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& Abstract

This paper describes the design of a model to assess informa-
tion and institutional content on websites of Higher Education
Institutions (HEI) in accordance with compliance with good ins-
titutional digital identity and reputation practices. In principle, a
referential framework of the strategic function of the actions of
integral communication, identity, institutional digital reputation
and its impact on the HEI. Next, considerations are applied to
elements of relationship between categories of aspects of inte-
gral communication at an internal, external and corporate level
for the design of indicators that identify and weigh the coverage
of good institutional digital identity and reputation practices in
accordance with the provision of institutional information and
content on a website. Finally, recommendations are described
for the functionality of the valuation model and the importance
of its application within the integral communication strategy of
HEl in web environments.
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& Resumen

Este trabajo describe el disenio de un modelo para valorar la in-
formacion y los contenidos de tipo institucional en sitios web de
Instituciones de Educacién Superior (ies) de acuerdo con el cum-
plimiento de buenas prdcticas de identidad y reputacién digital
institucional. En principio se presenta un marco referencial de la
funcién estratégica de las acciones de comunicacion integral, la
identidad, la reputacion digital institucional y su impacto en las
ies. Sequido, se aplican consideraciones a elementos de relacion
entre categorias de aspectos de la comunicacion integral a nivel
interno, externo y corporativo para el disefio de indicadores que
identifiquen y ponderen la cobertura de buenas prdcticas de iden-
tidad y reputacién digital institucional de acuerdo con la disposi-
cién de informacion y contenidos institucionales en un sitio web.
Por tltimo, se describen recomendaciones para la funcionalidad
del modelo de valoracién y la importancia de su aplicacién dentro
de la estrategia de comunicacion integral de ies en entornos web.

Palabras clave: Identidad, reputacion, sitios web, comunicacion ins-
titucional, informacion digital
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@ Introduccion

nstitutions of Higher Education or HEI have experienced acce-

)ﬂ lerated changes towards a new adaptation and integration of
PN their institutional life, where normalization in environments im-
pacted globally by digital transformation stands out (Jensen, 2019). This
forced interaction with technology has given rise to adapting various digital
communication tools as important channels to enhance the management
and development of intangible assets such as identity and reputation in en-
vironments applied to the inclusion format that the semantic web implies.

The current semantic ecosystems where websites of HEI participate as
formal tools that link the essence of institutional communication on the
internet (Segura-Marifio, Pifieiro-Naval and Moreira-Cedefio, 2020).
The institutional reference of digital representation on a website timelessly
participates within the diversity of the Internet as an official channel
through which universities present their identity and institutional ima-
ge to the world in a hegemonic way before any additional support or
derivative of these, such as the social networks (Campoverde-Molina,
Lujan-Mora and Valverde, 2021). The determined and official space
of a website continues to be positioned as a strategic communication
resource that helps these institutions build a stable and formal digital
reputation that contributes to the development and consolidation of
institutional identity and reputation in the field. digital (Dipa, Hafiar
y Rahmat, 2021). In addition, identity and reputation are recognized
as strategic assets that help HEI become competent and can obtain a
position in the education market (Miotto, Del-Castillo-Feito and Blan-
co-Gonzalez, 2019).

This work proposes, from the perspective of integral communication,
the design of a model made up of categories, dimensions and indicators,
which seek to identify the main guidelines that fulfill the function of
guiding a diagnostic evaluation of the identity and digital institutional
reputation of an HEl, through communicative actions at an informative
level and arranged on its institutional website.
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@ Theoretical
foundation

Identity and digital institutional reputation in universities

Identity, image and reputation are three organizational and corporate
concepts that are associated with the theoretical and practical develop-
ment of institutional communication (Rodrich, 2012), which are seen
as close elements in a relationship of reciprocal interdependence. For W.
Margulies (1977 /2003), corporate identity is the sum of all the ways in
which a company chooses to identify itself to all its audiences, such as
the community, customers, employees, the press, etc., while that the
image refers to the perception of the company by these audiences; it is
the image that, over time, builds the institution's reputation.

