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ABSTRACT
Online ®ocial networks represent at the time vast amount of data about students demands,
opinions, economic behavior, social relatiggepgraphical locations. This data is
tremendously valuable for universities, schools and other educational organizations.
The question iklow to structure all these amounts of data and make it useful for educational
organizations. The methodology of séa@edia mining and research is quiém emerging
domain. Although the number of books and articles are already dedicated to this matter, the
methods of this research are still not completely formed. Both the conoegttsodsand
practicaltools of researc are arguable.
In this article we represent our approach tmline social media research in order to
retrievevaluable result$or educational organizationdVe discuss here, which methods of
research and whiclsoftware@are mostsuitable for social mediaesearch in the field of

education.

Keywords: social networks research, social media mining, MBA in China, education

marketing, economic behavioral research, online research, analysis of students demands.

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page B3


http://www.aarf.asia/
mailto:editor@aarf.asia
mailto:editoraarf@gmail.com

Biographical notes

VasilyKashkin isthe managi ng p ar expatmarketinggandy Miodking in
Shenzhen, Chindgde is the author of over 100 articles about economy and marketing, he
speaks English, German, Russian and Chinese languages.

Vasily has been working as the senior research anabdys Science Institute for
Macroeconomic Research under the Ministry of Economy of Russia, as the head of Banking
credit ratings department in the AExpert RAO
He received his doctorate in Mmsv State Management Universitilis key interests are

international marketing, global economligehavioral economy.

SiarheiHrytsuk ihher e sear ch anal yst o fThdiayev dpecnlivesiore t i n g
international export marketing of highch, IT, educational and engineeringvsssHe is in

charge of marketing research, strategy, brand reputation management, social media marketing.
Previously he has been workingtheresearch analyst in the Central Bank of Belarus.

He received his master degree in Belarus State Universityinek. His interests include

strategic management, performanc@nagement, innovations and economic growth,

macroeconomics.

Introduction

In this article we present the research outcomes of Chinese universities competitiveness o
the global educationaharket We analyze their competitiveness at attracting foreign students,

their perception and reputation from the standpoint of foreign students.

In this research we accentuate just one typedataonal programg MBA programs of

Chinese universitieand business schools.

The understanding of Chinese MBA perception in social networks, the reputation of the
universities and business schools, location, behavior and preferences of the (potential)
customers are crucial for creation a marketing strategy and promotion plaissimaltistry.
Additionally, by means of this research we give a demonstration of application social

network research tools for marketing research.
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Research questions and objectives

The research objectives and questiongtedollowing:

1) To figure out,which social media research methods angable for educational
industry,

2) To figure out, what kind of social networks data valuable for educational
organizations;

3) To compare the research software, which are at present available for social media
mining;

4) Work out the proposals for universities, how to introduce social media research

results into their marketing strategy.

Research method and literature review

Social networks analysis was a developed theory long before online social networks emerged
(Wasseman, Stanley and Katherine Faust, 19%#cial Network Analysig Lorrain,
Franois and Harrison C. Whitel971 fiStructural Equivalence of Individuals in Social
Network).

Since the emrgence of online social mediae analysi®f social networks develops mainly

in the direction of online social data miningy.number of books and researches dathd to

it appeared recentlyMatthew Russel2011 A Mi ni ng t h e Reza Zafamhi, webo
Mohammad Ali Abbasi, Huan Liu, 2014 Soc i al m e dlakaimTavetovat mrgd O
Alexander Kouznetsov@1,A Soci al Net wor ki pAndothgrss i s f or St &

The new evidence is the vast amount of available datah&naobveltyis the possibility to
analyze the behavior of masses in4tgak. In this regard social media analysis requires the
methods ofonline data retrievhand analysis. The books and researches about general data
analysis provide tools and methods femcial networks mining and analysiso. For
instanceMatthew North2013,i Dat a Mi ni ng. for the Masseso

The method okociologicalcontent analysis became the satdirth in the age of big data.

