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IMPACT OF DIGITALIZATION ON EDUCATIONAL MARKETING METHODS IN
THE ACADEMIC ENVIRONMENT
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Modern educational marketing is increasingly based on digitalization, which has become an
integral component of general social development. At the moment, there are many studies of the
theoretical nature of the relevant issues, but there are not enough empirical studies. Such a situation
determined the formulation of the article's goal, which involves the practical identification of the
features of the impact of digitalization on educational marketing methods in an academic
environment. In accordance with the author's questionnaire, education managers evaluated nine
main parameters: digitalization of management activities; digitization of educational activities;
digitization of scientific activity; conducting marketing research in the digital space; building
communication in the digital space; individualization of the educational and scientific trajectory of
the academic community; creation of academic web content; creation of advertising web content;
creating a positive image of the educational institution.

The conducted analysis revealed that in about half of the cases, the impact of digitalization on
educational marketing methods in the academic environment is lower than average. A survey of
education managers showed that digitalization primarily concerns the organization of the educational
process and communication between members of the academic community. The marketing aspects
themselves are often neglected, the management of higher education institutions underestimates the
importance of their presentation in digital format, appropriate advertising, finding out the general mood
of potential applicants, etc. Marketing strategies are used at an average level in approximately one-tenth
of higher education institutions. In particular, it is about the involvement of digitalization in the
educational process. However, the scientific component is often overlooked by education managers. Two
fifths of higher education institutions are characterized by developed educational marketing, which
develops and functions in the context of general digitalization.
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BIIAHUB IIU$POBI3AIIIl HA METOOH OCBITHBOI'O MAPKETHHI'Y B
AKAITEMIYHOMY CEPEJOBHIIII

I. A. Bep6oBchkHuii, O. B. CariToBa

CyuacHuil oceimHili mapKemuHez yce OLILULON Mipot0 6a3yemobest HA Yugposizauii, wo cmana
Hegi0 eMHOI CKIA008010 UACMUHON 302 bHO20 CYCniibHo20 pozsumky. Hamenep icHye 6azamo
docniookeHb meopemuuHoz0 XxXapakmepy 3 8i0nogidHoi npobremamurku, ane HedoCmamHsbo
emnipuuHux pospobok. Tawxum uuHom, Mmema cmammi nepedbauae NPAKMUUHE SUSBIEHHS
ocobniusocmeti 8nausy uyugposizayii Ha Mmemoou O0C8IMHLO20 MapKemuHzy 8 aKademiuHOMYy
cepedoguyi. Y 8i0nogioHocmi 00 a8MOPCbKO20 ONUMYBANbHUKA MeHeoXKepu oceimu OUIHI08ANU
0es’simb maKux OCHOBHUX NApamMempis, siK: Yugposizayis YynpasaiHcbKoi 0istibHocmi; yugposizayis
oceimHboi  OisllbHOCMI; yYugposizayiss HAYKoeoi OisiibHOCMI; NPOBEOeHHSI MAPKemuH208UX
docniokeHs Y uugposomy npocmopi; nobdyooea KOMYHIKAUI 6 Uupposomy npocmopi;
iHOugidyanizayiss oceimHboi ma Haykosoi mpaexkmopii aKademiuHoi CnitbHOMuU; CMEOPEeHHS
arKademiuHozo 8ebKOHMeHmMy; CMEOPEHHS. PEeKIaMHO20 8eOKOHMEeHMY; CMEOPEHHS. NO3UMUBHO20
IMIOIKY 0C8IMHBOZ0 3AKNA0Y.

ITpoeederuii aHaniz 8usi8us, L0 NPUOAUZHO 8 NOJIOBUHL BUNAOKI8 8NAUB YUpPOosi3auil Ha memoou
0CBIMHBLO20 MaApKemuHzy 8 aKaAOeMIUHOMY cepedosuUUl € HUXKUUM 3a cepedHiil. OnumyeaHHs
MeHeoXKepie oceimu NOKA3GJI0, WO UUDpPosi3ayis cmocyemscst nepedycim opeaHizayii oceimHv020
npouecy ma KOMYHIKAU MDK uleHamu akademiuHoi cnineHomu. BracHe mapremureosi acnexmu
HepioKo 3aUULAI0MbCs. N034 YB8A2010, KepisHUUMEB0 3aK1adie 8ULL0T 0c8imu HeOOOYIHIOE BAXKIUBICMb
ix npezenmauii 8 yugpogomy dopmami, 8i0N0GIOHOI peKNaMU, 3’SICYBAHHS 302ANbHUX HACMPOi8
nomeHyiliHux abimypienmie mowpo. IIpubnusHo e Oecsamili uacmuHi 3aKna0i8 euuoi ocgimu
MapKemuHz08l cmpamezii 3a0issHi HO cepeOHboMly pieHi. 3okpema, lidembcsi Npo 3anyueHHs
yugpposizayii 8 ocgimHoomy npoueci. Pasom i3 mum Haykosulli KOMNOHEHM HepiOKOo 3ANUULAEMBbCS
nosa yeazorw wmeHeoxepiga oceimu. [lgi n’smux 3arknadie euuoi oceimu XapaKmepusyromoucsi
PO3BUHEHUM OC8IMHIM MAPKEMUH20M, UL0 PO3BUBAEMBbCS MA (PYHKUIOHYE 8 KOHMeKCcmi 3az2a.ibHol
yugpposizayii.

