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ANALYSIS OF THE ACTIVITY OF POLISH
UNIVERSITIES ON FACEBOOK

Social media have changed communication for goad.oNly private users but also compa-
nies and institutions are eager to use them. Tqu@gence in social media is indispensable,
both for private users who communicate and redeile@mation in such a way, and for com-
panies for which it is often the most important coumication channel with their clients. Fa-
cebook has been the most popular and engagind setigorking site in the world for many
years. The activity of Polish universities in sboedia has been studied for only a few years
and is a relatively new research area. The maipgsér of this article is to present the results
of the research on the activities of Polish uniitieson Facebook. 326 universities (121 pub-
lic and 205 non-public universities) were qualiffed the study and a detailed analysis of the
functioning of their fanpages was undertaken. UsliregSotrender tool, necessary data were
collected and indicators were calculated in refatmthe reach, engagement and content pre-
sented by universities on Facebook.

The research showed that universities in Polandh&epotential that Facebook offers, but at
the same time they do not always use its functiolis The activity of Polish universities on
fanpages is very diverse. There are universitiasttly to keep up with the emerging trends
in communication with the environment, they movefgely on the most popular social me-
dia, but there are also those for whom the actigityFacebook ends with the creation of
a fanpage.

Keywords: social media, universities in social media, comitation in social media, uni-
versities, Facebook.

1. INTRODUCTION

Data from theDigital in 2018 Global Overvieweport show that in January 2018 there
were 7.6 billion people in the world, of which owrbillion, so more than half of the
population, had access to the Internet. It is wisth noting the dynamics in this area — in
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2018 the number of Internet users grew by 7% coetpbtr the previous year, one quarter
billion new users appeared online for the firsteinm Poland, the Internet penetration in
relation to the total number of inhabitants is 72B6s giving us the 15th place in the world
ranking.

According toGlobalWebinde¥ not only the number of people using the Inteinet
growing, but also the amount of time they spendnenl it is about 6 hours a day for an
average usérlt is due to the fact that over two-thirds of therld's population has a mobile
phone, the vast majority with Internet acéess

Thanks to widespread access to the Internet andlenddvices, social media are also
becoming increasingly popular. According to thexabmentionedigital in 2018 Global
Overviewreport, over 3 billion people worldwide now user which is 13% more than
in 2017 (almost one million people started usingja@amedia for the first time in 2017). In
the ranking of countries actively using social naedioland holds the 26th position with
39% of the populatioh It is expected that these numbers will contirugrow along with
the observed increase in the popularity of all neobevices.

According toGlobalWebIndexata, the average social media user spends 2 hodrs
19 minutes a day using thénTheWe Are Social and Hootsuiteport shows that Poles, in
terms of the amount of time spent on social metiiigrms, occupy the 22nd place in the
world. Every day we spend 1 hour and 45 minutesagial media activities, which is
slightly less than the calculated global avefage

Facebook dominates among the social media in thelyweith over 2.1 billion active
users (in 2018 an increase of 15% in relation éopttevious yeaty. In Poland, it is also by
far the most popular social network with a coverafj82%, nearly 21.5 million peogfe
use it, and 7 out of 10 users log in to it every'da

3 lbidem.

4 The global social media landscapagcessed on 18.07.2018 at: https://www.globalwebind
com/reports/global-social-media

5 lbidem.

6 Digital in 2018 Global Overview...

7 lbidem.

8 The global social media landscape...

9 Digital in 2018 Global Overview...

10 lbidem. Most famous social network sites worldveis®f July 2018, ranked by number of active
users (in millions)accessed on 31.08.2018 at: https://www.statmta/statistics/272014/global-
social-networks-ranked-by-number-of-users.

11 M. Kuchta,Najnowsze dane na tematitkownikow mediow spoteczioiwych nawiecie,acces-
sed on 15.09.2018 at: https://socialpress.pl/2iB&nowsze-dane-na-temat-uzytkownikow-me-
diow-spolecznosciowych-na-swiecie.

12 Dekada Facebooka w Polscaccessed on 13.10.2018 at: http://brief.pl/deadabooka-w-pol-
sce.
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Looking closer at the users of social media, it lbarsaid that they are above all young
people (under 34 years otg))while in the case of Facebook, the largest grameppeople
aged 18-2%.

Social media have changed communication for goant.dxly private users but also
companies and institutions are eager to use theasmng number of choices they offer.
Today, presence in social media is indispensabiliy, for private users who communicate
and receive information mainly in such a way, ali asfor companies for which it is often
the most important communication channel with teéants. In 2017, the number of com-
panies using the Facebook advertising system invtréd reached 5 milliol. In Poland,
according to the 1AB report “Internet Report 20104/8: Social Media”, the value of the
social media market last year was PLN 600 mifiton

It seems that universities in Poland also see ttenpial of social media, making at-
tempts to adapt to new communication reality andenaften using social media as a key
component of communication with their surroundinfisey are aware of the fact that the
main (though not the only) recipient of contentlii®ed by them in social media is the so-
called Internet generation (according to other sesir Generation Z (GY) for whom the
Internet is the basic tool for communicating andrehing for information. The Internet
generation understands social media the best axlthem efficiently. K. Peszko writes
that this generation is a great communication ehak because it does not know the time
before the era of digitization and treats this sswnent as something natural and univer-
saf®