These concepts are visible both in physical and virtual contexts. When
seeking to reflect an identity and image favorably supported by a good
reputation, the same physical and virtual rules are shared (Piazzo, 2012).

The concept of digital identity began to be coined in the 1990s, with
the arrival of personal computers (Pérez, 2012), Palomar (2017) en-
sures that digital identity is made up of all actions within the digital
space that individuals have. and organizations. In the case of the univer-
sity, the digital institutional identity has to do with how it distinguishes
itself from other universities through the position it adopts and how it
practices and projects its internalized digital culture; This is what Lara
(2009) comments, who also emphasizes that the presence of a univer-
sity on the Internet is not limited only to disseminating the institutional
discourse in the various online media, but also implies knowing the me-
dium and its practices, in order to build thus an identity in accordance
with a transparent and coherent internalized digital culture. According
to Casillas and Ramirez (2019) and Lara (2009), the digital culture of
the university can be reflected in the access to specialized digital maga-
zines, databases, virtual libraries, virtual academic and research com-
munities and the ways in which the academic community interacts with
them in favor of their disciplinary practices, in addition to the computer
programs used for data manipulation and learning platforms, the prac-
tices of production and distribution of open educational resources and
educational resource repositories, and the Generation of initiatives in
the production of content and programs that build a bridge with digital
culture and the university community.

Regarding digital institutional reputation, Villafafie & Asociados (2019)
state that, although corporate reputation is one for each institution
(global reputation), there is a significant part (each of its areas) that
partially reflects their reputation., as is the digital field, that is to say: the
reputation online, which they define as the expression of recognition
of the interest groups of an institution in digital and social media (net-
works, blogs, among others).

In universities, communication linked to reputation must adopt a system
that not only disseminates information, but also proposes the construction
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of a positive image among its different interest groups, which Altarana
and Cortez (2015) define as "reputational communication”.

It is considered that the communication of reputation is what values
what Rodrich (2012) calls "reputational capital of an institution" (p.
229), because, as Villafafie (2004) affirms, "the reputation that is not
communicates does not generate value, even if it exists” (p. 155). Each
institution, in this case the university, needs to communicate the va-
lues on which its institutional reputation is built, that is, it must make
its promise deliverable to its different stakeholders so that it generates
reputation (Villafafie, 2018).

Altarana and Cortez (2015) state that reputational communication in
universities will be aimed at highlighting its fundamental function, that
of being an institution that generates and disseminates knowledge by
addressing the problems of society. According to Villafafe and Carreras
(2013), the university must communicate to its internal and external
stakeholders its vision, mission, values and aspects to be valued so that
they are recognized, such as relationship and recognition programs,
message arguments (by public) and recognition management: prizes,
rankings, indexes, certifications, among others. Thus, according to Vil-
lafafie and Carreras (2013), communication at the university genera-
tes reputation when it “discloses and transfers reputational strengths;
transmit the commitments and explain how they are fulfilled; reinforces
recognition of the university's achievements; maintains a balance be-
tween what we are and what we want to be” (p. 36).

Integral communication and content in digital environments

In 1977, Joan Costa first expressed the idea of integrating communi-
cations (Rivero, 2018), however, it was not until the year 2000 when
comprehensive communication was recognized as a builder of culture
and identity for institutions. (Arévalo, 2019).

Integral communication is framed as a strategic tool in order to establish
identification guidelines and institutional reputation to differentiate
itself within the competitive market (Romero and Tirado, 2008). A
broad concept of integral communication for organizations is the one
provided by Arévalo and Rebeil (2017, p. 14), who take as a reference
the postulates of the Research Center for Applied Communication. Said
concept refers to the social process that consists of the "production,
processing and exchange of information, which internally and from an
economic, political and cultural or social system is given the task of
flowing and accelerating messages and interactions between all groups
of interest, in three different dimensions”, dimensions that in this case
respond to internal or organizational communication (the participato-
ry and effective contribution of its internal and external audiences); to
corporate communication and public relations (contribution to the image
and reputation of the organization); and, as a last dimension, marketing
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& Methodological design

communication (the products or services that the organization offers
to society).