Content analysiss very suitable for processing massive amounts of written Faxt.
instanceEr t e k , G. , Tapluc,u,2@®L3, afmTde xAr eMWangn g wi t
Weize,2011,"A Content Analysis of Reliability in Advertising Canit Analysis Studies."
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Alongside with content analysis the social linguistic methods are applied too. In the age of

big data they converted tm computational linguistics, mathematical linguistics and natural
language processing.he following books and researches are dedicated taJithi$ang,
Juanzi Li, 2015. i Se mant jJcPustejousky, n A Stulbd, soci
2013. A Nat geraath otlaatnigouna f or machine | earningo;

ASpeech and Lmg@uage processi

Concerninghe specificobject of our researckye can mentiothe fdlowing articles Mason,
Winter and Duncan J. Waft2012 Collaborative learning imetworksProceedings of the
National Academy of ScienceKent, M. (2016).Adding to the mix: Students use of
Facebook groups and blackboard discussion forums in higher education.Knowledge
Managenent & ELearning;Allen, M. (2012).An education in FacebookgRal Culture and
Education;Bateman, D., &Willems, J. (2012).Facing off: Facebook and higher education. In

L. A. Wankel& C.Wankel (Eds.);and other articles, mentioned in the list of references

Research tools

As database for our research we applied data available in the online social networks, first of

all in Facebook, Twitter, LinkedIn, Google+

For the purposes of the research we applied different social media mining & research
softwareand applicationsin particularBrand24, Socialbakers, Unionmetrics, Trackur,

Google Trends, Google AdWords noitnemlaicoS ,stodlellaraP ,omuszzuB ,.
Allthesewebresearchandanalyticsservices provide both similar and unique options.
Wepointitoutfurtherinthisarticlgoo.

So,withthehelpoParalleldotsandSocialmentiorwe can estimate the emotional perception of
Chinese MBA programs in social networkbrackur allows to estimate theentiment
(tonality) of t he | as't MBA programbés mentionst and f
domainswhere they have been discuss€mogle servicesare supportive at estimation of
gueriesb6 frequencies. They help to point ou
geographical origination.

Brand24, Socialbakers, Unionmetricand Buzzsumo allowtoconductdetailed analysis by

type and f r equ e n inyghe sotial metvorks.eThety allsw figuper oat dhd

means and ways of informationés distributi on

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page B6



These software help at finding outtimost cited and reposted authors and storytellers in the

focused area.

Overview MBA programsand number of foreign studentsn China
Within the period 2009- 2015 the number of foreign students studying in Chinese
universities has increased by nea@liy% i from 238184 to 39763k accordance to the

Institute of International EducatiolE Inc., www.iie.org)

On March 2017 the Ministry of Educatiah Chinaannounced a total of 442773 international

students were studying in China in 2016.

Although the share of foreign students in the total number of students is relatively maderate

just 0.8% in 2014(Project Atlas China, IIE Inc.) it is still a huge amount, taking into
consideration the total number of studeltSIESCO datand the research of Q8télligence

Unit (QSI U AFocus on Cbonfinnatbat China belongs/tomewopi u . g s
10 most popular destinations for education among foreign students all over the world.

In 20132014 the facultieof business and managemenivere the second most popular
destination among foreign students (about 14% of all stud#gtdnc.). In accordance to
Chinaeducenter.ca236 MBA programs are now available in China

Analysis of Chinese MBA program® 0 nréputati@n
First of all we take into consideration the reputation and popularity of Chinese MBA

programs.

The results of the analysis conducted by means Bodnd24 ParallelDotand

Socialmentiomdicate, that thegeneral emotional backgrouraf Chinese MBA education

mentiongn the social networks igositive

We took into consideration such queriesiaMlBA pr ograms i n Chinao, 4
i n Chinao, AMBA for foreigners i n Chinao,
foreignerso, Ainternational students about
prograns.o
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Inaccordancet@oogle Trendsthe showninterest level to Chinese MBA educatiorMB i
Chinad g b during the last 9 month¢Jun.16 1 Feb.17)is intermediate and pre
intermediatéTab. 1,Graphl).

In accordance to Google AdWordsh e mont hly aver agBMdBAnmmber
Chinador oughly coincides with the moermdnpgndver a
AMBA Dubai o (other mo s t ptolpar | AF e WMBIA afe st 0o mp
AMBA Chi nao qompareg toliese two guereedt means, that Chinese MBA

schools are comparatively less active at advertising and promotion of their educational

programgTab. 2)

Reference

the Al evel o f c 0 mp e tindidatesthanamberafadvertosergy using eachWo r d
keyword of the query in order to entry the tmgsults of shown search results. This indicator
allowgoestimatehe level of competitiveness and expected costs of advertising in accordance

to the selected key words. In this way it helps to optirthegoroman in the search engine.