The activity of Polish universities in social metis been studied for several years only
and is a relatively new research area. The reseascitts published so far, which the author
of this article found, were fragmentary and incldi@éther selected universities or selected
social medi®. The previous research conducted by the authaersw both the entire

13 See:Raporty Sotrender Trendsccessed on 02.10.2018 at: https://www.sotrenatefresour-
ces/plireports; M. Kuchtd|u uzytkownikéw naswiecie korzysta z medidéw spotecsriowych?,
accessed on 02.10.2018 at: https://socialpres81i/@2/ilu-uzytkownikow-na-swiecie-korzysta-
z-mediow-spolecznosciowych
t. Debski, Aktualny stan social mediaaccessed on 02.10.2018 at: https://www.slideshare.
net/lukaszdebski/aktualny-stan-social-media

14 M. Kuchta,Social media w Polsce — kto korzysta z serwisow spotciowych?,accessed on
31.08.2018 at: https://socialpress.pl/2018/06/4enidia-w-polsce-kto-korzysta-z-serwisow-
spolecznosciowych
M. Kuchta,llu uzytkownikdw nawiecie korzysta z mediow spotec&iowych?...

15 Dekada Facebooka w Polsce

16 Raport Internet 2017/2018: Social Mediaccessed on 15.09.2018 at: https://iab.org. plédkt
nosci/raport-social-media.

17 More information on the topic in: K. BodziodPpkolenie C. Nowa odstona pokolenia ¥@essed
on 22.09.2018 at: http://hrstandard.pl/2012/01/6Kkdtenie-c-nowa-odslona-pokolenia-y; M. Ko-
szembar-Wiklik Media spotecznimiowe w zarzdzaniu komunikagjuczelni ze studentamKul-
tura-Media-Teologia” 2015 No. 21, p. 11-13; D. Tagis Cyfrowa dorostéé. Jak pokolenie sieci
zmienia nasfwiat, Warszawa 2010, p. 53-61.

18 K. PeszkoPopularng¢ medidéw spoteczioiowych wirdd réznych generaciji,Marketing i Zarz-
dzanie” No. 4(45) 2016, p. 361.

19 The results of the research conducted so fdriinfield, which the author of the article searched
out, can be found in the following publications: BuchnowskapPolskie uczelnie wgze w ser-
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population of higher education institutions andsaltial mediachannels, confirmed that
the majority of Polish universities are presentsotial medi#, and the most popular
amongst them is definitely Facebdbk

The research presented in the further part of ttiddeaattempts to look at the presence
of Polish universities on Facebook through a dedadnalysis of their university fanpages.

2. METHODOLOGY

The methodological assumptions made were thataffibial, university Facebook pro-
files will be taken into account, the activity afdividual departments, institutes, chairs,
self-governments, libraries, scientific circlesprouittees organizing conferences, etc. were
not analysed. It has also been assumed that rets¢a these profiles as official commu-
nication channels of the university with the enaireent should be on the university's main
website. According to the collected data, 353 higfukication institutions had a link to their
fanpage on Facebook on their website during thegemalysed (November 1-30, 2016)
(123 public universities, 230 non-public univeessfi. As a result of the preliminary analy-
sis, 27 universities were eliminated at this stagehe following reasons:

wisach spotecziisiowych,Zeszyty Naukowe Uniwersytetu Szczesiiiego. Ekonomiczne Pro-
blemy Ustug No. 88/2012, p. 147-155; D. Buchnowgiaywnd¢ najlepszych polskich uczelni
wyzszych w serwisie spoteczemwym FacebookZeszyty Naukowe Uniwersytetu Szczeci
skiego. Ekonomiczne problemy Ustug No. 105/201805-614; D. Buchnowsk#yykorzystanie
mediéw spoteczroiowych przez uczelnie ¥gze i studentéw vwietle bada wtasnych, Nauki
0 Zaradzaniu. Management Sciences” No. 2(15)/2013, p436B. Buchnowska, M. Wamiak,
The role and use of social media by universitiemnking of universities in social median:
M. Kaczmarczyk, D. Rott (ed.Rroblemy Konwergencji Mediéw y.2erbum, Sosnowiec-Praga
2013, p. 319-330; A. Chwiatkowskidczelnie w mediach spoteczomwych - oczekiwania ad-
resatow a publikowane tfei, ,Marketing Instytucji Naukowych i Badawczych” No3 13)/2014,
p. 66-82; A. ChwiatkowskaRolskie publiczne uczelnie akademickie w mediackespogcio-
wych,,Marketing Instytucji Naukowych i Badawczych”, N.(10)/2013, p. 321; E. Kulczycki,
Raport: Uczelnie wisze w mediach spoteczomwych, Warsztat badacza komunikaaficessed
on 30.10.2017 at: http://ekulczycki.pl/teoria_korikagji/social_media; E. KulczyckiWykorzy-
stanie mediow spoteczfeiowych przez akademickie uczelnieszg w Polsce. Badania w formule
otwartego notatnikain: E. Kulczycki, M. Wendland (ed.Komunikologia. Teoria i praktyka ko-
munikacji, Wydawnictwo Naukowe Instytutu Filozofii UAM, Pozh&012, p. 89-109; E. Kul-
czycki, Uczelnie wysze na Twitterze. Raport 2014, Warsztat badacza ikiduaji, accessed on
30.10.2017 at: http://dx.doi.org/10.6084/m9.figeh@®9816Uczelnie w social media — badanie
2014 accessed on 24.09.2017 at: https://socjomaniaz@lnie-w-social-media-badanie-2014;
M. Koszembar-Wiklik Media spoteczn@iowe w zargzdzaniu komunikagjuczelni ze studentami,
.Kultura-Media-Teologia” 2015 No. 21, p. 9-12; Mokzembar-Wiklik Media spoteczn@iowe
w komunikacji i kreowaniu wizerunku uczelni publiezmn Sosnowiec 2016; H. Hall, K. Peszko,
Social media as a relationship marketing tool ofdexm university ,Marketing i Zaradzanie”
No. 5 (46) 2016, p. 41-56.

