preneurs.”’

18 http:/Awww.webometrics.info/en/Methodology.

17 Report Media spotecznosciowe, July 2012, http://interaktywnie.com/download/53.

18 Report: Fanpage trends, http://www.sotrender.com/uploads/pdf/trends/a5d8ch0a741249227
c9bac242059e457d6326c9e.pdf.

19 Biznes spolecznosciowy — nowa era w komunikacji biznesowej. Raport na podstawie badania
»Polskie firmy na Facebooku - portale spolecznosciowe w komunikacji marketingowej polskich
przedsigbiorstw ", 2012, s. 11, http://www.deloitte.com/assets/Dcom-Poland/Local %2 0Assets/Docu
ments/Raporty,%?20badania, %20rankingi/pl_Facebook 2012 PL.pdf.

0 K. Samura, M. Krzycki, S. Prokurat, P. Kubisiak, Polskie firmy w mediach spolecznosciowych,
Report prepared by Capgemini and Harvard Business Review, http://www.pl.capgemini.com/
insights-and-resources/publications/raport-polskie-firmy-w-mediach-spoecznociowych/.
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The real problem in the Facebook pages analysis is to recognized which of
the pages were official university sites, and which were created by organization
supporters. To solve the problem only fanpages related with the official univer-
sity webpage were taken under consideration. The way of thinking was also
used by other researchers analyzing Polish universities presence in the social
media.”’

The research was conducted in February 2013. Its aim was to analyze not
only the number of supporter of the organization profile, but also evaluate the
character of interaction and its quality on the basis of above mentioned
measures, use for social networking.

Findings

Having analyzed the official webpages of top Polish universities high level
of social media consciousness could be noticed. Fifteen out of twenty universi-
ties manage at least one fanpage or channel. Five universities have no links to
social media profile on their official webpages, and the search for their official
profile on Facebook gave no results. Due to this fact, the 5 organizations were
not a subject for further research. What is interesting, within the top 15 only one
organization didn’t have a fanpage, but it is planned to run the Facebook
fanpage one this year. The rest four were ranked lower in the report.

The most popular social network used by the universities was Facebook
(see graph 1). These results are similar to the rank of popularity of social net-
works within the society and the to rank of preferences of Polish companies.
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Graph 1. Percentage of universities having social media fanpage or channel

Source: own elaboration by author on the basis of official webpages analysis.

2L E. Kulezycki, Uczelnie wyzsze w mediach spolecznosciowych, http://ekulczycki.pl/teoria_
komunikacji/social_media/.


http://ekulczycki.pl/teoria_

400 Anna Scheibe

The number of people liking the fanpages ranked from 2804 to 19 575,
while the number of people talking about the page was at the level from 84 to
996, giving the average of 3.4% of people talking in comparison to the number
of supporters. Those numbers show relatively high level of interest related with
such fanpages.

In general the analysis of total number of posts placed by the organization
on the fanpage as well as the activity of community in commenting, sharing and
liking them presented a great discrepancies among the universities. The average
number of post in analyzed period accounted to 47.2 per mouth, but significant
difference between universities could be noticed (with the lowest rate of 14 and
the highest of 236 — standard variation 17.92). At the average each post was
commented 3.67 times, shared 1.67 times, and liked by over 15 people. The
average appears to be quite satisfying but huge difference in the indexes for
individual Universities can be noticed. There were fanpages that seemed to be
forgotten by supports, with high level of official post but very low of comments
(the average of comments per post 0.06 only, with the most positive result
16.54). The results can be a sign of not understanding customer expectations
towards the profile. In case of only four universities the number of comments
per post was lower than one. The rest of universities managed to attract the at-
tention of customers and create a discussion around proposed topics. What was
significant to the fanpages was a huge dispersion between number of comments
to the individual post. The most popular one were those related mainly with
entertainment (contests) or opinion request (eg. evaluation of a new initiatives
and buildings). Lower interest was set to the information related with everyday
activities on the university.

The vast majority of comments were of a positive nature. In all the research
only few negative comments in all the universities posts were noticed. The fact
can be caused either by so positive relations with the community members, or
the fact that a real name of a person commenting is presented on public. It is
actually a good factor for the university, as according to some authors, present-
ing the real name is indispensable condition for effective brand community
creation as the anonymous media can prompt unearned criticism.”* Another
explanation for such a small number of negative opinions can be the fact of
deleting them by fanpage managers. Although such practices were not noticed
in the research, there is a possibility of taken such actions.

21 Yan, Social media. .., p- 694.
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The next positive element in universities fanpage management was partici-
pation of the fanpage managers in the discussion on the web and answering
their questions. In all the cases the reaction from the part of page administrators
could be notice. The fact confirming a good understanding of social media na-
ture can also be the language of interaction that was far from the official forms
of communication. It helps to communicate in a less formal way, which also
favors the community creation. There was only one exception to rule noticed on
the pages of universities. This was a situation where post as well as comments
were placed almost only by the fanpage managers, without a strong community
involvement. This created the impression of a diary rather than an interaction
with community members.