Tab 17 Average monthly score of queries mba in Chinain June 20Ii6February 2017*

Jun.16 Jul.16 Aug.16 Sep.16 Oct.16 Nov.16 Dec.16 Jan.17 Feb.17
48.75 47 42 4075 514 4125 425 50.8 45

Source authorsestimatiotasedonGoogle Trends

* the numbers indicate the level of interest to the topic. 100 means highest popularity of the
qguery, 50i intermediate, 0 means the popularity is not higher than 1% of the first (highest)
level.

Tab 27 Average number of requests per month and levels @bmpetition

MBA " MBAUSA MBAGermany MBAD ubai
China
Avg. 1007 1K 1007 10K 1007 1K 1007 1K
MonthlySearches
Levelofcompetition  middle high high high
SourceGoogleAdWords
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Graph 1i Dynamics of queriesba in Chinan March 2012 February 2017,
data on 201-03-09

Sourcei GoogleTrends

InaccordancetothelastGlobal MBA Ranking of Financial Times, 2017, the number of Chinese
MBA universities and business schools decreased compared to the previous ranking of 2016.
In 2016 7 Chinese MBA business schools were rarik€egibs, HKUST Business School,
CUHK Business School, Shanghai Jiao Tong University: Antai (SJTU), University of Hong
Kong (UHK), Renmin University of China School of Business (RUCSB), Fudan University
School of ManagementHUSM). And in 2017just 5 first of the mentioned ones.
CEIBSanAHKUST belong to TOPL5, andCUHK, SJTUWAndJHK belong to TOP40 of the

best MBA business schools.

We c a ryét asserthe complete causal relationship, but the given data shbatsChinese

MBA are not asactive at Internet advertising and promotias their competitor§ and
alongsidethey lose their positions in the global MBA Rankifidre correlation supposed to

be hgh, because Internet today is a major source of information, especially about
complicated intellectual services, such as MBA education.

At least, it is an evidence for Chinese universities to pay more attention to search engine

promotion and conduct modetailed researches of their competitiveness in the Web.

Comparative popularity of Chinese MBA programs in the Web

For this research we focus on most popular Chirmege Hong KongMBA programs, in
accordance to the Global MBA Ranking of Financial Timedese are CEIBS
(ChinaEuropelnternationalBusinessSchool), HKUST
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(HongKongUniversityofScience&Technolog@@ndCHUK (ChineseUniversityofHongKong)
(Tab. 3).

Tab 31 Leading Chineseand Hong Konguniversities providing MBA education for

foreigners
Teaching
" University City foreign
students
1 China Europe International Business School (CEIBS) Shanghai, Beijing, Shenzher YES, YES
2 Hong Kong University of Science & Technology (HKUST) HongKong YES, YES
3 The Chinese University of Hong Kong, CUHK Business Scho HongKong YES

Sour ce: elabordtitndasédson Global MBA Ranking 2017 and official website

Chinese universities

Most popular gueries among Chinese MBAs concern
HongKongUniversityofScience&Technology (HKUST), meanwhile the number of queries
abouthe other Chinese MBAs are insignificant compared to HKUST.

From the beginning of 201 12 March 2017the average inderf the HKUSTqu er y 6 s

popularity was 52.8 points Mearwhile the query iiChina Europe International Business
Schoob ( CEI BS) 3pdirgs;qoueyfiCUKKG Business Schodl 0.4 points.

® HKUST ® CUHK Business Sc... China Europe Inter...

J— PSSRV SRS S | — i -

Graph 21 Dynamic of Google search querigspularity forsome Chinese business scho
in March 2012 February 2017
Source GoogleTrends
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The key factorobr anddés popularity is the total numb e
It is especiallyimportant for marketing and promotion, because the customers usually prefer

the weltkknown and acknowledged brands. And on opposite avoid new unknown products

and companies.

Trackur andBrand24 social media research software altovevaluate this index and make

a comparative raalysis. These software heip evaluatehe tonality(sentiment)of the last

mentions about theoasidered universities (sentimegrades negative, neual and positive).

This sentimentanalysis is based on the technologies of natural language procéssing
Pustejovsky, A. Stubbs, 2013. ANat urDal l an
Jurafsky, J. Martin, rdaC@8.si dme@ech and Langua

The analysis othe sentimentss very important too. The number of ntiems let us know,
how oftenthe name of the company is mentioned in the space of Wesentimentet us
know, which sense these mentions make: positive, negative or néutcahtrast with the
separate comments and statements, which can feeiyeEd as subjectivethe general

emotional tonality is perceived as objective brand reputation.