20 See: I. Wojciechowsk&kala wykorzystania social mediow przez szkatgzeyw PolsggModern
Management Review”, No. 25 (1/2018), p. 169-182.

21 Popularity is defined here as the frequency ofioence and was measured by the number of logos
of social networks placed on the main universitysgites, so the most popular means the most
common.



Analysis of the activity of polish universities... BO

< onthe website there was only a logo, but it wastine or there was only a possibility
of clicking like (according to the assumptions the lack of a waylink eliminated
the unit from further research) (5 universities),

« after clicking on the logo, the user was rediredtethe profile of a different entity
than the university (e.g. self-government, librasther university, etc.) (4 universi-
ties),

« after clicking on the logo, information that thiage on Facebook is not available
appeared (7 universities),

« the list of schools consisted of universities agged in a federation of 8 universities,
of which 7 had a shared website and a Facebookeritfwas considered that these
units should be eliminated from further resear@tause otherwise it could have
a significant impact on credibility of the obtainezbults (7 universities); only one
of them had its own profile and it was includedurther analyses,

« inthe list of schools there were 7 universitiesming in partnership with each other,
of which 3 had a common website and a link to theeBook profile (additionally,
clicking on the logo displayed information thatstkite is not available). In addition,
1 university had its own website, but there wasimioto Facebook, and the next one
was not included in the list of currently operatirgversities. Due to the above, these
universities were eliminated from further reseai©hly 2 out of the 7 institutions
had their own websites and working links to thedbmok profile, so they found their
place in the research.

To sum up, 326 universities (121 public and 205-poblic universities) were finally
qualified for the research, and a detailed analg§ithe functioning of their university
fanpages on Facebook in the period from 1 to 30elNter 2016 was undertaken. Thanks
to the use of the Sotrend&tool, necessary data from each profile were ctdband indi-
cators were calculated in the most important arekded to the reach, engagement and
content presented by universities on Facebook.

The following is a description of individual indicats, divided into the areas they con-
cern;

I. Reach

1) The number of fansis the number of people who liked the profile orcé-a
books.

2) Increase (dynamics) of the number of fansyhich shows the absolute and per-
centage change in the number of fans in the ardlysgod.

1. Engagement
1) Engaged users -an indicator that shows the intensity of the resgaio brand

communication, it is given in two versions - as thember of the engaged or
percentage (the percentage of engaged users tottlenumber of fans of the
fanpage).

Engaged users are defined as those who interadtiedhe profile, doing activities vis-
ible to others: they reacted to the post, commeatedomething, shared a post or posted
their own one.

22 Sotrender is a professional tool used to anapskereport on activities in social media (Facebook,
Twitter, Instagram, YouTube), details: https://wwsatrender.com/pl.
23 Total number at the beginning and at the enti@fésearch.
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2) Types of user engagement indicator showing the number of individual aetiv

ities:

» number of reaction®,

* number of users' comments,

» number of fanpage posts shared by users on thaitgsror other fanpages.

It's worth noting here that Facebook users caagagn the brand's profile in a different
way, and their activity is also visible to theireinds, thanks to which the "viral" reach of
the published content increases.

3) Interactivity Index (Inl) — this is a total, weighted indicator of all adtvon the
profile (both fans' and administrator's), whichwhldhe intensity of response to
brand communication; it takes into account diffeétgpes of activity and the fact
that one user can perform many activities. Theti@accomment, post and shar-
ing of the content have, in turn, higher and higherghts, in accordance with
their increasing visibility for others and lessquent occurrence (reaction = 1,
comment = 4, text status = 8, multimedia status{gHink to YouTube, etc.) =
12, sharing = 16).

I nteractivity Index of the Users (Inl Fan) — this is an indicator calculated in a similar
way to the previous one (Inl), however, it only simters fan activity on the profile (no
administrator activity).

4) Relative Interactivity (RI) — this is a total, weighted indicator of all adtvon
the profile; similarly to the previous Inl indicaitdt speaks of the intensity of
reaction to brand communication. However, it additilly takes into account the
size of the fanpage, which allows comparison ofil@®with a diverse number
of fans (otherwise it is Inl in relation to the nlben of profile fans).