New technologies make communication tools available to organizations to
create and share content from virtual environments. From this, integral
digital communication is also contemplated, defined as: "The social process
that integrates technology to make messages and interactions flow and
accelerate between the organization or institution and its interest groups
from production, processing or exchange of information” (Arévalo and Re-
beil, 2017, p. 17). In this context of digital communication, it is necessary
to attend jointly to all the interest groups of the institutions to contribu-
te to the development of solid links between them and the organizations,
through a common strategy and making use of new technologies with
the greatest possible use to obtain an impact on its results, since the de-
velopment of science and technology caused communication to focus
on the exploration of new strategies to offer greater competitiveness
for institutions, thus seeking a better and faster adaptation to the con-
tinuous changes in the environment (Arévalo and Ortiz, 2019).

According to Berners-Lee (1996), the principle of the web, as a space for
action in the universe of global information through network techno-
logies, suggests that this abstract space of interaction between users
and interconnected pages of texts, images, audiovisual and other di-
mensional contexts, require a customization focused on improving the
understanding of the participants to represent and relate organizational
and individual properties of the information and contents that are com-
municated there in an integral manner. The web continues to provide a
means of rapid dissemination of information, which is used by the ins-
titutions as a channel of communication and interaction between the
people that integrate them, as well as with their interest groups in general.

The development of this work was carried out from a descriptive and
heuristic research approach of literature review at the level of preliminary
or primary studies (Bransford and Stein, 1993) to base and identify con-
cepts, categories and dimensions of institutional identity, reputation
and its impact on higher education institutions based on the information
available on their websites, in order to design a conceptual model that
describes the most representative indicators at the level of comprehen-
sive communication to assess institutional web information from the
identity and reputation in the digital context.

The descriptive research technique allows to systematize data that
comes from various sources related to the phenomenon to be studied.
This type of research allows shortening, ordering, classifying, that is, it
seeks to make the most precise description possible of the phenome-
non being studied (Tinto, 2013).
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Literature review and preliminary foundation of referents

Regarding the concept of identity, main aspects that involve the study
of university institutional identity were identified, highlighting the propo-
sals of Blanco (2018), Cortés (2011) and Vallaeys (2008). In addition,
the concept of identity was explored from the digital field, taking as
reference Aparici and Osuna (2013), Garcia (2012), Molina (2015) and
Palomar (2017). In this tour, he highlighted a term that is the product
of the accelerated popularity of digitalization, the internet and the wide
use of technologies: "digital culture", in this regard, the contribution of
authors such as Casillas and Ramirez (2019), Deuze (2006) and Lara
(2009), who address digital culture in HEL.

Regarding the topic of reputation, study frameworks related to corporate
reputation were reviewed, highlighting the contribution of Orozco-Toro
and Ferré-Pavia (2017), who explore dimensions in evaluation models
related to this area. From the analysis of such models, a coincidence
was identified between the dimensions that comprise them, highlight-
ing the quality of products and services, vision and leadership, social
responsibility, economic and financial performance. Within this same
study framework, Tavizon, Torres, Placeres, Rios and Laines (2015)
propose indicators of various rankings standards used to measure the
quality of the HEl, pointing out as main indicators the academic and
teaching quality, the infrastructure linked to the integral development
of the student, the employability and prestige of the graduates, the so-
cial impact of the institution and the opinion of employers.

In addition, research exploring reputational communication in social
networks was reviewed HEl. In this area, Altarana and Cortez (2015)
and Villafafie and Carreras (2013) stand out, together with the reputa-
tional assessment work in the HEl developed by Villafafie (2018) in "The
Reputation of Universities in Chile. Model of evaluation and manage-
ment of the reputation of Chilean universities”; Sanchez (2017), in his
study entitled: "Corporate reputation in the communication of Spanish
university institutions through their websites"; Guzman and Velasquez
(2017), with the work called: "Corporate identity and reputation of the
Pontificia Universidad Catoélica de Valparaiso: How is it projected among
its potential students?"; and Meyer (2009), with the proposal: "Insti-
tutional reputation model for Higher Education Institutions in Puebla".