Incidentlly, it makes this methodology of social network analgsisi t € si mi | ar t o
pr omot e mMmettodology.eNPS is avell-known marketing index, often applied to
estimate customerb6s Il oyalty. I n our neras e, S
loyalty to the companyn the Weh not only the loyalty of existing customers. Besides the

social media research is much less expensive andirtiemsive, because it is automated and
conducted by means of special software. In case of NPS you needvioce first the real

customers to fill questionnaires. Sometimesratuirestime, personal contact, gifts to
customers, andtber extraexpenses(Online or email questionnaires are an option too, but

the response in this case is very low, usubl/%, so it suits only if ¢

long enough).

For the period between 102-2017 and10-03-2017 Trackur has noted 7Imentionsof
HKUST, 51 mentions of CEIBS and 4 mentionsCGafHK MBA Graph 3,4).

InaccordancetoTruck82% ofHKUST mentions wergositivg23 mentions totgl although in
case ofEIBS this index made up ju20% ( a Im@ntion. HKUST gathered4?2 neutral
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mentions(59%) CEIBS had38 (74%) The number of negativeentions was$ (8%)and 3
(6%) for these two universities respectivelyhe number ofCHUK mentions in the social
networks (at least in English) is not sufficient for a statistical picture of its reputation in the

social networks.

New Results Results Velocity Result Sources

126 206% @) =

Most Active Searches Most Velocity Change

Il towsBiogs (~13%)
Il Google+ (~5%)
I imagesivideo (~4%)

Tumblr (~1%)

HKUST HKUST 1320
CEIBS Chinese University of Hong Kon (€I
CUHK Business School CEIBS 108%

Graph 3- Discussions and mentions of so@kinese universities in Februakarch 2017

SourceTrackur, social networksjata result017-03-16

HKUST CEIBS CHUK
Sentiment
New Results 7 1 5 1 4
I
8% 59% 32% 6% T4% 20% 50%, 50%
10.0 25 25
75 24 =0
15 15
50
Trend Graph 10 10
25 05 0.5
nn

B cebook (51) B Eocebook (43) B e Biogs (2
Wy /Blogs (8 B\ cws/Blogs (7) B ogesvideo (2
-Goag|e+ -Google+

-Images’\hdeo

Tumblr (2

Result Sources

Graph 41 Numberof mentions and their sentimentFebruaryMarch 2017
SourceTrackur, social networksdata result$ 2017-03-16

The results we received from Brand 24 are aiffrént compared fbrackur.
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BothTrackuandBrand24point out the main number of mentions in March 2017 belongs to
HKUST. But inaccordancetoBrand2a2|JHK has more mentions th&@EIBS.

The sentiment of all mentions (about all 3 universities), in accordance to Brand24, is

foremost positivéTab. 4.

A few exception makes HKUST, with 7 negative mentions in Twitter, written by the authors
Robb_Jobbsandstevedbhk For instance, they are indignant with condition of universities
gym hall(Tab. 5.

Tab 4 7 Summary of the number, location andsentiment of mentions about 3 Chines:
universities in March 2017

HKUST CUHK CEIBS
Mentions Mentions Mentions: Mentions:
811 309
32 18
7 1
Sources | ‘
49.4% Photo W s087% Twitter
% Twitter % Photo
74% Facebook %  Other
7%  Other %  Facebook
% Video ‘ 52% News
12% Mews Blogs
0.9% Blogs 267% Video
0.1%  Forum 2% Forum
Sentimen
t

B 521% Positive B 100%  Positive B 5317%  Positive
B 177% Megative B o HNegative B2 Megative

Sourcei a ut hetabofatton basedn Brand24, data resulis2017-03-31

Mentionsbycategory Influence of sociamedia authors
B Rob_Jobbs g B1:538% 14
E stevedbhk v 11.648% 2

B ss57%  Twitter
14.3 Forum
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Tab 5i Information about the category, authors and
source of potentially negative mentions about HKUST in March 2017

Mentionsbycategory Influence of social medi
authors
& Rob_Jobbs y B153 u
B stevedbhk y 1648 2

B s857% Twitter
14.3 % Forum

Sourcei aut hor 6s el aboration based on Brand?24,
Dataresults: 20103-31

Analysis of discussions and mentions about MBA universities in the social networks

For deeper understanding of wuniversitiesd po
- which social networks are most commonly used to discuss Chinese universities and their
MBA programs;

- how the information is spreading in social networks, what kind of information is most
popular;

- who are the authorsnost influential in this areghow theyinfluence the common opinion

about Chinese universities and MBA programs;

To answer the first question we can BsezSumosoftware, which is scamng social
networks concerningharingsof posts and mentions about MBA universities.

