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Abstract: The purpose of this article is to present the results of research on the identification of educational needs
of young people from primary and secondary schools in the Czestochowa subregion. The research was carried out
as part of the preparation of the development strategy of the Czestochowa University of Technology. The research
will serve to more effectively create the image of the university among the local community. Research conducted
by means of a diagnostic survey among students of schools in Czestochowa showed that they do not have specific
educational plans. Men are more likely than women to be oriented towards science education. Students also have
little knowledge about the educational offer of the Czestochowa University of Technology, few of them declare
their choice as a future place of study, and they are indifferent to the perception of its image by the local community.
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Introduction

For several years, Polish universities have been paying more and more attention to building their
image in the local environment. They use various methods and strategies for this, including cooperation
with local primary and secondary schools, creating an offer of educational services for their students,
including various forms of the so-called universities for children and youth (Mioduchowska-Jaroszewicz
et al. 2018, p. 91). Another form of promoting university's brand and shaping its image is organizing
various types of events, including open door days, campaigns promoting scientific achievements of their
employees, science festivals and many others.

Similar actions are undertaken by the Czestochowa University of Technology, as a good form of
building university's brand, and at the same time, a way to reach potential students and their parents with
an educational offer. In order to know whether campaigns undertaken in order to promote the university
and to attract future students to it are noticed by local community, it is necessary to conduct research
enabling gathering of knowledge, among others, on what pupils know about the University of
Technology: how they perceive this institution and whether they identify it with a place where will
continue their studies in the future.

In presented article, the authors will present results of a study on perception of the University of
Technology and its educational offer as factors influencing its image among students of Czestochowa
primary and secondary schools and indicate the potential possibility of its use in managing of the
university image in long term.

Literature Review

The image of an organization is a reflection of what people think about it, a kind of picture for given
entity in minds of people who have direct or indirect contact with it (Stawinski 2011, p. 278). In modern
society, it is becoming an increasingly important attribute of every organization, including a university
(Golata, Sojkin 2020, p. 41).
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Image management is inseparably associated with the classic marketing activities of enterprises,
while in relation to public and non-profit institutions, it was perceived as redundant for decades (Oleksy
2022, p. 136). Only the need for them to compete to attract and retain students, who are their key clients,
by means of the quality of education and a strong own brand, as well as the approach to students as
entities without which these institutions have no reason to exist, brought change in this area (Azoury et
al. 2014, p. 2; Witczak, Mitrgga 2015, p. 418).

A typical example of a change in approach to image-related activities is the increasing activity of
university authorities related to inclusion of image-related issues in management activities. This is the
result of the fact that universities managers have noticed that the popularity of a university and its ability
to attract students is increasingly determined, among others, by its active building of relationships with
stakeholders, which also include local communities, including children, youth and their parents (Nowacka
2016, p. 87; Lafuente-Ruiz-de-Sabando et al. 2018, p. 2; Adamska 2018, pp. 30-31). D’Uggento et al
(2022) indicated that pride associated with the brand of the university is a crucial factor for students while
making a decision to choose a university, therefore the image of the university is an important decisive
factor. ““ students with a high reputation of their university develop higher brand experience, which then
strengthens the pride to belong to the institution and identify with it” pride seemed to be a most evident
factor in the multidimensional aspect of emotional engagement of students. the study revealed a positive
association between the high brand experience of the university and the pride of the students.

Equally important are credibility, quality of educational services offered, as well as past and current
perceptions by communities interacting with university (Ramdana et al. 2021, p. 359). For these reasons, in
order to survive on the market and develop, also moderm universities should constantly and professionally
shape their image through conscious, deliberate, planned and systematic actions disseminating positive
information about them in the long term (Pawlak-Wolanin, Gudowski 2016, p. 287).

It is particularly important to take actions for benefit of the local community to present intellectual
potential of university and its achievements, which serves its prestige and visibility in social
environment (Duarte, et al. 2010, p. 29; Zactona 2019, p. 88; Kowalska-Musial 2023, p. 2).

For image building and shaping positive relations with the social environment, it is also important to
pay attention to fact that universities should be open to current changes in the environment, and those
expected in the future (Golata, Sojkin 2020, p. 36).