I11. Content

1) Types of posts- an indicator determinirtie number of particular types of posts

that appeared on the fanpage (links, photos, stsffiext only) and video).

3. RESEARCH QUESTIONS

The following research questions were asked:

1) What was the initial status and the change in theber of fans in the period ana-
lysed?

2) Which universities have undergone the biggest ohanghe number of fans on
Facebook?

3) What was the change in the number of engaged aedfacebook?

4) Which universities had the largest number / largestentage of engaged Facebook
users?

5) What types of user engagement on Facebook wemdbke/ least frequent?
* reactions,
e comments,
« sharing posts.

24 All types of reactions to the post on Facebo@ktaken into consideration here, thatke, super,
wow, ha,ha, I'm sorry, wrr
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6) Which universities had the biggest number of paldictypes of engagement on
Facebook?

7) Which universities had the highest activity ratetl@ Inl profile (Inl total and Inl
Fan)?

8) Which universities had the highest profile activiaie in relation to the number of
fans (RI)?

9) What types of posts most often / rarely appearegrofiles?
* posts with links,
* posts with photos,
e posts with text only,
e posts with videos.

10) Which universities had the biggest number of paldictypes of posts on Face-
book?

The analysis was performed in all universitiestlgiand the results were compared in

public and non-public higher education institutions

4. RESEARCH RESULTS

In the period analysed Facebook in Poland had d#illion users, 6.46 million were
women, 5.94 million were men. Most users were betwEd and 25 years éid

The number of fans

Table 1. Fans at all universities

Fans
01.11.2016. 30.11.2016
Average number 5631 5759
The number of universities above average 86 87
The number of universities below average 240 239

Source: the author's own study.

Both at the beginning and at the end of the rebepeciod, the following universities
had the biggest number of fahs
* SWPS - at the beginning 67 143, at the end 82 &2 (an increase of 15 269 fans),

25 Fanpage Trends listopad 2016 report accessed on 18.04.2017 attps://www.sotrender.
com/blog/pl/2016/12/fanpage-trends-listopad-2016.

26 |n the article the abbreviated names of someausities will be used: SWPS for SWPS Uniwer-
sytet Humanistycznospoteczny w Warszawie (SWPS &fgity of Social Sciences and Humanti-
ties), UJ for Uniwersytet Jagieliski w Krakowie (Jagiellonian University in KrakOwA\GH for
Akademia Gorniczo-Hutnicza w Krakowie (AGH Univeysof Science and Technology in Kra-
koéw), UW for Uniwersytet Warszawski (University Warsaw), KUL for Katolicki Uniwersytet
Lubelski w Lublinie (The John Paul Il Catholic Uniséy in Lublin), PWSFTviIT for Pastwowa
Wyzsza Szkota Filmowa, Telewizyjna i Teatralna w to@dlish National Film School in £,
SGGW for Szkota Gtéwna Gospodarstwa Wiejskiego wak@avie (Warsaw University of Life
Sciences), PWSZ for Rstwowa Wy:sza Szkota Zawodowa (State Higher Vocational Sghool
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e UJ - at the beginning 60 873, at the end 61 114 (fam increase of 238 fans),
« AGH - at the beginning 56 455, at the end 56 774 {an increase of 319 fans),
« UW - at the beginning 54 404, at the end 55 224 fan increase of 820 fans).

The average number of fans at the beginning ofdbearch period was 5 631, 86 uni-
versities had the number of fans above averagep2itv average. At the end of the re-
search period the average number of fans incresdiggdly to 5 759, the number of univer-
sities above and below average remained at a siluilal.

273 universities in the analysed period recordetharease in the number of fans, 42
universities recorded a decrease (the biggest aMdda Szkota Wisza in Warszaw
(ViaModa University) — 72), and at 11 universitihe number of fans remained unchanged.

The largest increase in the number of fans coulddserved in the following universi-
ties:

e SWPS - 15 269 (an increase of 23%),

e KUL — 1398 (an increase of 4%),

* Wyzsza Szkota Spoteczno-Ekonomiczna in @ka— 961 (an increase of 19%)

 UW — 820 (an increase of 2%),

The largest percentage increase was recorded 2828/ zkota Mazowiecka in Warsaw
—50% (Mazowiecka Uczelnia Medyczna).

Table 2. Fans at public and non-public universities

Fans
01.11.2016 30.11.2016
Public Non-public Public Non-public

universities universities universities universities
Average number 9847 3142 10013 3248
The percentage of universi- 32% 23% 32% 23%
ties above average
The percentage of universi- 68% 77% 68% 77%
ties below average

Source: the author's own study.

Public universities

Among the public universities, both at the begignand at the end of the analysed
period, the following universities had the biggesmber of fans:

« UJ - at the beginning 60 873, at the end 61 1in@wease of 238),

* AGH - at the beginning 56 455, at the end 56 7Mir{erease of 319),

* UW - at the beginning 54 404, at the end 55 224r(@mrase of 820),

« KUL - at the beginning 37 129, at the end 38 52virfarease of 1398).

