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Introduction: Brand and the University
The brand as an important strategic element of higher
education institutions’ (HEI)' was introduced in the 20th
century when managerial thinking began to be applied in
their management. This article focuses on the fundamen-
tal tasks of a higher education institution and how bran-
ding can guide decisions while defining and promoting the
institution.
A popular definition of a brand is: "the combination of
a product, its name, and its advertisement and related ac-
tivities.” In the modern business setting, corporations and
companies are strongly defined by their brands, which can
be valued at up to 70% of the company’s total worth. For
example, the Coca-Cola brand was valued in 1997 at 48 bil -
lion USD (without considering the value of its infrastructu-
re, capital, etc). The brand of a higher education instituti-
on can be said to be the result of the perception of quality
held by the primary stakeholders, quality of its educational
programs, the quality of individual course design, the ins-
tructor quality, the level and type of undertaken research,
and the institution’s infrastructure and its organization.
This article presents a different definition, defining
“brand is the sum of impressions, emotions, facts and expe-
riences which a particular university has created in the pub-
lic conscience”. What is most important to the manager of a
HEl is the fact that a brand is the sum of promises and trust
The role of HEI brand increases in importance as the level
of competition increases within the education sector. Institu-
tions keen to lead the national rankings (and the internatio-
nal ones) must focus on strengthening their brand. The pro-
cess of globalization and ever-increasing internationalization
of HEI's or their programs introduces new issues into brand
management. Undoubtedly, a strong university brand con-
tains within it a sizeable portion of information about the ex-
pected high quality of study programs offered by the Scho-
ol. Unfortunately, addressing brand and marketing mana-
gement within traditional universities invariably encounters a
great deal of opposition. Almost immediately, the notion of
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academic independence is brought up, coupled with state-
ments about education being a mission. Universities must
focus only on the mission including research. This view holds
that marketing or branding of the institution is pure sales. As
a consequence, sizeable conflicts are created within the ins-
titution's management and its faculty members.

Yet, with the mass nature of higher education, emer-
gence of for-profit universities, withdrawal of significant
governmental support, and the effects of globalisation
process on HEI, the introduction of managerial decision-
making (of which marketing management is part) is una-
voidable. Competition is increasing and the “winners” will
be schools that address these current and future challenges
and introduce branding concepts and practices. The win-
ners of this competition will be those institutions that have
already introduced these concepts (leading private univer-
sities) and those public universities, which will be the first
to see the current and future challenges.

Before addressing the brand and its role in determining
the quality of higher education institutions, it is beneficial
to identify primary stakeholder groups:

1. Founders of the institution

2. Students and their families

3. University graduates (alumni)

4. Potential and real employees

S. University faculty members

6. Local environment

7. Institutional partners

An additional group that cannot be included in the abo-
ve, and which is extremely interested in the quality of a hig-
her education institution, is comprised of student candida-
tes and their families.

The fundamental ways of reaching the stakeholders
include various alternatives:

- Internal Public Relations (PR) (directed at students
and faculty)

- External Public Relations (directed at external stake-
holders)

"By this we understand the wide variety of organisational types of schools offering tertiary education (universities, polytechnics, those with the

right to award only BA-type diplomas or those that can award PhD's, etc.)
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- Promotion aimed candidates and families

- Internet promotion.

Primary tools used for reaching the stakeholders inclu-
de: articles and information in the press, participation in
institution rankings, direct PR, trade conferences, adverti-
sements, and press conferences

From the first days of WSB-NLU existence, we conduc-
ted research among our candidates and students that fo-
cus on their decision-making patterns related to institution
choice and later satisfaction from that choice. The sum of
our research experiences (12 years) coupled with the deca-
de-long managerial experiences allows for the identificati-
on of 12 crucial factors affecting the creation of a strong
brand (the listed order only partially recognises their relati-
ve importance):

- Trust towards the School as an institution

- High quality of offered programs

- Academic standing of faculty within the community

- Quality of alumni education

- Ease in finding employment by alumni

- Opinion held by potential and real employers.

- Opinion held by academic peers about the status of
the institution

- Extracurricular offerings which affect the quality of
student life

- Satisfaction from studying at a particular institution.

- Position held in rankings.