All these factors mean that the creation of an image strategy requires managers to comply with typical
for rational management activities undertakings, grouped into four basic groups of activities: planning,
organizing, managing and controlling. At the same time, proper planning is crucial, as part of which it
is necessary to analyze expectations towards university and its perception by stakeholders (Zactona
2019, p. 89), which includes, among others, the local community.

Managing the university image also requires that the activities related to it are known to employees
and accepted by them. It is also important that employees identify themselves with university and
participate in shaping its image, and that their behavior manifests key values for university (Weraas,
Solbakk 2009, p. 453). Chin-Tsu found that at public universities in Iran, students’ identification was
positively related to the university brand positively. The Students identify themselves with the
university brand and promote universities by word of mouth, student identification with the brand affects
students engagement (Chin-Tsu 2016, p. 26).

Considering that the smaller the university, the more important it is for its current and future
functioning to build relationships and a positive image in the local community, from which a significant
part of its future students will probably come, it is necessary to constantly monitor how it is perceived
in this community. An effective way of such diagnosis is conducting systematic marketing research
among external stakeholders, for which e.g. online surveys can be used. Such actions in 2022 were also
undertaken by the Czestochowa University of Technology, and selected results of these studies,
regarding the perception of the university by students of Czestochowa primary and secondary schools,
are presented later in the article.

= Ministry of Education and Science H Doskonata

" Republic of Poland =

—— Nauka
['IP'(E)IC-h) Czestochowa
N A Facult A Department of Applied Sociology
N I KA gpjr‘;irlf:lt(aylogy [ 4 ) of I\;I.lanyagement [KSS|ZZL and Human Resource Management

269



IEM 22

Materials and methods

The research presented in this text was quantitative. The chosen research method was a diagnostic
poll in the form of 2 online surveys, one of which was intended for primary school students and the
other for secondary school students. It was carried out in June 2022 among 1,317 primary school
students in grades 7 and 8, and 1,039 secondary school students in grade 3. These were schools located
in Czestochowa, while the students came mainly from this city or from towns belonging to the
Czestochowa subregion. The research was carried out as part of the preparation of the development
perspective of the Czestochowa University of Technology until 2030. Among the primary school
students, 230 did not answer any question, and in the secondary school students case, it was 250 people.

The following research hypotheses were adopted:

H1. Both secondary and primary school students mostly do not have specific plans when it comes to
choosing a place to study.

H2. Both secondary and primary school students have little knowledge of the educational offer of
the Czestochowa University of Technology.

H3. For high school students, the most important when choosing a university are: attractiveness of
chosen field of study, the university location and suggestions from friends.

H4. There are statistically significant differences between the educational preferences of male and
female school students.

An indicator of planning future studies were declarations of choosing a place to study. The indicator
of knowledge about the educational offer were the answers to questions about offered fields of study. In
the survey questions, it was possible to indicate both fields of study conducted at the university and
those which were not run by the university. The factors taken into account when choosing a university
were the answers to a semi-open question. The three factors indicated in the hypothesis appeared most
often in case of graduates of the Faculty of Management at the Czestochowa University of Technology
(Przewozna-Krzeminska et al. 2020), which is chosen by largest number of candidates applying for
admission at this university. The differences between educational preferences of secondary school
students were indicated by declarations of choosing an additional matriculation subject, which is
important from the point of view of choosing future fields of study. Hypothesis 4 finds justification in
research conducted in other cultural areas, e.g. Martin-Games et al (2022) study reveals that girls are
more likely to choose careers related to social science, and humanities which make an impact on society
while boys are more inclined towards science. Image promotion of society including the education
system which promotes STEM as masculine, due to the preoccupied notion, and beliefs women do not
identify themselves with these disciples, as a result, a gap could be identified that of gender in these
disciplines. Teachers’ training and the role of schools could play a role in changing such perceptions
and promoting a more realistic perspective so that the underrepresentation of women in the field of
science and technology could be dealt with.

Results

Among the primary school students who took part in the research and answered most of the questions,
428 were women, 405 men, and 128 declared that they did not want to answer this question. The vast
majority (883 people) lived in Czestochowa, and only 78 outside this city. However, it can be assumed
that there were even fewer people living outside Czestochowa, because additional question about the
place where respondent lives gave quite fanciful answers, e.g. Los Angeles or Summoners Rift (a place
from the game League of Legends).