114 universities recorded an increase in the nuwidfans in the analysed period, while
7 universities recorded a decrease (the biggeSkatemia Techniczno-Humanistyczna in
Bielsko-Biata (University of Bielsko-Biala) — 3).

The largest increase in the number of fans coulddserved in the following universi-
ties:

e KUL — 1398 (an increase of 4%),

e UW — 820 (an increase of 2%),
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« Politechnika Warszawska (Warsaw University of Tadtbgy) — 551 (an increase of
2%),
e PWSFTvVIT in Lod — 544 (an increase of 4%).
The largest percentage increase — 5% was recotd&léechnika Biatostocka (Bi-
alystok University of Technology) and PWSZ in Waljxrh.

Non-public universities

Among the non-public universities, both at the begig and at the end of the analysed
period, the following universities had the biggesmber of fans:
« SWPS - at the beginning 67 143, at the end 82 @l Mtrease of 15 269),
* ViaModa Szkota Wysza in Warsaw — at the beginning 31 718, at the3dng46 (a
decrease of 72),
» Europejska Wysza Szkota Prawa i Administracji (European Uniwgref Law and
Administration) in Warsaw — at the beginning 21 7dithe end 22 033 (an increase
of 289),
« Akademia L. Kaminskiego (Kozminski University) in Warsaw — at theglmning
19 499, at the end 19 714 (an increase of 215).
161 universities recorded an increase in the numibfns in the analysed period, while
33 universities recorded a decrease, (the biggeétaModa Szkota Wisza in Warsaw-
72), and at 11 universities the number of fans ireethunchanged.

The largest increase in the number of fans coulddserved in the following universi-
ties:

e SWPS - 15 269 (an increase of 23%),

* Wyzsza Szkota Spoteczno-Ekonomiczna in ka— 961 (an increase of 19%),

» Uczelnia tazarskiego (Lazarski University) in Wawsa 688 (an increase of 6%),

* Wyzsza Szkota Bankowa (WSB University) in Pozrab11 (an increase of 5%).

The largest percentage increase — 50% was recatdédzsza Szkota Mazowiecka in
Warsaw.

The average number of fans, both in public and malic universities, in the analysed
period increased, however, in public universitlesihcrease was larger. The percentage of
public universities that reached the results alaswsgage at the beginning and at the end of
the research in the analysed period was the s&8&6;-similarly to non-public universities
— 23%.

Engaged users

Table 3. Engaged users at all universities

Engaged users
Average number 357
Maximum number 11 246
(SWPS)
The number of universities above average 69
The number of universities below average 257

Source: the author's own study.
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The average number of engaged users in the penalgsed was 357, the maximum
number in SWPS (almost 11.000 users more thanviligage). 69 of the surveyed univer-
sities in this category were above the average.

The following universities had the largest percgataf engaged users in the analysed
period:

e PWSZ in Ciechanow — 27%,

« Gdaiski Uniwersytet Medyczny (Medical University of Gak) — 24%,

+ Uniwersytet Medyczny im. Piasté8¥askich in Wroctaw (Wroclaw Medical Univer-

sity) — 23%,
« Akademia Marynarki Wojennej (Polish Naval Acaderimy{sdynia — 22%.

Table 4. Engaged users at public and non-publicausities

Engaged users
Public universities Non-public universities
Average number 758 121
Maximum number 8479 11 246
(AGH) (SWPS)
The percentage of universities above averag 24% 16%
The percentage of universities below average 76% 84%

Source: the author's own study.

Public universities

The largest percentage of engaged users in thgsathperiod had the following uni-
versities:

* PWSZ in Ciechanéw — 27%,

« Gdaiski Uniwersytet Medyczny — 24%,

+ Uniwersytet Medyczny im. Piasto8taskich in Wroctaw — 23%,

« Akademia Marynarki Wojennej in Gdynia — 22%.

Non-public universities

The largest percentage of engaged users in thgsathperiod had the following uni-
versities:

« Powislanska Szkota Wysza (Powdlanski College) in Kwidzy — 15%

e SWPS - 14%

« Wyzsza Szkota laynierii i Zdrowia (Higher School of Engineering ahfalth) in
Warsaw — 12%

* Wyzsza Szkota laynieryjno-Ekonomiczna (Rzeszow School of Enginegramd
Economics) in Rzeszow — 11%

« Uni-Terra Wysza Szkota in Pozha- 11%

The average number of engaged users in public rgiiies in the period analysed was
758, in non-public universities it was almost sirds less (121). The maximum number of
engaged users in public universities was reached®i (8479), in non-public ones by
SWPS (11 246 — the difference in favour of non-fubhiversities).
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24% of public universities and only 16% of non-paliniversities were above the av-
erage in this category.

Types of engagement

Table 5. Types of engagement at all universities

Types of engagement
Reactions Comments Shares
Average number 552 25 46
Maximum number 15 666 1280 3305
(SWPS) (SWPS) (SWPS)
The number of universities above average 68 62 70
The number of universities below average 258 264 256

Source: the author's own study.

