Value rarely means cost

Value is the key that emerges from three new studies from CarringtonCrisp in partnership with EFMD – Executive Education Futures, The Business of Branding and GenerationWeb – but value means different things for different audiences. 

Executive education spend declined in many markets in 2009, but Executive Education Futures found that just under 60% of purchasers believe spending will grow in the next 24 months.  Although total spend is important, corporate purchasers are focusing on value, often seeking to do more for less. However, quality of teaching, fit with the provider and impact are also important in judging value.  Many purchasers commented that finding a way to sustain the impact and measure the growth of an individual and benefit to the business of executive education would be useful.
With growing importance placed on tools such as social networking, the GenerationWeb study sought to understand how students use web tools.  Facebook dominates the market place, although only 31% agree or strongly agree that ‘I search for information on social networking sites about schools’.  Although two-thirds of students use social networks several times a day or week, none of the sites appears to have established itself yet as a key tool for prospective students.  

Only 13% of students use Twitter to find out about business schools, but Twitter may still be useful for schools to keep journalists informed, for internal communications or when contacting alumni. More students (up to 40%) use iTunesU to download information about business, but only 12% have downloaded business school marketing materials.  However, more than 70% of students use the main iTunes site to purchase music, TV or film.

Looking at the business school website, students suggested that the quality of the site can have a considerable impact on their choice of where to study. More than 50% of respondents said they would be much more likely or more likely to apply had they seen a particular school site in the study, while at another school 47% said that the site would have made them a lot less likely or less likely to apply to that school having seen their website.

The Business of Branding also revealed the growing importance of value, often measured in terms of career outcomes and alumni success.  The study found a relationship between cost, quality, academic strength and brand reputation.  The pattern of results suggests that where students perceive school costs as low, but quality and academic standards as high, they are more likely to state that their school has a strong clear brand, which is widely recognised and understood.

Alumni can be powerful messengers in communicating the brand and value messages, but want the relationship with their former school to have a clear purpose and defined benefits. While most alumni are likely to agree or strongly agree that ‘Alumni relations are often in touch with me’, more than 50% disagree or strongly disagree that ‘I have got involved with activities for alumni’ or ‘I have made good contacts through the alumni network’.
An Executive Summary of each report can be downloaded from the EFMD website.  Each of the three studies will run again in the next six months and schools interested in taking part can get further details from Matthew Wood at EFMD matthew.wood@efmd.org or by emailing Andrew Crisp at info@carringtoncrisp.com