On the other hand, the concept of reputation was looked at from the
digital field, that is, from digital reputation, taking as reference the follow-
ing authors: De Pinedo (2017); Lopez and Suarez (2018); Santamaria
(2015); Seker, Cankir and Arslan (2014) and Villafafie & Asociados (2019).

At the website level, material was reviewed to identify information that
would support the corporate website as an important space for disclos-
ing information related to institutional identity and reputation. What
was mentioned by Seker was consulted et al. (2014); Chun and Davis
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(2001); From Pinedo (2017); Moreno and Capriotti (2011); Segu-
ra-Marino et al. the (2020); Van Riel (2003) and Villagra (2002).

In accordance with the literature review of the aforementioned authors
and references in corporate identity and reputation practices, the ele-
ments with qualitative components related to the strategic functions
of integral communication were identified to establish a framework of
considerations and delimit aspects with categories of importance at the
level of comprehensive communication.

Consideration of functions and categories of
integral communication aspects

The identity and reputation management processes of HEI show an
increase in participation priorities in web digital communication envi-
ronments within integral communication tasks (Segura-Marifio et al.,
2020); That is why the assessment of the content provided on the
website of the HEI and the aspects of communication at the internal,
external and corporate level, are taken in this case as a starting point
to observe the dimensions, also called "integral communication strate-
gic functions", which refer to "a set of actions and procedures through
which, a diversity of communication resources are deployed to support
the work of the organizations” (Romero and Tirado, 2008, p. 146). In
this way, the strategic functions of the integral communication of or-
ganizations (such as the case of HEI) are derived in the following three
categorical aspects:

Internal communication aspects

They are categories that mainly encompass the communication that
occurs within the organization, in the search to ensure the fulfillment
of its functions, guided by what is established in the mission, vision and
values of the institution. As a category of analysis for this study, the
essential objective of the HEI, that is, what is established in the institu-
tional philosophy, remembering that the corporate philosophy is recog-
nized as the starting point for the management of institutional identity
and reputation, in this case: the mission, vision and values of the or-
ganization (Alessandri, 2001; Capriotti, 2010). Likewise, Villafafie and
Carreras (2013) are taken up again, who agree when mentioning that
the particularities of the university expressed in its mission, vision and
values serve to set a recognition objective that will serve as the first
reference for the reputational management of the institution. Within
this category are considered aspects of communication that take place
within the institution and that favor reputational communication using
the website of the HEI institution as a channel.

In this section, two analysis subcategories are established: "organizational
objectives" and "internal communication”, for which the dimensions of
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"institutional philosophy" and "institutional communications and poli-
cies" correspond, respectively.

The organizational objectives-institutional philosophy focus on the as-
sessment of three main aspects: vision, mission and values. These are
relevant, since, through them, the HEI makes the common philosophy
of the institution known to its stakeholders, which guides and outlines
its identity and reputation.

On the other hand, internal communication-communications and insti-
tutional policies is aimed at evaluating aspects that are related to the
internal communication of the HEl arranged on its website, contemplat-
ing mainly those that favor reputational communication.

Aspects of corporate communication

Here are the categories that group the coordination of the communication
of intangible values that seek to create legitimacy of the institution
through its identity, image, reputation and social responsibility. As a
category of analysis, it focuses on evaluating the content published on
the website of the HEI related to university institutional identity, digital
culture, social responsibility and reputational communication. The pro-
posed subcategories are: “institutional digital identity” and “institutional
digital reputation”.