Theoutcomes®@uzzSumanalysisintheperiodisich 19, 20167 March 19, 2017confirmed
the results ofTrackumanalysis. Inparticularthemostpopularamongconsidereduniversitieswas
HKUST. BuzzSumofound 205 postsahibatnd the total number of sharings mag#$288

(Tab. 6)Averageshared i t erally means Atot al shareso [/ F

As Tab. 6 shows, the most popular network for spreading information about these 3 Chinese
universities is FacebookinkedIn and Twitter follow it.The number of CUHK sharings in
LinkedIn significantly exceeds the nustof HKUST and CEIBS sharings.
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This may reflect more active promotion policy of CUHK in LinkedIn. As the biggest
business professional network Linked$noften used for promotion business education and

business services.

Tab. 61 Analysisof contentlistributionin the period March 19, 201i6varch 19, 2017

Metrics HKUST CUHK CEIBS
ArticleAnalyzed 205 61 139
TotalShares 6,288 532 4,350
Average Shares 31 9 31

Average Shares

by Network

10

M Facebook WM Googler W M racevook M Google+ M Facebook MM Googler M Twitter

Source authorsalculationbased on BuzzSumo, data results: 203219

BuzzSumo and anotherbasiemislioarhes$ @r tioc eu nfidSao csit e

information is most influential in the social networks.

Forinstance, intheperioddich 19, 20167 March 19, 2017 BuzzSumadicatesthat the
shared information abaddKUSTand CEIBSwas mainly video, meanwhile the mentions

aboutCHUK were predominantly written posi{&raph5).

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page A5


file:///E:\!works\5.%20???%20?????%20?????????????%20???????\4.%20china%20mba\buzzsumo.com

HKUST
Average shares by Lontent | ype

HKU

75

Average Shares

. _
— ]

All Content Video

Ml Facebook  EM Pinterest MM Linkedin WM Twitter M Google+

CEIBS

Average Shares By Content Type

CEIBS

Average Shares
a e e N W w
s & 8 &» 8 @

n

o

All Content Video

MM Facebook MM Pinterest M Linkedin [l Twitter [l Google+
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CHUK

Average Shares By Content Type

CUHK Business School

10

Average Shares

All Content How Article

M Faccbook MM Pinterest M Linkedin WM Twiner Il Google+

Graph 5 Types of shared content about Chinese universities in period March 19j 2016

March 19, 2017
Source authors calculation based onBuzzSumo, data received:@H19

Socialbakers shows thah Facebookn the periodfeb 17, 2017 mar 18, 2017 the share of
the video contentabout Chinese universities wasinsignifig@raph 6). Links and photos
were much more popular in this period. CUHK has even an obiritaedance between links

and photos, too amylinks and lackof photos.

HKUST
Count Share
| &£ Links 13 72,22 %
I 3 Photos 3 16,67 %
| ©videos 2 11,11%
CEIBS
Count Share
l Photos 51 75,00 %
] ®statuses 8 11,76 %
| & Links 7 10,29 %
| © videos 2 2,94 %
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CUHK

Count Share

o Links 13 92,86 %

J] £ Photos 1 714 %

Graph61 Types of shared conteah Facebook in peridelb 17, 2017 mar 18, 2017
Sourcef Aut hor 6 s badedariSariallzakers,adata resuits 201703-19

It would make sense for CUHK to supplement its communication policy with more-photo
and video content, which one is more actively spread in the social networks.

The software we apply (BuzzSumo) allow to see the domains, from which the shared content
wasoriginally taken. In case of HKUST and CEIBS the-tiipmain of primary content was
YouTube, and for CUHK its official websit¢Tab 7).

Tab 77 Primary sources of shared informatiom social networkgeriodmar 19, 2016 mar

19, 2017
HKUST CUHK CEIBS
DOMAIN TOTAL DOMAIN TOTAL DOMAIN TOTAL
SHARES SHARES SHARES
ust.hk 1.094 bschool.cuhk. 317 ceibs.edu 1.003
edu.hk
youtube.com 743 youtube.com 474
scmp.com 597 en.ceibs.edu 437
join.ust.hk 300 businessbecause.com 1.157

joinusthk

bschod .cuhk.edu.hk

Sourcé authorscalculationbased on BuzzSumo, data resul?1703-19
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Tab. 8 shows, that the domanf original information is one of the key factors of sharing
activity. Great number of posts about HKUST and CEIBS beloniBusinessbecausg the
special website alut business schools. The popularity of the author is another factor of high
importance. For example, the author of popular posts about CUHK and HKUST s

ChrisDavis.