Knrwouoei cnoea: ocgimHiili mapkemuHz, yugposizauis, akademiuHe cepedosuie, YynpasaiHcoka
distibHICcMb, THOUBIOYAL3ALIst 0Oc8iMmU, 8eOKOHMEeHM, LMIOXK 3aK1adie 0ceimu.

Introduction of the issue. In today's
world, digitization, which is a well-rounded
development and active use of information
and communication technologies, is
gaining more and more importance.
Naturally, this process has not bypassed
such an undeniably important field as

educational marketing. The society is
already wused to the fact that the
management paradigm is gradually

reoriented to the individual and personal
characteristics of the students of
education. Currently, an integral part of
this process is the involvement of digital
tools, methods and learning algorithms
designed to bring Ukrainian higher
education to a new level. That is why it
seems important and relevant to find out
the features of digitalization in the context
of educational marketing.

Current state of the issue. A review of
available scientific research and
publications allows us to come to the
conclusion that this problem is popular

IIocTaHOBKa mpoGAeMH. Y Cy4acHOMY
CBiTI Bce OiAbLIIOrO 3HAYEHHS HalOyBae
mudposizariis, To6To BCeOIYHMM PO3BHTOK i
aKTHBHE 3aCTOCyBaHHI indopMmartifiHo-
KOMYHIKaIliHUX TexHoaoriil. [IpupomHo, 110
el IIpollec He OMUHYB i Taky 0e33ariepedHo
BaXKAUBY cdepy, $SK OCBITHI MapKeTHHT.
CycrmiabCcTBO BXe 3BHKAO [0 TOTO, IIO

yIIpaBAiHCBHKA napagurma IIOCTYTIOBO
IIEPEOPIEHTOBYETHCS Ha IHOUBITyaAbHO-
OCOOHMCTICHI ~ XapaKTEePUCTHUKH  3000yBadiB
ocBiTn. Haremep HEBII'€MHOIO CKA3IOBOIO

YaCTHUHOIO IILOTO IIPOLIECY CTa€E 3aAydeHHS
I PoBHUX 3acobiB, METOMIB Ta aATOPHUTMIB
HaBYaHHS, 1110 TIOKAVKAaHi BHUBECTU
YKpaiHCBKYy BHUIIy OCBITY Ha HOBUM piBeHb.
Came TOMy BasKAUBUM 1 aKTyaAbHUM 3/18€THCS
3’ICyBaHHA OCOOAMBOCTEM IrmdppoBizariii B
KOHTEKCTi OCBITHBOTO MapKETHHIY.

Anaai3s OCTaHHIX  ZOCAiZIKEeHBb i
nmyOaikawiii. Posrasg HasgBHUX HAYKOBUX
JOCAIPKeHb 1 IyOAiKalliii [03BoAsIE MiHTH
BUCHOBKY TIIPO TIIOIyASPHICTH  3asBA€HOI
npobAeMaTHKH Ta OaraToacneKTHICTh i
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and has numerous of aspects of
considering it. As a result of the analysis, a
list of separate subtopics was created,
which in one way or another, highlights the
features of modern educational marketing

and digitalization in the educational
environment: 1) functions  of  digital
transformation of education
(M. Zatserkivna [1]); 2) educational

marketing in the conditions of Russian
military aggression (M. Zatserkivna [1]);
3) effective  strategies of educational
marketing (M. Zatserkivna [1]); 4) stages of
digitalization of the educational process

(N.V. Manoilenko [4], O.P. Pinchuk [10]);
5) basic  digital technologies in the
educational  process (T. Pavlysh [5],

V. Khudaverdieva [9]); 6) methods of using
digital learning tools (S.V. Leonov [8],
N.V. Manoilenko [4], V. Khudaverdieva [9]);
7) the main tasks of digitalization of
education (S.V. Leonov (8],
N.V. Manoilenko [4]); 8) the main directions
of digitization of education (O.I. Kutsos [2],
V. Khudaverdieva [9]); 9) functions of
educational marketing (Z.V. Ryabova [7]);
10) transformation of educational
marketing concepts (S.V.Leonov [8],
Z.V. Ryabova [7]); 11)key features of
innovative types of educational marketing
(Z.V. Ryabova  [7]);  12)algorithm  for
introducing innovative types of educational
marketing (Z.V. Ryabova [7]);
13) psychological aspects of digitalization of
education (L.Y. Petryshyn [6]);
14) advantages of digitalization of
education (I.V. Kucherak [3]), etc. This list
is not final and can be supplemented in the
process of further digitalization
implementation in educational marketing.
Outlin of unresolved issues brought
up in the article. Despite a fairly large
number of publications devoted to various
aspects of digitalization in the context of
the academic environment, there are
actually no empirical studies of this issue.
In most cases, we are talking about
classifications or a simple list of directions,
types, means, and methods of
digitalization. At the same time, in order to
create a complete picture of the
digitalization impact on management
processes in education, not only theoretical
constructions are needed, but also the