The institutional digital identity considers two more dimensions: iden-
tity spheres and institutional digital culture, which evaluate, on the one
hand, the main components that define the identity of the HEl, identity
components that make up the being and the work of the institution and
that help to consolidate the sense of belonging of the interest groups
with the institution and promote its prestige and reputation. Also va-
lued in this area are aspects that help define the position with which
the HEI with their stakeholders from its website within the institutional
digital culture. In this case, digital culture is an outstanding piece for the
conformation of the institutional digital identity of a HEI.

Regarding the institutional digital reputation, it contemplates "social
responsibility" and "reputational communication" as dimensions that fo-
cus on the evaluation of aspects of university work related to functions
of a social and sustainable nature, actions that promote the definition
and the strengthening of the institutional identity and reputation, while
considering aspects that value the reputation of the institution, that is,
aspects that require recognition by the interest groups of the HEl and
that add value to the institution by building a reputation.

Aspects of external communication

This category includes aspects focused on the promotion of the institu-
tion's products and services with its stakeholders involved. As a category
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& Results

of analysis, it is aimed at the specific treatment given to the stakehold-
ers of the institution within the website of the HElI.

For this category, “interest groups” are determined as a subcategory,
with two dimensions called “message per public” and “interrelation and
discourse”. These items contemplate the evaluation of aspects associated
with the treatment made by the HEI from your website to your stake-
holders. Villafafie and Carreras (2013) establish a hierarchy of classic in-
terest groups of a university and ensure that this approach, which they
call multistakeholder, It is useful to the university mainly to establish com-
munication priorities, budget allocation and decision making. The hie-
rarchy they identify places students first, then teachers, administrative
staff third, employers fourth, pre-university and postgraduate students
next, graduates sixth, and finally, in the last hierarchy, to the govern-
ment, the media, the institutions, the directors of scientific journals and
the parents of future students. The participation of interest groups is
important for building the institution's reputation, since the recognition
that it is capable of achieving HEl in its interest groups will influence the
construction of its reputation as an institution.

From the literature review and the aforementioned considerations, a
conceptual model (see Figure 1) and indicators (see Table 1) are conceived,
which correspond to the design and consideration of key elements with
guidelines to assess the identity and digital institutional reputation of a
HEI, through the content and information provided on its website from
a comprehensive communication approach.
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HEI WEB SITE
Dimensions:
« Institutional philosophy. /
« Announcements and Category 1
institutional policies INTERNAL

COMMUNICATION
ASPECTS:

Organizational
goals

INTEGRATED
COMMUNICATION
Category 2 Gatiggy) <
) . ASPECTS OF EAAL ) .
Dimensions: CORPORATE COM:"SL;E'éCT’ET'ON Dimensions:
« Identity spheres. CCMNNICAION : » Message by public.

« Institutional digital culture Institutional digital Stakeholders « Interrelation and speech
« Social responsability andidenttviand

. . . reputation
« Reputational communication

DIAGNOSTIC ASSESMENT

Figure 1. Category considerations model for diagnostic assessment gui-
delines of a HEI's digital institutional identity and reputation through the
institutional information available on its website.

Source: self-made.

Indicators

The indices that evaluate the corporate reputation of institutions traditio-
nally use dimensions and attributes (Orozco-Toro and Ferré-Pavia, 2017).
For this case, and according to the selection of aspects, categories, sub-
categories and dimensions, the following elements have been counted: three
categories, five subcategories and eight dimensions, from which 57 indica-
tors were proposed that correspond to statements that in set will guide
the assessment and scoring of a HEI's digital identity and reputation
through institutional information available on its website. The catego-
ries, subcategories, dimensions and indicators that make up the evaluation
instrument are shown in Table 1.
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Table 1. Categories, dimensions and indicators for a diagnostic assess-
ment of the identity and digital institutional reputation of a HEI through
their website

Categories Subcategories Dimensions Indicators

-Discloses its institutional philosophy: Mission, Vision and
Values.

-Communicates its institutional philosophy in a clear,
useful and realistic way.

Organizational Institutional -Communicates its institutional Vision, where it declares
goals philosophy its aspirational goal.