Tab 81 Top authorof postsabout ®me Chinese universities, periotar 19, 2016 mar 19,

2017
POSTS TOTAL
UNIVERSITY AUTHOR
PUBLISHED SHARES
Businessbecause 4 610
HKUST Chris Davis 5 584
Alex Fung 1 516
Webmaster 6 165
CUHK
Edmond 8 130
Chris Davis 1 38
CEIBS Businessbecause 9 1,157
Ceibs 42 1,080
China Europe 1 264

Sourcel authors calculatiobasednBuzzSumo, data result017-03-19

Inaccordancet®uzzSumd witter belongs to tof® social networks in the perigdar 19, 2016

T mar 19, 2017where the information about Chinese universities was most actively shared.
Unionmetricprovides more detid data about the numbef tweds for each university,
potential impressions, most frequentweets and its authors.

Reference Totalpotentialimpressionseanghe total number of subscribers of each author,

who potentifly can read a new twée
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Tab 97 Number oftweetsand total potential impressioabout some Chinese universities

CUHK HKUST CEIBS
Period 6-13 March 2017 4-13 March 9-13 March 2017
2017
Tweets 16 76 100
total potential impressions 163,185 88,673 232,292

Sourcel authors calculatiobasedn Unionmetrics, data result201703-14

Pic.9 - Tweets about some Chinese universities

Sourcel authors calculatiobasednUnionmetrics, data result8017#03-14

HKUST

Potentiallmpressions Activity

41

21

mn
3

Bars show number of tw eets sent by users w ith that many follov

HKUST: Recenttweetsabout HKUST have generated 110,0bfak potential impressions
and theunigue potential reach of 88,673

Reference unique potential reach differs from total potential impressions by number of
common subscribers. It allows to compare the potential impressf two authors, for

example, and separate their common subscribers from unique subscribers of each author.

CUHK

<1000 Ok =1(
Bars show number of tw eets sent by users with that many fo Mar 6 Mar 7

CUHK: Recent tweets about CUHK MBA have generated 163,1@4l tpotential

impressions and thenique potential reach of 114,811.
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CEIBS
84

14

10

(0]
“ . k < k 0
Bars show numrber of tw eets sent by users with that many follow Mar 9 Mar 10 Mar 1 Mar 12 M

CEIBS: Recent tweets about CEIBS have generated 232@8Ppiotential impressions and
theunique potential reach of 38,430.

Practically, it means, that the number of followers the authors have is more important for
information spreading, thah he number of uni que r emoste ws .
potential impressionscontributodss BIKUSTandCUHK 17 times exceedsthis indicator of
CEIBSthe indicatofimostretweetscontributos o f CEI BS il&timesmanddpposi t
times bigger compared téKUSTandCUHK.

The same autho@OttLegalRebelsgenerated the highest level of unique potential reach

both forHKUST and CUHK{ ab. 10.

Reference
Most potential impressions contributors T theusersofTwitter, whocontribute to the
spreading of paitular keyword / topithrough the net of their subscribers.

Most re-tweets contributorsi the authors, whose tweets are most oftefwexted.

HKUST

Mostpotentialimpressionscontributg @OttLegalRebelq44.8K followers)

Mostretweets @SocGen_APAC(171 followers)
contributors
SocGen Asia Pacific @socGen APAC
Exampleof themost Jj SocGenAsia Padific 4
Retweetedtweets e i
twitter.com/i/web.
,{b Richard Horgan @LiberateNK
2
uly 17, 2016, Jong Yol-ri sneaked out @hkust dormitory & took
taxi to airport. Only his fa it.ly
SocGen Asia Pacific
= .2
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CUHK
Mostpotentialimpressionscontributg @OttLegalRebeld44.8K followers)
Mostretweets @AlexTabbakh (49 followers)
contributors
Exampleof themost t_ Alexandre Tabbakh @AlexTabbakh 5
Retweetedtweets epheic P o
CEIBS
Mostpotentialimpressionscontributo] @CEIBS, (2515 followers)
Mostretweets @CEIBS, (2515 followers)
contributors
Exampleof themost $ > 3
Retweetedtweets i
o };\‘I.Ya;eninge; Atédé;y '.‘.“uv’- academy | o 2
@ CE,ILB,S, #C ‘,—- y bit.ly/2IKccsm https://t.co/tbvQ23NWbd
-~ (BTC( 1 ) = 2