po3rasany. BHacaimok IIpoBeneHOro aHaaily
OyB CTBOpEHU MEepeAiK OKPEMHX IIiTeM, III0
TaK YH IHAKIIE BHUCBITAIOIOTH OCOOAMBOCTI
Cy4aCHOTO  OCBITHBOIO  MAapKeTHHIy Ta
mudpoBizarii B OCBITHBOMY CEPEIOBHILI:
1) pyukii mudpoBoi Tpancgopmarlii ocBiTH
(M. 3auepkiBHa [1]); 2) ocBiTHi}I MapKEeTUHT B
yMOBax pOCiiicbKOi BOEHHOI arpecii
(M. 3auepkisnaa [1]); 3) ecbekTuBHi cTparerii
ocBiTHEOTO MapkeTuHry (M. 3amepkiBHa [1]);
4) eranmu  1IMPPOBi3aLil OCBITHROTO ITPOILIECY
(H.B. Manotiaerko [4], O.IL ITlimuyk [10]);
S) ocHOBHI ITU(POBI TEXHOAOTII B OCBITHHOMY
npoueci (T. [TaBaum [5], B. XymaBepmieBa
[9]); 6) cmocobu 3acTocyBaHHS ITU(PPOBHUX
3acobiB ~ HaBYaHHS (C.B. AeoHoB [8],
H.B. Manotiresko [4], B. XynasepnieBa [9]);
7) ocHOBHi 3amadi I1mdpoBisallii OCBITH
(C.B. AconoB [8], H.B. Manoiiaerko [4]);
8) ocHOBHiI HampaMu nUdpoOBi3allii OCBiTH
(O Kymmoc  [2], B.XynasepmieBa [9]);
9) dyHKIIil OCBITHBOTO MapKETHUHTY
(3.B. Patosa [7]); 10) Tpancdopmariia
KOHIIETIITiH OCBIiTHBOI'O MapKETHHIY
(C.B. AeonOB [8], 3.B. Paboa [7]);
11) xkarouoBi pucu iHHOBAliMHUX BUIIB
ocBiTHROTO MapketuHry (3.B. Pabosa [7]);
12) aaropuTM 3amTpOBaPKEHHS IHHOBAIlIHHUX
BUIIB OCBiTHROro MapketruHry (3.B. Psa6osa
[7]); 13) mcuxoaoriyHi acrekTu ImgopoBisariii
ocBitu (AWM. Ilerpummun [6]); 14) mepesaru
udposizartii ocBitu (I.B. Kydepax [3]) Toro.
Hauufl 1iepeaik He € BHUHYEPHHHUM 1 MOXKe
JOTIOBHIOBATUCS B IIPOLIECI IIOJAABIIOTO
BIOPOBa/KeHHsST IMQpoBi3allii B OCBITHIH
MapKETHHT.

BunineHHss  HeBHpIlleHHX  paHile
YacCTHH 3araAbHOI HpobAeMH, SIKHM
IPHCBAYYETHCA cTaTTA. Hespaxkarouu Ha
JOCUTH BEAHKY KIABKICTBL IIyOaikarii,
IIPHUCBAYEHUX PiZHUM acrekTam
nudpoBizaiii B KOHTEKCTI aKaJIeMigHOTrO
cepeloBHUINA, HaTelnep (PaKTUYHO BiACYTHI
EMIIipUYHI JOOCAII>KEHHA 3a3Ha4€eHO1
npobaeMaTUKH. Y  OiABIIOCTI BHNOAIKIB
imeTbca mTpo Kaacudikamii uu nmpoctuit
IepeAik HanpsaMiB, BUIIB, 3ac00iB, METOIB
nudporizartii. Pazom i3 TUM 1A CTBOpPEHHS
IIOBHOITiHHOI KapTHUHU BIIAUBY
nudpoBizanii Ha yIpaBAIHCBKI ITPOLIECH B

OCBiTI HeOOXigHI He AHIIEe TEOPEeTHYHI
KOHCTPYKIlii, aae ¥ aHaai3 eMIIipu4IHOIro
Martepiaay. Buiieckaszane JO3BOASIE

chOPMYAIOBATH ITiAl ¥ 3aBIAaHHS CTATTI.
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analysis of empirical material. The
mentioned above allows us to formulate the
goals and objectives of this article.