-Communicates its institutional Mission, which defines
the tasks to achieve its Vision.

-It has a description of its Values linked to the Mission
and Vision.

Internal
communication

-Shows some permanent institutional message from
aspects

managers addressed to their internal staff, highlighting
the corporate culture of the HEI.

-Disseminates the objectives or aspirational goals of the
main departments of the institution.

- Discloses the Institutional Development Plan.

- Discloses institutional regulations, such as school,
academic and administrative regulations.

-Discloses the corresponding regulations by faculties,
areas or academic units that make up the institution.
-Shows an organizational chart or organizational
structure of the institution.

Internal Announcements and
communication institutional policies

-Discloses the succession of the main significant events
that give evidence of the historical memory of the
institution.

-Shows the iconographic elements that distinguish it,
such as: symbols, emblem, murals, monuments.
-Disclose their traditions, events or ceremonies that are
part of their institutional culture.

- It makes known symbolic elements that foster its
identity, such as: anthem, mascot, slogan or university
motto, sports team, architectural spaces or cultural
workshops.

-Shows a distinctive visual image, where it is possible to
clearly identify the name of the institution, its logo and
the institutional colors.

-Share your institutional graphic identity manual.

Identity areas

Institutional
digital identity
-Offers students and teachers access to databases of
specialized magazines.

-Services are provided for access to virtual libraries.

-It has an institutional repository in “open access”.

-It makes known the collaborative work between virtual
academic and research communities.

-It makes evident the production and distribution of
open educational resources.

-Discloses the digital learning platforms available.
-Offers students and teachers digital resources such as
websites or digital mobile applications to facilitate,
whether administrative, academic, educational or
cultural processes linked to the institution.

-Offers communication via email, instant messaging,
social networks.

Institutional
digital culture
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-Communicates actions or programs linked to poverty
care or community work.

-Promotes research towards actions to solve social or
Aspects of environmental problems.

corporate . - -It shows itself as an institution that promotes a respon-
communication Social responsibility sible culture of sustainable development.

-It shows itself as an inclusive and diverse institution.
-Shows institutional transparency and public account-
ability.

- It has scholarship or student support programs.

-Discloses the variety of academic offerings it offers.
-Discloses the academic preparation or teaching profile
of its teachers.

Institutional -Shows the infrastructure and complementary spaces
digital reputation that it provides for the study.

-Communicates its institutional commitments and
explains how they are fulfilled (institutional reports).
-Communicates how the institution contributes to the
economic, social and environmental impact.

-Discloses the number of research centers and institutes
it has.

-Discloses the number of academic bodies or research
groups that the institution has.

-It makes evident the production of impact research,
such as: the number of patents, citations in Journal
Citation Reports- Institute for Scientific Information
(jer-isi) and publications in indexed journals.

-Discloses the recognitions obtained from the investiga-
tions that are produced.

-Highlights the achievements and recognitions of the
university.

-Communicates the certifications it has.

-Discloses the agreements it has with other institutions
or universities in the country or abroad.

-Promotes the mobility or international links of students
and teachers.

-Promotes entrepreneurial culture among students.
-Links productive activities with public and private
companies.

-Communicates the generation of jobs that it manages.
-Communicates the outstanding participation of its
graduates in the labor market.

reputational
communication

-It has a section where it includes specific information
aimed at students.

-It has a section where it includes specific information
addressed to teachers.

-It has a section where it includes specific information
addressed to administrative staff.

-Contemplates information from and for the graduates
of the institution.

-Contemplates specific information addressed to its
applicants.

message by public

External
communication Interest groups
aspects

-Share detailed information to get in touch with the
departments of the institution, such as: telephone
numbers, email, address.

-Reflect a receptive attitude by allowing user comments

Interrelationship or inviting them to be sent.

and discourse -Discloses opinions about the institution issued by its
interest groups (students, teachers, administrative staff
or graduates).

-The information that is communicated maintains a
serious, informative, argued discourse.