Tab. 10. Most potential impression anetweets contributors

Source: authors estimaii based otunionmetrics, data results: 2003-14

Geographical locations of the potential customers

Understanding the geocation of potential customers is very important for planning
marketing strategy. It allows to take into account the langaageculturaldifferences of
content and appropriate time of day for posting.

Google Trends provides data about fmmation. In accordance to it, the queries about
Chinese MBA programs came from India (N®Akeli, Mumbai, Bangalore), Indonesia
(Jakarta), South Korea (SeuJSA (NewYork), Great Britain (Londoy) Singapore, Ghana
(Accra) (Graph 7). Apparently HKUST and CEIBS can compete for customers in South

Eastern Asia countriesvhat is shown below.
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Graph 71 Geography of Google search queries of some Chinese business schools in March
20127 February 2017, data on 2603-17

SourceiGoogle Trends

Socialbaker is able to show the map, where the subscribers of the official Facebook account
of the universities are located. It shows the density of them in each country.

The Facbook accountef HKUST and CHUCK are popular among foreighgom India (7%

and 42.3% total fansespectively, Pakistan (5.56%) and USA (5.29% and 2.02% total fans
respectively while CEIBS is much more populaamong Hispanic foreignes (Spain i

82.57%, Mexicd 4.09%and in other countries of Latin Amer)¢&raph 8).
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https://trends.google.ru/trends/explore?q=HKUST,CUHK%20Business%20School,%2Fm%2F04t8ty

HKUST

Distribution of Fans Feb 17, 2017 - Mar 18, 2017

=

]
1 100 10k m
Countries 4 Local Fans P"‘:ﬂ"::?.z:: Growth Relative Growth
1 HongKong 28 712 48,25 % +76 +0,.27%
2 India 4165 7.00 % + 33 + 0,80 %
3 Pakistan 3307 5,56 % +5 + 0,15 %
4 United States 3149 5,29 % + 4 + 0,13 %
5 China 1655 2,78 % + 64 + 4,02 %
CHUK
Distribution of Fans Feb 17, 2017 - Mar 18, 2017
’I
]
1 10 100 1k 10k
Countries + Local Fans Percentage of Growth  Relative Growth
1 India 2227 42,38 % -10 -0,45%
2 Hong Kong 2068 39,35% -6 -0,29%
3 United States 106 2,02% +3 +2,91%
4 Thailand 103 1,96 % -1 -0,96 %
5 Malaysia 99 1,88% -3 -2,94%

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page p4



CEIBS

Distribution of Fans Feb 17, 2017 - Mar 18, 2017
w
]
100 1k
Countries + Local Fans Per;ﬁﬂ'fg:g: Growth Relative Growth
1 Spain 687 82,57 % + 116 +20,32%
2 Mexico 34 4,09 % 0 0%
3 Peru 28 3,37 % +1 +3,70%
4 Bolivia 9 1,08 % +1 + 12,50 %
5 Ecuador 8 0,96 % 0 0%

Graph 81 Distribution of fans ofChinese universitieBaebook accounts
Sourcel authors calculatiobasednSocialbakersgata results201703-19

Conclusionsoftheresearch

The objectiveof our research wa® verify and expand the ethods and tools of social data
research focused on the needs of educational organizations.The question was, were to find the
useful social data, how to retrieve it and how to convert it into strategic activity of
universities.

We found out, that in this sense the analysis of social media allows:

1. To find customergboth acting and potentialfletemine the portrait of austomer. It
allows to adjust targeted advertising campaigogh online and offlinelt allows to
create new educational courses in accordance with demands and special needs of
particular groups of customers.

2. To find domains, groups, forums, where the potential customers are chatting. Again, it
increases the efficiency of targeted advertislhfelps to uderstand students opinions,
interests and (dis)satisfaction with educational programs and learning environment.

3. To find out the opinion leaders, it helps to conduct viral marketing campanghspread

useful information
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4. Point out the types of contemhostly appreciated bgustomers. This is especially acute
for educational organizations, because learning courses are a kind of content on
themselves. This content can be represented in the Web with articles, posts, videos, links,
etc.