Aim of research is to identify the

specifics of digitalization impact on
educational marketing methods in an
academic environment. For this, the

following tasks are to be solved:
1) the elaboration of a questionnaire to

find out the current trends in the
digitalization of the educational
environment, the transformation  of

educational marketing methods under the
influence of digitalization, and the methods
of educational marketing in the digital
environment;

2) forming a list of 50 education
managers of higher education institutions
(HEISs) of Ukraine;

3) collection of the self-survey results of
education managers using Google forms;

4) mathematical calculation of the
obtained results;

5) formation and characteristics of
clusters depending on the level of
digitalization influence on educational
marketing methods in the academic
environment;

6) development of recommendations on
the use of digital tools for the educational
services promotion.

All statistical calculations (arithmetic
average, cluster analysis) have been
performed using Statistica 10.0.

Results and discussion. The

preparation of the empirical study was
based on the recognition of the fact that
"the main task of marketing in education is
to introduce such a mechanism into the
management system of an educational
institution that ensures the institution's
competitiveness and contributes to the
creation of its positive reputation" [7: 6].
Taking into account the peculiarities of the
current socio-political situation in Ukraine,
we can agree that "in the conditions of
Russian aggression most higher
educational institutions were forced to
work in remote (online) or mixed formats.
Therefore, electronic tools and distance
learning platforms play an important role
in the educational process, forcing
educational institutions and scientific and
pedagogical workers to adapt to today's

Mera ctarTi — BHIBHUTH 0COOAMBOCTI
BIIAUBY udposizarii Ha METOAX
OCBITHBOI'O MAapPKETUHTY B aKaJleMiYHOMY
cepenoBHIL]. [IAd IIPOTO BUPIIIYIOTHCS TaKi
3aBIaHHS:

1) po3pobA€HHS  ONUTYBaAbHHUKA  [OAS
3’dcyBaHHd Cy4aCHHX TEeHIEHITi
nudposizallii  OCBITHBOIO  CEpPENOBHIINA,
TpaHcdopMartii METO/iB OCBITHBOT'O

MapKeTHHTY Il BIIAUBOM IIM(poBi3allii Ta
METOMiB OCBITHBOT'O MapKeTUHTY B
nHU(PPOBOMY CEpPeaOBHIII;

2) popmyBaHHsa BUOIipKH y KiapKocTi S50
MEHE/KEPIB OCBITH 3aKAaiB BUINOI OCBITHU
(3BO) Ykpainn;

3) 30ip pe3yAbTaTiB CaMOOIHUTYBaHHS
MEHEIKEPIB OCBITH 3a [OOIIOMOTOIO0 TIYTA-
chopm;

4) maTeMaTUYHUH
OTPUMAaHUX PE3YABTATIB;

5) hopmyBaHHS Ta  XapaKTEPUCTHUKA
KAAQCTEPIB y 3aAE€XKHOCTI Bifl piBHA BIIAUBY
nudposizanii Ha  MeETOOAM  OCBITHBOTO
MapKeTHHIY B aKaJeMiYHOMY CEPEOBHILL;

0) po3pobAEHHA PpPEeKOMEHAAalli#l  IIoao0
BUKOPHUCTAHHS IUQPPOBUX IHCTPYMEHTIB
[AS TIPOCYBaHHSY OCBITHIX IIOCAVT.

Yei CTaTUCTHYHI PO3paxyHKHU
(apudpmernune cepenHe, KAACTepHUMN
aHaAi3) BUKOHAHO 3a 0IIOMOIOI0 ITporpamMu
Statistica 10.0.

Buxaan, OCHOBHOTO MaTepiaay.
[linroTOBKa  €MITIpUYHOIO  JOCAIKEHHS
basyBasacd Ha BH3HAHHI TOro (axkry, IO
"OCHOBHUM 3aBAAaHHAM MAapKETHHTY B
OCBIiTi € BBEIEHHSI B CHCTEMY YIIPaBAiHHS

HigpaxyHOK

3aKAaIOM OCBITH TaKOr0 MeXaHi3My, III0
3abe3redye KOHKYPEHTOCIIPOMOXKHICTD
3aKAay Ta CIPULE CTBOPEHHIO HOTo

IO3UTHUBHOI permyTarliii' [7: 6]|. YpaxoByrouu
0COOAMBOCTI Cy4JacHOI COIiaAbHO-TIOAITHYIHOL
cutyalii B YKpaiHi, MOXKHa IIOrOAUTHCH 3
THM, II0 "B yMoOBax poOCiHcBKOI arpecii
OIABIIIICTH 3aKAaiB BHIIOI OCBiTH OyAmn
3MyLIEHI MHOpalioBaTH B [JUCTAHIIHHOMY
(oHAattH) abo 3mimranomy gopmarax. Tomy
€AeKTPOHHiI IHCTPYMEHTH Ta NnAaT(OpMHU
OUCTAaHIIIHHOIo HaBYaHHYI BimirparmoTb
Ba*XAUBY POAb B OCBITHBOMY IIPOLIECI,
3MYILIYIOTh IIPHAAQIIITOBYBATHUCHA 3aKAalaM
OCBITH " HayKOBO-IIeJarOTiYHUM
IpaliBHUKaM [0 BHMOI CBhOTOAEHHH" [5:
107]. TakuMm ymHOM, "IM(ppoBi3allig OoCBiTH
Ta MapKeTHHroBi crTpaterii 3BO MaroTh
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requirements" [5: 107]. Thus, "digitalization
of education and marketing strategies of
higher education institutions should be
"oriented to increase the availability and
quality of educational services, enhance
trust in higher education institutions and
its reputation, as well as take into account
changes in demand for various types of
"education" [1: 45].