Source: Self-made
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ELLITA

Content
(Identify that the
website discloses
what is
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indicator)
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Evaluation instrument with indicators

The measurement technique used by the instrument is the Likert scale.
Five points on the scale or response options are contemplated that indicate
how much you agree with the corresponding statement. The evalua-
tion process for diagnostic purposes guides the evaluator to visualize
the desirable scenarios to contribute to the development and consoli-
dation of digital identity and reputation, through the contents available
on the website of the HEl evaluated. Each indicator leads the evaluator
to search for evidence, which, after a process of identification and ap-
preciation, must be evaluated in the five possible ways established in
the scale.

The content to be evaluated includes texts, images and multimedia con-
tent found within the website. To score each indicator of the evaluation
instrument according to the established scale, value judgments will be
made that will take into account the content and disposition of what is
expressed in the indicator and its correspondence with what is exposed
on the website of the HEI. To establish a clearer position in this regard,
the assessment criteria can be consulted in Table 2, which seek to avoid

the bias of compelling assessments during the evaluation exercise.

Table 2. Criteria, judgments and assessment scale of
indicators for evaluation

Strongly disagree
®

None of the
aspects contem-
plated in the
affirmation of the
indicator are
disclosed on the
website.

Disagree

(2)

Some of the
aspects contem-
plated in the
affirmation of the
indicator are
disclosed only
precariously on
the website.

Inaccurate

3

Several of the
aspects contem-
plated in the
indicator's
statement are
disseminated on
the website.

Most of the
aspects contem-
plated in the
affirmation of the
indicator are
reported on the
website it report
consistently and
accurately.

Totally OK
(5)

All aspects
contemplated in
the affirmation of
the indicator are
reported
consistently and
accurately on the
web site.

Provision
(Assess access to
easily locate and
reach what is
sought)

The information
related to what is
established in the
indicator is not
located on the
website.

The information
provided on the
website regarding
what is
established in the
indicator is
difficult to locate.
Itis displayed on
the main site or
the user is
redirected to an
external site
without explana-
tion.

The information
provided on the
website regarding
what is established
in the indicator is
not within the first
three navigation
levels of the main
menu.

It is displayed within
the same website;
however, the
section that
contains it immedi-
ately redirects to an
independent
external site without
prior explanation.

The information
provided on the
website related to
what is established
in the indicator is
within the first
three navigation
levels of the main
menu. It is displayed
within the same
website; however,
the section that
contains it immedi-
ately redirects toan
independent
external site
without prior
explanation.

The information
provided on the
website related to
what is established
in the indicator is
within the first
three navigation
levels of the main
menu.

It is displayed within
the website itself, or
at least provides an
introduction or
brief information on
the topic before
sending the user to
asite outside the
main one

Source: Self-made
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For the analysis, the indicators with scores that make up each dimension
of the instrument are taken into account and the sum of the quantities
obtained by each scale is made. To ensure that the number of the total
score is in the continuum 1-5, the following formula is applied:

PT/NT

PT = equals the total score obtained for each dimension of the
instrument

NT=is the number of indicators that each dimension contains

Thus, for example, if in the dimension "Institutional Philosophy" a to-
tal score of 22 points is obtained, this quantity in a continuum of 1-5,
would be equivalent to 4.4, considering that the total number of indica-
tors of that dimension is 5. Substituting with formula would be:

22/5=4.4

Once the total score in the 1-5 continuum is obtained, the minimum (1)
and maximum (5) scores achieved by each dimension will indicate an
unfavorable or favorable evaluation, respectively.