Among the types of engagement reactions were doming52 on average, then shares
— 46 and comments — 25. In all three categorienghgement about 70 universities reached
the results above average, SWPS had a maximunt.resul

Table 6. Reactions at public and non-public univiesi

Reactions
Public universities Non-public universities
Average number 1174 186
Maximum number 13949 15 666
(AGH) (SWPS)
The percentage of universities above average 25% 17%
The percentage of universities below average 75% 83%

Source: the author's own study.

Table 7. Comments at public and non-public univiersit

Comments
Public universities Non-public universities
Average number 44 14
Maximum number 463 1280
(Uw) (SWPS)
The percentage of universities above average 24% 13%
The percentage of universities below average 76% 87%

Source: the author's own study.
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Table 8. Shares at public and non-public universiti

Shares
Public universities Non-public universities
Average number 73 30
Maximum number 1060 3305
(uw) (SWPS)
The percentage of universities above average 25% 14%
The percentage of universities below average 75% 86%

Source: the author's own study.

Among the various types of engagement, reactiomsiried, with a large disparity
between public universities (on average 1174) amdpublic universities (on average 186),
followed by shares and comments - there were atgaportions in favour of public uni-
versities. However, in all three categories of gagaent, the maximum value has been
reached by non-public university — SWPS (advantage public universities: AGH in the
category of reaction and UW in comments and sharing

If we excluded the absolute leader in the reactaategory — SWPS (15 666), the aver-
age results of other non-public universities wdugdvery low, because the next university
in ranking — Wy sza Szkota Informatyki i Zagdzania (University of Information Technol-
ogy and Management) in Rzeszéw had 1002 reactibas, Wy:sza Szkota Bankowa in
Gdaisk — 988. Other non-public universities mostly agkid results below 100 (often sin-
gle-digit ones).

In the category of comments non-public universitil@wing SWPS (1 280 comments)
were again Wisza Szkofa Informatyki i Zagdzania in Rzeszéw (171 comments) and
Wyzsza Szkota Bankowa in Wroctaw (153 comments), ¢éimeaining non-public universi-
ties mostly achieved results below 50.

In the category of shares non-public universitiebofving the leader were Wgza
Szkota Zarzdzania i Przedsbiorczaici in Watbrzych (311 shares; almost 3000 less than
SWPS) i Dolnélaska Szkota Wygsza (University of Lower Silesia) in Wroctaw (143
shares), other non-public universities mostly aabderesults below 100.

In the period analysed in 39 non-public universitigere were no reactions, in 86 there
was not a single comment, and in 64 shares di&ppéar either. This shows that among
205 non-public universities surveyed there werg antlozen or so which managed to en-
gage their fans, the vast majority were not vefgative here.

In case of public universities, the distributioninflividual types of engagement was
different. The difference between AGH — the leddéehe reaction category and subsequent
universities was not so big (UW — 11.338 reacti®hb~ 10.105 reactions, SGGW — 7370
reactions). A similar situation was observed in¢hse of comments - the leader was UW
(463 comments), the following public universitiesre& AGH - 403 comments, Politechnika
Warszawska — 326 comments, Uniwersytet Ekonomiaziozna (Poznan University of
Economics) — 269 comments.

In the shares category UW had a maximum resultO®01 the next was PWSZ in
Ciechanow — almost 50% less — 535 shares, UJ si3®@2s.

In the period analysed, out of 121 public univésitonly in two there was no single
reaction, in 8 had no comments, and in 3 there werghares.
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Interactivity Index

Table 9. Interactivity Index (Inl) at all univerisis

Interactivity Index
Total Inl Inl Fan
Average number 1604 1390
Maximum number 74 370 72781
(SWPS) (SWPS)
The number of universities above average 77 73
The number of universities below average 249 253

Source: the author's own study.

The average Interactivity Index value was: totdl1r604, Inl Fan 1390. The values
above the average were respectively recorded ah@7/3 universities, in both categories
the maximum value was reached by SWPS.

Table 10. Interactivity Index (Inl) at public andmpublic universities

Interactivity Index
Public universities | Non-public universities
Average number 2870 857
Maximum number 30538 74 370
(uw) (SWPS)
The percentage of universities above average 28% 17%
The percentage of universities below average 72% 83%

Source: the author's own study.

In case of the average Interactivity Index valberé was again a significant difference
between public and non-public universities (valoie2870 and 857 respectively). However,
the maximum value of Inl was almost two and a tialés higher in the non-public univer-
sity — SWPS (72 781) than in the public UW (29 90%is shows once again how strongly
the results in SWPS stood out from other universitind how uneven was the distribution
of results among non-public universities (the riaxurn are Wysza Szkota Zagdzania
i Przedsgbiorczasci in Waitbrzych — 5331, Wasza Szkota Informatyki i Zagdzania in
Rzeszow — 3502, Akademia L. Kminskiego — 3969).

Relatively few universities have achieved aboveraye results in this category —
slightly over ¥4 of public universities and only 18fnon-public universities.
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Table 11. Interactivity Index Fan (Inl Fan) at gateind non-public universities

Interactivity Index Fan
Public universities Non-public universities
Average number 2526 719
Maximum number 29909 72781
(Uw) (SWPS)
The percentage of universities above average 27% 14%
The percentage of universities below average 73% 86%

Source: the author's own study.