The  questionnaire for  education
managers contains nine evaluated
parameters, which are grouped into three
main areas.

Modern trends in digitalization of the
educational environment are characterized
by the following parameters:

1) digitization of management activities;

2) digitalization of educational activities;

3) digitization of scientific activity.

The transformation of educational
marketing under the influence of
digitalization includes such parameters as:

1) conducting marketing research in the
digital space;

2) building communication in the digital
space;

3) individualization of the educational
and scientific trajectory of the academic
community.

Educational marketing methods in the
digital environment are evaluated through
the following parameters:

1) creation of academic web content;

2) creation of advertising web content;

3) creation of a positive image of the
educational institution.

Education managers had to evaluate
each of the selected parameters on a three-
point scale, where 1 means a low level of
severity, 2 — a medium, and 3 — a high one.

The study revealed that the current
trends in digitalization of the educational
environment are characterized as follows:

1) 28% of education managers
demonstrated a low level for the parameter
"digitalization of management activities", an
average level — 48%, a high level — 24%;

2) as for the parameter "digitalization of
educational activities" 16% of respondents
showed a low level, 48% displayed an
average level, and 36% showed a high level;

3) concerning the parameter
"digitalization of scientific activity", 34% of
respondents indicated a low level, 48% — an

Oyt  "3opieHTOBaHI Ha  30iABLIEHHS
JOOCTYIIHOCTI Ta dKOCTiI OCBITHIX IIOCAVT,
miaBuIleHHsa goBipu go 3BO Ta #oro
pemnyTaillii, a TakoX Ha BpaxyBaHHS 3MiHH
nonuTy Ha pisHi Buau "oceitu" [1: 43].
OnuTyBaAbHUK [ASI MEHEIXKEpPiB OCBITU
MIiCTUTBh [EB’SITH OI[HIOBAHUX IIapaMeTpiB,

dKi TpPyHnyloOThCSI 3a TPbOMa OCHOBHUMH
HampsgMaMHU.
CyuacHi meHOeHUl uugpposizayii

0C8IMHBL020 cepedosuLa XapaKTePU3YIOThCI
TaKUMH IIapaMeTpaMH:

1) nudposizariis
JSIABHOCTI;

2) nudposizallisg OCBITHBOI AiTABHOCTI;

3) nudpoBizalliss HayKOBOi AiIABHOCTI.

TpaHcgopmayiss 0c8IMHBLO20 MapKemuHay
nio enaueom uyugposizayii BKAIOYAE TakKi
rnapameTpH, gK:

1) mpoBeneHHS MapKEeTHHTOBUX
JOCAIIZKEHb y U POBOMY IIPOCTOPI;

2) mobynoBa KOMYHiKallil B IIH(POBOMY
IIpOCTOpi;

yIIpaBAiHCBKOI

3) inouBinyaasizaltia OCBITHBOI Ta
HayKOBOi TpaeKkTopii akaJeMigHOi
CITIABHOTH.

Memoou ocg8imHb020 MapKemuHzy 8

uugposomy cepedosui OLiHIOIOTHCS Yepe3
TaKi mapamMeTpu:
1) ctBopenHHA
BEOKOHTEHTY;
2) CTBOPEHHSI PEKAAMHOTO BEOKOHTEHTY;

aKaaeMIigHOTO

3) cTBOpEHHS TIO3UTHUBHOTO IMifKY
OCBITHBOTO 3aKAQY.
MeHemkepu  OCBITM MaAW  OILIHUTHU

KOXHHH 13 BHUIOIA€HUX IIapaMeTpiB 3a
TpubaABHOIO IIIKAAOIO, ne 1 o3Hadae
HU3BKHH  piBeHb BHUpPaXKEHOCTi, 2 -
cepenHiii, 3 — BUCOKUH.