Assessment and diagnosis

The analytical reading of this assessment corresponds to five levels:
absent, insufficient, acceptable, good and optimal, which are equiva-
lent to a diagnostic assessment specified in Table 3. In said diagnostic
assessment the term "good practices" is used, the which refers to the
experience guided by guidelines that are recommended to be applied in
specific contexts that seek favorable results in the development of tasks
or processes. "Good practices have a high percentage of relevance in
the success of organizations" (Torres, Vallejo and Burbano, 2019, p. 3),
since they serve as a general framework for various situations, including
project management; and they include guidelines and standards built
from the experience of experts, with the intention of contributing and
carrying out the objectives of a project (llies, Crisan y Muresan, 2010).
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Table 3. Levels of the diagnostic assessment of identity and institutional
reputation of the content of websites of HEI

Assessment level

Point interval
obtained

Diagnosis

The content available on the website of the
HEI does not participate with good communi-
0-1 Absent cation practices that contribute to the
development and consolidation of its digital
institutional identity and reputation.

The content available on the website of the
HEI participates in a reduced way with good
11-2 Insufficient communication practices that contribute to
the development and consolidation of its
digital institutional identity and reputation.

The content available on the website of the
HEI participates in a medium way with good
Acceptable communication practices that contribute to
the development and consolidation of its
digital institutional identity and reputation.

2,1=8)

The content available on the website of the
HEI participates sufficiently with good
3.1-4 Well communication practices that contribute to
the development and consolidation of their
digital identity and reputation.

The content available on the website of the
HEI participates fully with good communica-
4.1-5 Optimum tion practices that contribute to the develop-
ment and consolidation of its digital identity
and reputation.

Source: Self-made

The results of the diagnostic evaluation of the website of the HEI are
obtained for each dimension that integrates the evaluation instrument,
with the intention of having a more specific approach by category.
However, by averaging all the scores of the dimensions, a single figure
with an overall assessment can be obtained.

Finally, it should be noted that the level of diagnostic assessment obtained
is the result of two phases. The first qualitative assessment derives from
the appraisals and annotations of the evaluator during the evaluation
exercise carried out, while the second numerical weighting is the prod-
uct of the observation and production of the evaluator's data recorded
in the evaluation instrument and supported by the content of the ta-
bles. 2 and 3.
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& Conclusions

It is important to note that the work presented is framed as a priority in
explaining its conceptual development and instruments for its applica-
tion, so its application to specific cases is considered for future improve-
ment and validity work.

The contents and information published on institutional websites of HEI
Intangible elements of identity communication and digital institutional
reputation result. Communities of interest and social (stakeholders) of
the HEI demand official information from institutional websites given
the bias of informality suggested by social networks and third parties
that make up their external image network.

The design and adaptation of the valuation model of institutional infor-
mation of web sites of HEI provides a proposal to standardize a method
and a scheme of consideration of good practices of the essential sec-
tions and contents at the level of information to achieve a significant
impact and the maintenance of the institutional identity in a solid way,
articulating the institutional visibility before the external reputation
that it generates from its public image.

The consideration of the systematic scenarios for the assessment of ins-
titutional digital identity and reputation of HEI of the proposed model
affects, mainly, evaluation indicators that consider and define categorical
areas and dimensions of specific content typologies, which are conside-
red necessary to take into account in accordance with the critical mass
of references in the field of corporate identity and institutional, as well
as in the predictive and adaptive elements of information transparency
control as a reputational reference.

The indicators considered have been screened with a system of diag-
nostic criteria and valuation weightings in order to estimate whether
the source of content and institutional information, such as the website,
complies with the principles and good information practices regarding
institutional identity management. indoors, and whether it achieves a
reputation as a pragmatic exercise in outdoor exposure. Both (identity
and reputation) have been evaluated according to the availability of these
contents at a public level, seeking to minimize and stabilize the information
gaps that polarize the interpretation of the image and the integrated
communication actions of the HEl.

The website of a HEI as a strategic identity and reputational commu-
nication tool, it needs to be seen as a substructure within the general
structure that integrates that institution; It must operate with actions
that contribute from an integrating vision to the realization of common
goals to achieve the established institutional purposes. Identity is an in-
tangible asset that is managed within a HEI, the image is the result of the
public exposure of the identity, and the binding element of both is the
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reputation, which grants values according to its correct management
in digital communication environments, when the source of origin sup-
ports the context of its marketing strategy. communication. ®
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