5. To determine gedocaion of potential customerd,allows to adjust learning courses and
promotion strategyto the language, region and cultural differences

6. To measure the customers loyalty, in particular by means of Net Promoter Score (NPS)
methodlogy, in order to increasthe level of loyalty and to introduce loyalty progre.

7. To measure the level of customers awareness about the particulaofuadsrsities

8. To measure and enhance the brands reputation.

The conducted research allows to estintiageadequacy of different social networks analysis

software for lhe purposes of educational organizations

References

1 Allen, M. (2012).An education in Facebook.Digital Culture and Education, 4(3), 213
225.

1 Bateman, D., &Willems, J. (2012).Facing offadebook and higher education. In L. A.
Wankel& C. Wankel (Eds.), Misbehaviour Online in Higher Education: Cuttingedge
Technologies in Higher Education (Vol. 5, pp1 39). Bingley, UK: Emerald

1 Benkler, Yochai, 2006. The wealth of networks : how socialyrtian transforms
markets and freedom. ISBN3: 9780-300-110562

1T David Easl ey, Jon Kleinberg, 2010. iNet wo
about a Highly Connected Worl do. Cambridg

T Ertek, G., Tapucu, D.ingndai AhéRapi dMi 2648
Markus Hofmann, Ralf Klinkenberg (Eds.) RapidMiner: Data Mining Use Cases and
Business Analytics Applications.

1T Bruce Hoppe, Claire Reinelt, 2010. fSoci a
| eader shi p net wouakedyp2l 2016)6@88a der shi p q

1T Daniel Jurafsky, James Martin, 2008. MASpe
ISBN-13: 9780131873216

1 Kayri, M., &Cakir, O. (2010). An applied study on educational use of Facebook as a

Web 2.0 tool: The sample lessoncoimputer networks and communication.

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page b6



1 Lorrain, Francoisand Harrison C. White.Structural Equivalence of Individuals in
Social Networkslhe Journal of MathematicalSociolqdy(1):49 80, January 1971.

1 Mason, Winter and Duncan J. Watts. Collaborative learmngetworksProceedings
of the National Academy of Scienc&89(3):764769, 2012.

1 Mason WA, Jones A, Goldstone RL (2008) Propagation of innovations in networked
groups. J ExpPsychol Gen 137:4233.

1 Murale, V., &Raju, G. P. (2014).Analyzing the role sicial networks in mapping
knowledge flows: A case of a pharmaceutical company in
IndiaKnowledgeManagement&-Eearning, §1), 49 65

T Matthew North (2013). MADGAobah Tex¥l PraojectnBgok f o r t
ISBN: 0615684378

1 James Pustejovsky, AmberuSb b s , 2013. ANat ur al |l anguag
|l earningo. Publ i shed by-14293R6563l | y Medi a, I
T Matthew Russel (2011) . AMi ning the soci al

ISBN 9781-449-388348

T Jie Tang, Juamant iLa , mi2milbg difSesoci al ne
Morgan & Claypool. ISBN 9781608458578

T Maksi mTsvetovat and Al exander Kouznet sov
Statups 0. Published by OO0-B#B3064§5 Medi a, | nc.

1 Wang, Weize, "A Content ralysis of Reliability in Advertising Content Analysis
Studies.” (2011). Electronic Theses and Dissertations.Paper  1375.
http://dc.etsu.edu/etd/1375

1 Wasserman, Stanley and Katherine F&gstial Network Analysis: Methods and
Applications volume 8 ofStructural analysisin the social sciences, @ambridge
University Press, 1994. http://www.amazon.com/dp/0521387078.

1T Reza Zaf arani, Mo hammad Al i Abbasi, H

mi ni ngo. Cambridge university press.

1 Institute of International Education, Country data, China
www.iie.orgChinaeducenter.com/

T QS Intelligence Uni htp:Aw@B.iu.gs.cdmf o i Wh ad n m@h it m
to the international students in Chinao,

Mbastudies.com https://www.mbastudies.com/MBA/China/

Global MBA Rankingof Financial Times

© Associated Asia Research Foundation (AARF)

A Monthly DoubleBlind Peer Reviewed Refereed Open Access Internatiedalmal Included in the International Serial Directories.

Page b7


http://www.iie.org/
http://www.iu.qs.com/
https://www.mbastudies.com/MBA/China/
http://rankings.ft.com/businessschoolrankings/global-mba-ranking-2017