Taking into account the respondents from secondary schools, 365 were women, 168 men, and 55
people declared their reluctance to indicate their gender. Contrary to primary schools, half of the
respondents lived in Czestochowa (304 responses), and half lived outside Czestochowa (301 responses).

Ministry of Education and Science H
Republic of Poland — DOSkonata
——= Nauka
['IP'(E)IC-h) Czestochowa
N A Facult A Department of Applied Sociology
N I KA gpjr‘;irlf:lt(aylogy [ 4 ) of I\;I.lanyagement [KSS|ZZL) and Human Resource Management

270



IEM vl

In order to verify H1, primary school students were asked whether they thought about studying,
giving them a choice of answers in which they could indicate the place of study (Czestochowa or outside
of'it). Secondary school students were asked if they wanted to study, and then those who answered yes
were asked where they would like to study. Among primary school students, 42% indicated that they
were not thinking yet about studying, 9% said they wanted to study in Czestochowa, and 29% that they
wanted to study outside of it (Table 1).

Table 1 Indications of the willingness to study and the place of study by primary school students.
Number of responses to the question ""Are you already thinking about what you will study?' N = 1026

Indications of Czestochowa as |Indications of another city as a| Indications of no importance | No decision to study in the
a place of study place of study as to the place of study future
95 (9%) 301 29%) 196 (19%) 434 (42%)

Source: own work

Interestingly, among 3rd grade students of secondary school, only 35% were able to indicate whether
they wanted to study in Czestochowa or outside of it, and for 50% it was indifferent where they would
study. Another 16% said they did not want to study. (Table 2). Among secondary school students who
chose option of studying in Czestochowa, 17 (2.5% of all respondents answering this question) indicated
the Czestochowa University of Technology, and 25 (3.7%) the University of Jan Dhugosz in
Czestochowa. The remaining 5 people did not indicate a specific university.

Table 2 Indications of Czestochowa as a city where secondary school students would like to study.
Number of answers to the question ""Do you want to study in Czestochowa?' N = 680

Indications of Czestochowa as |Indications of another city as a| Indications of no importance | No intention of studying after
a place of study place of study as to the place of study high school
48 (7%) 188 (28%) 343 (50%) 111 (16%)

Source: own work

To verify H2, survey questions about knowledge about the fields of study at the Czestochowa
University of Technology were used. Pupils of primary schools were asked to answer the question
whether they knew that it was possible to study fields indicated on the list at the university. It turned out
that as many as 22% indicated the field of sea navigation, which is not taught at the university. On the
other hand, fields offered by the university were indicated by 52% to 76% (Figure 1).
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Figure 1. Primary school students indicate fields of study that can be studied at the Czestochowa University
of Technology. Answers to the question in the form of a supplementary test: ""You can study at the
Czestochowa University of Technology ...". N = 980.

Source: own work
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This means that a significant percentage of students do not know which fields of study can be studied
at the university, taking into account that some students could choose answers at random. In case of high
school students, 3 fictitious majors were given in the question. Two of them were indicated by few
people: mining 8%, and criminology 21%. The third, architecture, was indicated by as many as 39%.
Other directions were indicated by 24% to 48% (Figure 2).

The percentages refer to number of people who answered metric questions, so they did not resign
from participating in survey in case of this question. It is surprising that more indications occurred in
the case of primary school students. However, questions were not identical in both surveys, as they were
adapted to the profile of the respondent. Since the number of majors to choose from in survey for high
school students was quite long, it could be too tiring and some people could refrain from answering or
indicate only some of them. On the other hand, primary school students may have been more interested
in giving the correct answers. Taking into account small number of indications of the Czestochowa
University of Technology as a university where they would like to study in future, high school students
can say that they did not need to search for courses it offers. Considering the above, it can be said that
H2 has not been unequivocally verified.
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Figure 2. High school students indicate fields of study that can be studied at the Czestochowa University
of Technology. Answers to question ""Does the Czestochowa University of Technology offer
studies in field of study? Tick all the correct answers'. N = 980.