JocaimkeHHs BHYIBHAO, III0 CydYacHI
TeHAEHITii mudposizartii OCBITHBOTO
CEPEIOBHUILIA  XapPaKTEPHU3YIOTBCSI  TaKHUM
YHUHOM:

1) 3a napaMeTpoM "1 posizaltisa
YIIPaBAIHCBKOI MiIABHOCTL" HU3BKHH pPiBEHb
BUPaXKE€HOCTI  IIpomeMoHcTpyBasun  28%
MEHeKEPIB OCBITH, cepeaHill piBeHb -
48%, Bucokuii — 24%;

2) 3a napaMeTpoM "1 posizaltisa
OCBITHBOI  [OiIABHOCTI" HH3BKUU piBEHb
nokazaau 16% pecHoHAEeHTIB, CepeaHii
piBeHE — 48%, Bucokuil — 36%;

3) 3a napaMeTpoM "1 posizaltisa
HayKOBOi MiJABHOCTI' HU3BKUH piBEeHb
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average level, and 18% are at a high level
(Fig. 1).

3a3Ha4urAu 34% onuTaHUX, cepeHill piBeHb
— 48%, Bucokuti — 18% (puc. 1).
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Fig. 1. Current trends of digitization educational environment

Source: authors'
The transformation of educational
marketing under the influence of
digitalization is defined as follows:

1) in accordance to the parameter
"conducting marketing research in the
digital space" 28% of education managers
marked a low level, an average level — 60%,
a high level — 12%;

2)as for the parameter '"building
communication in the digital space" 16% of
respondents showed a low level, an average
level — 35%, a high level — 48%;

3) according to the parameter
"individualization of the educational and
scientific trajectory of the academic
community” 22% of respondents chose a
low level, 48% chose an average level, and
30% made for a high level (Fig. 2).

The methods of educational marketing in
the digital environment are characterized
as follows:

1) according to the parameter "creation
of academic web content" 40% of education
managers showed a low level, average —
36%, high — 24%;

2) 22% of respondents indicated a low
level for the parameter ‘"creation of
advertising web content", average — 54%,
high — 24%;

own development

Tpaucdopmallia OCBiTHBOTO MAapPKETHUHTY
i BIAWBOM IMdpoBizallii BHU3HAYaAETHCH
TaKUM YHUHOM:

1) 3a mapaMeTpoM "IIpOBEAEHHS
MapKEeTHHTOBHUX [IOCAIIZKEHb Y ITHU(PPOBOMY
npoctopi” HU3BKHUH piBeHBb Ho3HA4YUAM 28%
MEHEIKEPIB OCBITH, CEpPEeAHil piBeHb
60%, Bucokuii — 12%;

2) 3a napaMeTpom "moOymoBa
KOMyHiKalii B 1ugpoBoMy mpocTopi”
HU3bKUY piBeHBb [IoKa3aAu 16%
PECIIOHAEHTIB, cepenHi¥ piBeHb — 35%,
BUCOKUH — 48%;

3) 3a mapamerpoMm "iHAUBigyaaizailig
OCBITHBOI Ta HayKOBOi TpaeKkTopii

akageMidyHOi CIIABHOTH' HH3BKUU piBeHb
BuOpaau 22% omnuTaHUX, CEpeaHill piBeHb —
48%, Bucokuit — 30% (puc. 2).

MeTogu  OCBITHBOIO MapKeTHHIY B
nudpoBOMY CepeIOBUILI
XapaKTEePHU3YIOThCS TaKUM YHHOM:

1) 3a apaMeTpoM "CTBOPEHHS
aKaaeMIigYHOIO BEOKOHTEHTY" HHU3bKUH
piBeHb mokaszaau 40% MeHeIKepiB OCBITH,
cepenHiit — 36%, Bucokuii — 24%;

2) 3a mapaMeTpoM "CTBOpPEHHSH
peKAaMHOIo BEOKOHTEHTY' HU3BKHU piBEHb
no3HauuAu 22% pecloHOeHTIB, cepenHii —
54%, Bucoruii — 24%;
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3) according to the parameter "creating a 3) 3a mapaMeTpom "CTBOpPEHHS
positive image of the educational | mo3uTUBHOTO iMiZXKY OCBITHBOIO 3aKAaIY"
institution”, 22% of respondents showed a | HU3pKUii piBeHb nOpomeMoHCTpyBasu 22%
low level, 48% showed an average level, | omuranux, cepenHiit — 48%, Bucokuii — 30%
and 30% showed a high level (Fig. 3). (puc. 3).

35

Mumber of education managers

1 2 3
Severity levels

Il Conducting marketing research in the digital space
[F_J Building communication in the digital space
[ Individualization of the educational and scientific trajectory of the academic community

Fig. 2. Transformation of educational marketing
under the influence of digitalization
Source: authors' own development

Mumber of education managers

1 2 3

Severity levels
Il Creating academic web content
[F_.J Creating advertising web content
[%<.] Creating a positive image of the educational institution
Fig. 3. Methods of educational marketing in a digital environment
Source: authors' own development

The calculation of the arithmetic O0uncaeHHSA apuPMeTHIHOTO
average revealed that the parameter | cepefHBOTO BHABHAO, III0 HAHUBUIIUH
"building communication in the digital | mokasank wMae mnapamerp 'mobymoBa
space" (2.32) has the highest indicator, | komyHikamii B i poBomy mrpocropi” (2,32),
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the parameters "digitalization of scientific
activity" (1.84), "conducting marketing
research in the digital space" (1.84) have
the lowest and "creating academic web
content" (1.84). The parameters
"digitalization of management activity"
(1.96), ‘'creation of advertising web
content” (2.02), "individualization of the
educational and scientific trajectory of the
academic community" (2.08), "creation
positive image of the educational
institution" (2.08) and "digitalization of
educational activity" (2.2). In general, the
severity of all considered parameters
tends to the average level.