The results for Inl Fan were similar to those fatat Inl, both in terms of value (slightly
smaller than total Inl), the percentage of unit@siabove and below the average as well
as maximum values — here again UW and SWPS dondinate
Relative Interactivity

Table 12. Relative Interactivity (RI) at all univeiss

Relative Interactivity (RI)
Average number 217
Maximum number 10 175
(PWSZ in Ciechanéw)
The number of universities above average 86
The number of universities below average 240

Source: the author's own study.

The average Relative Interactivity (Ridlue was 217. Values above the average were
recorded at 86 universities, the maximum value ve@shed by PWSZ in Ciechanéw
(10 175).

Table 13. Relative Interactivity (RI) at public anohapublic universities

Relative Interactivity

Public universities Non-public universities
Average number 338 146
Maximum number 10 175 2183

(PWSZ in Ciechanéw)| (Wyzsza Szkota Zagz
dzania i Przedsgbiorczo-
$ci in Watbrzych)
The percentage of universities above average 25% 32%
The percentage of universities below average 75% 68%

Source: the author's own study.
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The average Relative Interactivity (RI) value w&8 &t public and 146 at non-public
universities. The values above the average werrded by 25% of public universities and
32% of non-public universities (one of the few cgiees where the percentage of univer-
sities above the average was higher in non-pulpiiceusities than in public universities).
The maximum RI value was achieved by PWSZ in Ciroha(10 175) and Wasza Szkota
Zarzgdzania i Przedsbiorczdci in Watbrzych (2,183).

Types of posts

Table 14. Types of posts at all universities

Posts
with links with photos | with text only | with videos
Average number 6 12 1 2
Maximum number 46 66 53 18
(Collegium (PWSZin (Wyzsza (PWSFTVIT
Civitas) Nysa) Szkota Rehabi in £6dz)
litacji in
Warsaw)
The number of universities 105 112 92 109
above average
The number of universities 221 214 234 217
below average

Source: the author's own study.

Among the particular types of posts dominated th&tpwith photos (12 on average),
then posts with links, the least frequent were p@gth videos and posts with text only
(statuses). In all post categories, about 1/3 efuhiversities achieved results above the
average, while the maximum values many times exab#tk calculated averages. Interest-
ingly, none of the universities that had the biggesnber of posts in the analysed period
were included in the group of the most engaging/ensities, which may suggest that
a large number of posts does not necessarily meaa nser engagement.

Table 15. Posts with links at public and non-pubitiversities

Posts with links
Public universities Non-public universities
Average number 9 4
Maximum number 37 46
(Biatystok University) (Collegium Civitas)
The percentage of universities above average 32% 28%
The percentage of universities below average 68% 72%

Source: the author's own study.
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Table 16. Posts with photos at public and non-gulshiversities

Posts with photos

Public universities Non-public universities
Average number 18 8
Maximum number 66 41

(PWSZ in Nysa) (Wyzsza Szkota Admini-
stracji Publicznej in

Szczecin)
The percentage of universities above average 45% 27%
The percentage of universities below average 55% 73%

Source: the author's own study.

Table 17. Posts with text only (statuses) at pudoid non-public universities

Posts with text only (statuses)

Public universities Non-public universities
Average number 1 1
Maximum number 10 53

(Akademia im. J. Dlugo{ (Wyzsza Szkota Rehabili-

sza in Cgstochowa) tacji in Warsaw)
The percentage of universities above average 28% 28%
The percentage of universities below average 72% 72%

Source: the author's own study.

Table 18. Posts with videos at public and non-gultiiversities

Posts with videos
Public universities Non-public universities
Average number 3 1
Maximum number 18 13
(PWSFTVIT in Lod) (SWPS)
The percentage of universities above average 36% 28%
The percentage of universities below average 64% 72%

Source: the author's own study.

Both among public and non-public universities,hie tinalysed period, the posts with
photos were the most frequent at fanpages (respéctil8 and 8 posts on average), half
the less popular were posts with links (respectiv@lposts and 4 posts on average), then
posts with videos (respectively on average 3 pasts1 post) and posts with text only
(statuses) (on average 1 in public and 1 in noripubiversities).

In case of posts with links, posts with photos podts with videos, the percentage of
universities that achieved above average resulssgneater for public universities, in case
of posts with text only, both public and non-publieiversities recorded the same value
here — 28%.
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In non-public universities, superiority in termstbe maximum number of posts with
links and posts with text only could be observadhie remaining ones (posts with photos
and posts with videos), public universities dongciat

5. CONCLUSIONS

Facebook has been invariably the most populartlaanost engaging social network
in the world for many years. Despite the compaiifimm other platforms and unfavourable
forecasts appearing from time to time, the numbetsausers is systematically growing.
This is probably due to the fact that by taking romew functions from various tools and
areas, Facebook offers its users the opportunitiptmany things on one platform.