- Study conditions (quality of academic infrastructure
and equipment, social and sports facilities, etc).

- Cooperation in terms of programs and individuals
with international partners

This article is presented by the Founder and Rector of a
WSB-NLU. This higher education institution clearly focuses
on its students, a School whose mission is the education of
people to the highest attainable level. The development of
faculty members and their scientific activities are the me-
ans to an end, which is the conducting of academic activity
at the highest level.

dent, the most important aspects of brand-creation are:

1. Academic programs

2. Positive student-faculty relationships.

3. Good conditions for study (infrastructure, etc.).

4. Extracurricular of ferings that enhances academic life
(entertainment, opportunities for personal growth, etc.).

5. Building a positive image outside the institution wit-
hin the wider academic community (prestigious conferen-
ces, research activity, receiving recognisable awards).

6. Widely-understood PR in the surrounding environ-
ment: local, regional, national and global

7. Using new communication technologies (Internet,
Intranet, etc.).

8. Using direct promotional techniques (mainly aimed
at current students and alumni).

The information that WSB-NLU gathered during rese-
arch among candidates points to four vital factors that as-
sist in the decision- makmg process when it comes to scho-
ol selection:

- Opinions on school shared by current students and alumni.

- Information collected from the Internet (websites).

- Positions in rankings.

- Articles in the press about the School, interviews with
the Rector and outlining the careers of School alumni.

The fundamental factor affecting. school selection
(that emerges in nearly every poll answer sheet) is the opi-
nion about the institution and the quality of its programs
that is shared by current students in private conversations
with the candidates?. Rankings also play an important role

Undoubtedly, brands of historical and well-known state-
funded institutions (for example the Polish Jagillonian Uni-
versity or Warsaw School of Economics) are enough to lure
students into their corridors without having to consult the
rankings. The market for private non-state funded instituti-
ons has emerged only during the last 13 years, and in this in-
dustry segment, the position held in the rankings is very im-
portant when it comes to competing for high-level, talented
candidates. Private institutions which function under condi-

Olena Naumenko,
MBA Strategy,
Ukraine

ver the past decade, the theme of "business school

rankings" has continually grown in-popularity. Annu-

al rankings featured in extremely popular publicati-
ons identify-which business schaols are in vogue, as well as
those in decline or not worth attention. Magazine issues
featuring the surveys based on schools’ prestige and qua-
lity are often-best selling editions.

The epopee with rankings began with highly tailored
editions of innavators such as US News and World Report.
Following the pioneers, many other publications jumped on
the ranking bandwagon, creating a major problem - Such
publications often lack expertise on the topic and, as a re-
sult, their judgment is often imprecise. The first thing that
casts doubt on the rankings’ validity is a striking discre-
pancy between the business schools” positions in dif ferent
rankings. Each magazine applies its own methodology.
Moreover, their criteria are not always transparent. Conse-
quently, the same school can occupy different places in
different rankings.

For example:

Wall Street Journal B School Ranking (2004)

1. Michigan

2. Carnegie Mellon

Business Week B School Ranklng (2004)

1. Northwestern (Kellogg)
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pendent on their ranking spots. Rectors of such institutions
must analyze the rankings and even make some decisions re-
lated to the School's future strategic development that must
be directly applicable to "climbing” the rankings.

Accreditations, Concessions, Rankings

When discussing the quality of higher education, peop-
le often confuse the three terms listed above and there is
especially large confusion about accreditation.

The "Panstwowa Komisja Akredytacyjna” (PKA or State
Accreditation Committee) exists in Poland for four years,
and in reality is a concession-granting commission and not
an accreditation body, i.e. one that allows new institutions
to enter and new programs to be offered within the offici-
al public system, upon receiving a positive opinion from the
commission and a decision from the appropriate Minister
Only then is the institution granted the right to award dip-
lomas which the School has received authorization. The
PKA has a very useful function, setting the lowest accep-
table standards (number of professors teaching, minimal
content of programs) but in no way does it measure the
quality of teaching at a given institution. The work of the
PKA and its on-site Visiting Teams is focused primarily on
paperwork and formal documentation, not on the teac-
hing process nor the quality of the students and alumni.