For a clearer understanding of the
specifics of the impact of digitalization on
educational marketing methods in the
academic environment, a cluster analysis
has been performed (Table 1, Fig. 4).

HaWHIKYUE — HOapaMerpu 'HudpoBizallia
HaykoBoi gisgapHOcTi" (1,84), "mpoBeneHHS
MapKEeTHHTOBUX MNOCAIIKEHb Y IHU(PPOBOMY
npocTopi” (1,84) Ta "CTBOpPEHHSI
akameMmiyHoro BeOkoHTeHTY' (1,84). Mix
KpaliHIMH I[O3Ha4YKaMHU 3a IIOKa3HUKaMH
Big MeHHIOro A0 GiABIIIOTO PO3TAIlIOBYIOTHCS
napaMeTpu "nmdpoBizallid ynpaBAiHCHKOL
OigapHOCTL" (1,96), "CTBOPEHHS PEKAAMHOTO
BeOkKoHTeHTY' (2,02), "iHguBimyaasizariis
OCBITHBOI Ta HayKOBOi TpaekTopii
akageMiuHoi crmiabHOTH" (2,08), "cTBOpEHHS
IIO3UTUBHOIO IMifIZKy OCBITHBOTO 3aKAQIY»
(2,08) Ta "1udposizaltisa OCBITHBOI
AigapHOCTI" (2,2). 3arasoM, BHPaXKEHICThb
yCiX PO3TAGHYTHX IIapaMeTpiB TaXKi€ 10
CepenHbOrO PiBHS.

JAVN: | OiabII YiTKOTO PO3yMiHHH
0COOAMBOCTEH BIAWBY ILudpoBizamii Ha
MeTOaU OCBITHBOTO MapKETHUHTY B

aKaaeMiYHOMY CEepenoBHILL OyB 3A4iHCHEeHUH
KAAQCTEPHHUY aHaAi3 (taba. 1, puc. 4).

Table 1
Average values of clusters by levels of digitalization influence
on methods of educational marketing in an academic environment
Parameters Cluster 1 Cluster 2 Cluster 3
digitization of ~management 1,416667 2,500000 2,450000
activities
digitalization ~of = educational 1,666667 2,500000 2,750000
activities
digitization of scientific activity 1,541667 1,000000 2,450000
conducting _ marketing 1,416667 2,000000 2,300000
research in the digital space
building communication in the 1,666667 3,000000 2,900000
digital space
individualization of the
educational ~and  scientific 1,666667 1,500000 2,750000
trajectory of the academic
community
creation  of ~academic web 1,416667 1,000000 2,600000
content
creation of advertising web 1,541667 2,000000 2,600000
content
creation of a positive image of 1,541667 2,500000 2,600000
the educational institution

Source: authors' own development
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Fig. 4. Average values of clusters by levels of digitization impact on educational
methods marketing in an academic environment
Source: authors' own development

The first cluster comprises of 48% of
education managers (table 2). The study
showed that in their educational
institutions the level of digitization of
educational activities, construction of
communication in the digital space and
individualization of the educational and
scientific trajectory of the academic
community is approximately average. At
the same time, the general indicators of
digitalization of managerial and scientific
activities, conducting marketing research
in the digital space, creating academic and
advertising web content, as well as creating
a positive image of an educational
institution are low. Thus, in the first
cluster, the impact of digitalization on
educational marketing methods in the
academic environment has a level that is
lower than average.

[Teprmii KAQCTEP BKAIOYAE 48%
MeHeKepiB ocBiTH (Taba. 2). JocaimkeHHS
IIoKazaao, II0 B IXHIX 3akaagax OCBITH
npubAM3HO cepenHilt piBeHb IudpoBizarlii
OCBITHBOI JIIIABHOCTI, 100y 10BH
KOMyHiKalii B nIHQPPOBOMY HOPOCTOpPi Ta
iHOUBiAyaaizallii OCBiITHBOI Ta HAayKOBOI
TpaekTopii akameMidHOi CIiABHOTH. Pasom
i3 TUM 3arasbHi ITOKA3HUKH I poBizarii

YIIPaBAIHCBKOI Ta HAaYKOBOi OisIABHOCTI,
IIPOBEAECHHS MapKETHHTOBHUX HNOCAIIXKEHb Yy
HHU(PPOBOMY IIpoCTOpi, CTBOPEHHH

aKaIeMiYHOIO Ta PEKAAMHOTO BEOKOHTEHTY,
a TakKoOX CTBOPEHHH IIO3UTHUBHOIO iMIiIXKy
OCBITHBOTO 3aKAaQy € HHU3BKUMU. TakuM
YUHOM, V IEpIIOMYy KAacTepi BIAUB
mudpoBizamii Ha  METOOHM  OCBITHBOTO
MapKETUHTY B aKaJAeMidYHOMY CepeIOBUILI
Mae€ piBeHb, 110 HUKYUY 3a CepeHili.