The research seems to confirm observation coming from companies, related
with the small number of enthusiasts in comparison to total number of commu-
nity members. In three the most popular fanpages in Poland: Serce i rozum,
Play, Allegro® the relation of number of supporter to active members was ac-
cordingly: 0.07; 0.05; and 0.04. Although in the research the number of active
members was not measured, a similar conclusion can be drawn from the analy-
sis of the number of posts compared to the number of posts. The average rela-
tion of comments to the number of supporters was 0.023, which indeed consists
really small part of all community members (the highest rate accounted for
0.197). The fact shows significant difference in the abilities to motive commu-
nity to engage in organization life. The limitation of such measure is unfortu-
nately the fact that one supporter can place more than one comment on the
fanpage, which doesn’t reflect the real number of participants. To give the ex-
ample in case one of the universities, one supporter liked all the posts presented
on the fanpage, independently of the topic, and very often was the only person,
who presented his opinion.

A significant difference was also noticed in the number of supporters liking
the post and commenting it. In all cases (with only one exception) the number
of comments was much lower than number of likes. In average comments con-
sisted Y% of the total number of likes on page. Each post was like by 21 people in
average, but again, the huge dispersion in number of likes could be noticed not
only between the universities but also in number of ‘like per post’. The most
‘liked’ by community members were pictures of the university buildings, in-

B Aktywnos¢ branz na Facebooku, March 2012, http://www.wirtualnemedia. pl/artykul/marki-
na-facebooku-play-i-reserved-w-gore-raport.
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formation on organization achievements and companies’ best wishes of differ-
ent occasions.

Last measure used in the research was the number of shares. Each post was
shared at average 2.36 times giving quite satisfying result if it comes to sharing
the content with friends — especially taking under consideration the average
number of Facebook users’ friends which accounts for 130 people.

Conclusions and research limitations

The research concentrated on only one, the most famous social network —
Facebook, can be considered as a weak point of the research. Social networks
can take a variety of forms, and to fully evaluate the organization competencies
in the field all the channels should be taken under consideration. Many Univer-
sities use e-learning platforms or internal systems to communicate with students
and to create intra-university relations. The fact can distract the attention from
public channels like for example Facebook. Nevertheless it is worth noticing
that despite from having the internal communication system, universities did not
neglected the rank of social networking and decided to be present in at least one
social network.

Further research limitations were also the lack of access to the official uni-
versities data related with the number of people seeing the post or fanpage and
people liking it. For the outside viewer it is impossible to verify the number of
entrance to the official profile.

Summing up, the research results show high level of awareness of the uni-
versities if it comes to the social media presence. Within the Facebook profiles
of the universities there was no “dead profiles’ that means fanpages with no
activity from the part of creator. A positive sign is also the interaction with the
community if it comes to the participation the community discussions which
confirms the understanding of a nature of social media and responsibility for the
fanpage. The research shows that different ways of creating relations were used
by analyzed organizations. There were universities with very high rate of posts
(namely 137), not realizing maybe that such actions may cause a feeling of in-
formation glut, which may lead to withdrawal from the fanpage membership.
The rest of the universities tried to follow the rule of one to one and a half post
a day (8 out of 15 universities) trying to concentrate rather on the news im-
portant for students and crating the buzz.

The indication for further research is to analyze all the universities in Po-
land - not only those with the highest positions in ranks of web presence. It
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might be interesting to get known the reasoning from not seeing the need of
being present in social networks, but also to analyze how those organization
deal with the challenges related with the social media development.

SOCIAL MEDIA JAKO NARZEDZIE PROMOC]I
POLSKICH UNIWERSYTETOW

Streszczenie

We wspétczesnym $wiecie wykorzystywanie sieci spoteczno$ciowych do celéw bizneso-
wych stato si¢ powszechng praktyka. Fanpage, jesli tylko zarzadza si¢ nimi we wlasciwy sposéb,
s skutecznym sposobem kreowania biskich relacji ze spoteczno$cig marki, zrédtem pomystéw
dotyczacych innowacji, a takze sposobem wytworzenie pozytywnego ,szumu” wokét organizacji.
Jest to takze relatywnie tanie narzedzie komunikacji cechujace si¢ rosnaca skutecznoscig. Te
zalety sieci spoleczno$ciowych powoduja, ze moga one takze sta¢ si¢ narzedziem promocji uni-
wersytetéw. W artykule przeanalizowano zaangazowanie polskich uniwersytetéw w dziatania
zwigzane z promocjg z wykorzystaniem fanpage’u na Facebooku. Analizie poddano nie tylko
wskazniki, takie jak liczba kliknig¢ ,lubig¢ to”, lecz réwniez liczba komentarzy do postéw, udo-
stepnienia, stopien interakcji miedzy organizacja a fanami i charakter wypowiedzi.

Stowa kluczowe: sieci spotecznosciowe, Facebook, uniwersytety, fanpage
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