Form the perspective of quality, much more important
are the voluntary accreditation associations, like the Ame-
rican AACSB or the European EQUIS and CEEMAN, which
established higher standards from those seen as merely ac-
ceptable. As a result, these associations separate a group
of high-quality and top-quality institutions. The first Polish
association was the "Stowarzyszenie Edukacji Menedzer-
skiej" (Association of Managerial Education) or "Forum®,
created 10 years ago. However, its activity is restricted to
private institutions and only those at the forefront: the
SEM Forum accreditation has only 24 schools out of over
250 offering business/management programs.

A different method of measurement comes in the form

rement of institution quality and of their programs, taking
under consideration the publicly held opinion as well. The
ranking's value increases the further they are removed
from the opinions of the academic world. An extreme form
of evaluation is the comparison of first pay checks received
by fresh alumni in their first job and the pay checks after 5
years. Unfortunately, this evaluation method is possible
only in countries with stable economies and higher educa-
tion systems that function for years without excessive
changes. Poland, Slovakia, Romania, Ukraine and many ot-
hers do not have such a favorable situation, where the last
15 years saw massive disruptions as a result of systemic
change, including that in higher education.

In such a complex and fluid situation, the rankings sho-
uld offer an unbiased picture of a higher education institu-
tion and provide a fixed point of reference. The importance
of rankings is highlighted by the research conducted at
WSB-NLU: 53%-83% responders (1995-2000) who lear-
ned about WSB-NLU did so through the ranking of Wprost,
aleading Polish weekly political /economic/social magazine.

Rankings in Poland

Categories of rankings present in Poland:

1. Of entire schools (Rzeczpospolita/Perspektywy,
Wprost). ;

2. Of the most popular programs/degrees (Polityka,
Wprost).

3. Intra-industry (Home&Market, Newsweek).

Types of rankings:

- Academic (focus on interests of faculty members);

- Market-based (focus on interests of students)

A. Rzeczpospolita/Perspektywy Ranking
Considered to be the most prestigious by the academic
community
- All institutions: state-funded and private combined,
division according to the right to award doctorates (so-cal-

2. Chlcago

Financial Times B Schoal Ranking (2005)
1. Harvard Business Scheol

1. University of Pennsylvania: Wharton

- 3. Columbia Business School

ruiters perceive the experience of on - campus recruiting..
By contrast, the Business Week rankings measure the qua-
lity of an MBA by three criteria - student satisfaction, emp-
Joyer satisfaction and research output. The Financial Times
relies on more objective measures placing emphasizing
"Weighted Salary 3-years Post-graduation”, followed by
“Research Rating" and the "Number of Doctoral Students™
praduced by the school. Even assuming that rankings can
reflect achievements of b-schools precisely, a year is not
enough time to measure changes. Therefore, dramatic
changes in ranking from one year to the next is more often
a reflection of methodology than of adjustment of the b-
schools’ prestige and quality.

Being fixated on rankings without knowing the speci-
fics of survey methodology, many applicants fail to consi-
der which school matches their intellectual prowess with
an appmpnate and challenging curriculum, and instead
switch their attention exclusively to.a b-schoal’s ranking in
the popular survey. As a result, dazzled applicants often

storm top b-schools, only to become disappointed: after
saveral months of study-due to a disparity between their
expectations.and the school's delivery. Elements important

“to the MBA candidate are not always important in the ran-
“kings. Users need to delve into each ranking and identify
Wall Street Journal concentrates on how corporate rec-

the elements that can provide useful information or insight

“into schools that may interest them.

" On the other hand, a b-school’s position in the ran-
kings does not matter to many in the academic world. For
example, Harvard and Wharton, which share first place in
the FTranking this year, have stated they will refuse to pro-
vide publications with the information about their students
and alumni in the future. Both professors and students of
the aforementioned schools argue that rankings distort re-
ality and misrepresent the majority of positive and negati-
ve aspects of a b-school. The two top b-schools’ refusals
to-provide publications with the necessary information will
obviously impact future rankings.

In Europe, being motivated by popularity of the ran-
kings and the potential sales revenues of issues carrying
the rankings, many publishers launched their own surveys.
Again, different surveys apply different methodologies
and blurred criteria. To make matters worse, in contrast to
comparatively homogenous US b-schools, European prog-
rams are variegated, reflecting the multiple cultures and