The conducted research has shown that univergitiesland mostly see the potential
that Facebook offers (all universities presentdoia media have their fanpage on Face-
book”), but at the same time they do not always uséuitstions fully. The activity of
Polish universities on fanpages is very diverseer&hare universities that try to keep up
with the emerging trends in communication with émyironment, they move perfectly in
the most popular social media, but there are dlgset for whom the activity on Facebook
ends with the creation of a fanpage. The resuttsvell that many universities analysed in
the research period did not take any activitieghmir fanpage or they were occasional,
often accidental.

It is worth noting that public universities arengeally more active on Facebook, alt-
hough at the same time in many categories the nbliepuniversity — SWPS — dominated.
Among non-public universities, stratification iseewmore visible, because only SWPS is
actually leading, the indicator values of othervensities are many times lower, often
incomparable at all. Among the leading public unéitéees, there are several with equal
engagement.

Observing communication of the most active unitieson Facebook, which achieve
high rates, one can assume that they have welbgtiteaut and well-developed communi-
cation strategies with the use of social media, taedactivities on their fanpages are dealt
with by professionally prepared people who areaifast changing trends in this area. It
probably involves taking into account higher exmsn©n the other hand, universities that
are not very active, perhaps to save money, outedheir activities on Facebook to inci-
dental people as part of their additional dutiebjctv probably affects the quality and
effectiveness of their actions.

However, it is worth realizing that the analydisacial media and the ability to properly
use analytical tools by fanpage administratorspramide universities with valuable infor-
mation about the needs and behaviors of both cuamesh potential students. In the era of
the strong impact of social media on life, the adjusting the message to the recipient may
have serious negative consequences. Today, theoensy to ignore social media because
they have not only changed the way we communidatealso the way we obtain infor-
mation that is important to us. The research shibwat university candidates use social
networking sites to review offers and ultimatelyobke universitie. Therefore, active and

27 See: |. WojciechowskaSkala wykorzystania social mediéw...
28 In Great Britain 83% of prospective students useias media channels to gain information on
universities, before they make any choice.: Se€ooperHow International Students Use Social
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engaging Facebook presence can largely affectftbetigeness of recruitment, and even
be the most important tool in this aféa

The author realizes that the research carriedaxdrs an area that is subject to constant

changes. Therefore, it would be advisable to Iddk@phenomenon again and analyse the
activity of Polish universities on Facebook on arent basis to see what changes have
occurred, and perhaps to observe some significamd$ in this area.

In further research, it would also be worthwhiteanalyse in detail the activities of

universities that engage their users on fanpagesnibst (so-called leaders) to get more
information on what really engages users, whateranéncourages them to interact and
perhaps on this basis, an attempt to develop almueteod of using Facebook for effective
communication with the environment could be taken.
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ANALIZA AKTYWNO SCI POLSKICH UCZELNI NA FACEBOOKU

Media spotecznciowe na dobre zmienity oblicze komunikacji. Z braz wigkszych ma-
liwosci chetnie korzystaj nie tylko wytkownicy prywatni, ale take firmy i instytucje. Dzisiaj
obecnd¢ w mediach spoteczioiowych jest czym nieodzownym, zaréwno dlazytkowni-
kow, ktérzy w taki sposob gtownieeskomunikup i czerpi informacje, jak i dla marek, dla
ktérych jest to cgsto najwaniejszy kanat komunikacji z klientami. Najpopulajszym

i najbardziej angaljacym serwisem spotfeczé@owym naswiecie niezmiennie od wielu lat
jest Facebook. Dziataléé polskich uczelni w mediach spoteczomwych, w tym réwnie
na Facebooku, jest badana zaledwie od kilku taniawvi stosunkowo nowy obszar badawczy.
Gléwnym celem niniejszego artykutu jest zaprezeiuie/ wynikow bada wtasnych doty-
czacych aktywnéci podejmowanych przez polskie uczelnie $mi@ w tym serwisie. Do ba-
dan zakwalifikowano 326 uczelni (121 uczelni publiczhyi 205 niepublicznych) i poetp
sie szczegoétowej analizy funkcjonowania ich uczeln@njanpage’déw. Dzki wykorzysta-
niu narzdzia Sotrender zebrano niezlme dane i obliczono wskaiki w najwazniejszych
obszarach zwranych z zaggiem, zaangamwaniem oraz prezentowanymi przez uczelnie
tre$ciami na Facebooku.

Przeprowadzone badania pokazab/uczelnie w Polsce w wkszdci dostrzegaj potencjat,
jaki daje Facebook (wszystkie uczelnie obecne wasatediach maj zatazony swoj fanpage
na Facebooku), ale jednoéné nie zawsze w petni umégnie wykorzystuy jego maliwo-
$ci. Aktywnos¢ polskich szkét wyszych na fanpage’ach jest mocnoznigowana. $ uczel-
nie, ktore staragj sic nadiza¢ za pojawiajcymi sk trendami w komunikacji z otoczeniem,
doskonale poruszajsie po najpopularniejszym z social mediow, aleréwniez i takie, dla
ktoérych dziatalné¢ na Facebooku kmzy sk na zataeniu fanpage’a.

Stowa kluczowe:media spotfeczrigiowe, uczelnie w mediach spoteczoiowych, komuni-
kacja w mediach spoteczfgiowych, szkoty wysze, Facebook.
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