Source: own work

H3 has been partially verified positively. Most people indicated attractiveness of the field of study
(67%), followed by costs associated with studying (39%), professionalism of teaching staff (37%),
favorable location (36%) and attractiveness of city where university is located (36%). Suggestions from
friends were indicated by only 5%, as were suggestions from family. On the other hand, 20% indicated
reputation of university. Although D'Uggento et al. (2022) indicated that pride may be important when
making decisions about choosing a university, their research concerned people already studying at one
of the Italian universities. One can claim that feeling of pride is something that students feel, but
potential candidates for studies do not experience it. This, in turn, may affect the perception of one's
own choices made in the past. Otherwise it can be said that high school students before starting their
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final year are more individualistic when it comes to university preferences. Nevertheless, it is worth
noting that the main factor is attractive educational offer. Perhaps precisely because the university does
not offer courses that would be attractive to students, they do not check what other courses they could
study there.

In the case of the H4 verification, significant correlations were noticed between gender and choice
of some additional subjects at matriculation examination. Women more often chose Polish, a foreign
language, biology and physics, while men chose mathematics and computer science (Table 3).

Table 3. Correlations between gender and choice of additional subjects at matriculation examination
by students of high schools in Czestochowa

Standard
Item
¢ x2 p
Polish language 0.261 37,678 0.000
Foreign language 0.138 10,488 0.001
Mathematics -0.099 5.395 0.020
Geography -0.041 0.941 0.332
History 0.055 1,700 0.192
Biology 0.086 4.124 0.042
Physics 0.208 24.047 0.000
Chemistry -0.021 0.243 0.622
Information technology -0.268 39.819 0.000
Civics 0.022 0.269 0.604

Results with significant statistical relationships are bolded
Source: own work

It can therefore be said that women are more oriented towards humanities and natural sciences, and
men towards technical studies.

Discussion

The study presented in the article shows that despite the numerous events organized for primary and
secondary school students by the Czestochowa University of Technology, knowledge about this
institution on the part of the respondents is proportionally small. There is also no particular interest in it
as a future university. It is also impossible to tell how they perceive university image.

This may be due to a number of factors resulting from both adopted methodological assumptions of
entire study, as well as the fragment whose results are presented in the article. Taking into account
number of events organized by the university, which are addressed to students, or even preschoolers,
and observing interest that occur during them, it can be assumed that knowledge and interest
in Czestochowa University of Technology among students should be much greater. On the other hand,
when conducting a literature search, it was noticed that many studies, both domestic and foreign, include
groups such as students, business representatives, parents (Ramdana et al., 2021; Azoury et al. 2014;
Golata, Sojkin 2020; et. al.). This approach of researchers may indicate that students are not the optimal
target group for this type of research. This is also evidenced by the results of the presented study, in
which the "playful" approach to it was already visible in answers to the metric questions, which was
mentioned in description of the sample.

However, taking into account number of students living in Czestochowa and its vicinity, taking up
studies at all faculties of the university, it seems that the assessment of its educational offer and its
quality are perceived positively by the local community, and thus its image is also positive. Such
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a conclusion can be drawn by analyzing reports from research presented by other authors, in which they
indicated the quality of education and the attractiveness of educational offer as one of most important
factors positively influencing the image of a university (Zactona 2021, Adamska 2018; Kowalska-
Musiat 2023, et al.).

It also seems advisable that when undertaking similar research in future, it should be conducted in
conditions controlled by the University of Technology (e.g. during the stay of students at events
organized by it), and not in conditions of complete lack of supervision over these research, as it was the
case in this study.

Summary

To sum up, the issue of managing a university image has been an issue of interest to Polish and
foreign researchers for many years. In research on this issue, special attention is paid to the examining
of local communities, business representatives, external stakeholders, graduates and many other social
groups entering into direct and indirect relations with universities.

However, there are no extensive studies involving potential future students, i.e. primary and
secondary school students. The results of the study conducted on this group of people presented in the
article indicate that knowledge about the interests of students and their plans for education after finishing
school education can be built on their basis. This means that it is possible for university to obtain
information on the basis of which future directions of education can be designed and the level of interest
in studying at the university can be estimated.

On the other hand, using surveys among students as a source of information on the image of the
university seems to be of little use, as it is probably an issue of no importance to them.
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