Table 2
Descriptive statistics for the first cluster
Standard . .
Parameters Average e 4 Dispersion

deviation
digitization of management activities 1,416667 0,503610 0,253623
digitalization of educational activities 1,666667 0,481543 0,231884
digitization of scientific activity 1,541667 0,508977 0,259058
condggtmg marketing research in 1,416667 0,503610 0,253623
the digital space
building communication in  the | o567 0,481543 0,231884
digital space
individualization of the educational
and scientific trajectory of the 1,666667 0,481543 0,231884
academic community
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Parameters Average Stafld?rd Dispersion
deviation
creation of academic web content 1,416667 0,503610 0,253623
creation of advertising web content 1,541667 0,508977 0,259058
creation of a positive image of the | 54,67 0,508977 0,259058
educational institution
Source: authors' own development
The second cluster includes 12% of Hpyrutt KAQCTEp OXOTIAIOE 12%
education managers (Table 3). In this | MeHemKepiB ocBiTH (Taba. 3). Y maniil rpymi

group, the levels of digitization of scientific
activities and the creation of academic web
content are low, as well as a rather low
level of individualization of the educational
and scientific trajectory of the academic
community. The  average level is
characterized by marketing research in the
digital space and the creation of advertising
web content. A higher than average level is
observed in the parameters characterizing

the digitalization of management and
educational activities, as well as the
creation of a positive image of the

HU3BKUMHU € piBHI IudpoBizalii HaykKoBoi

[IIABHOCTI Ta CTBOPEHHSI aKaOeMidHOTO
BEOKOHTEHTY, a TaKOX [OCHTb HU3BKUH
piBeHb IHAUBIiAyaaizalii OCBiTHBOI Ta
HayKOBOi TpaeKTopii akaaeMigHoi
CITIABHOTH. CepenHim piBHEM
XapaKTEePHU3YIOThCS IIPOBEAECHHS

MapKEeTHHTOBHUX [IOCAIIZKEHb Y ITHU(PPOBOMY
IIPOCTOPi Ta  CTBOPEHHS  PEKAAMHOTIO
BeOKOHTeHTY. PiBeHb BumMH 3a cepenHiit
CIIOCTEpiraeTbcsad 3a IapaMeTpamu, o
XapaKTepPHU3yIOTh mudpoBizariiro
YIIPaBAIHCHKOI Ta OCBITHBOI MiIABHOCTi, a

educational institution. A high level of | TakoX CTBOpeHHS IIO3UTUBHOIO IMIiIKYy
expressiveness was recorded for the | ocBitHROrOo 3akaamy. Bucoku#i piBeHb
parameter of building communication in | BupaxkeHocTi 3adiKcoBaHO 3a IapaMeTpoM
the digital space. Thus, in the second | mobymoBum KoMmyHiKailii B 1mu@POBOMY
cluster, the impact of digitalization on | mpocropi. Tarkum YHHOM, y JOPyromy
educational marketing methods in the | kaacTepi BmamB nudposizamnii Ha Mmeroau
academic environment is generally | ocCBITHROIO MAapKeTHHIY B aKaAeMidHOMY
medium. CEpEeNOBHIL 3araA0M Ma€ CepeaHil piBeHb.
Table 3
Descriptive statistics for the second cluster
Parameters Average Stafld?rd Dispersion
deviation

digitization of management activities 2,500000 0,547723 0,300000

digitalization of educational activities 2,500000 0,547723 0,300000

digitization of scientific activity 1,000000 0,000000 0,000000

c_or;ductmg marketing research in the 2,000000 0,000000 0,000000

digital space

:lglal(l:c;mg communication in the digital 3,000000 0,000000 0,000000

individualization of the educational and

scientific trajectory of the academic 1,500000 0,547723 0,300000

community

creation of academic web content 1,000000 0,000000 0,000000

creation of advertising web content 2,000000 0,000000 0,000000

creatlo.n of' a .pOS.ltIVC image of the 2,500000 0,547723 0,300000

educational institution

Source: authors' own development
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The third cluster involves 40% of
education managers (table 4). The study
demonstrated that the levels of the
indicators are high in terms of the
parameters of building communication in
the digital space, digitalization of
educational  activities, as well as
individualization of the educational and
scientific trajectory of the academic
community. The indicators of the
parameters characterizing the digitization
of management and scientific activities,
conducting marketing research in the
digital space, creating academic and
advertising web content, as well as creating
a positive image of an educational
institution have a higher than average
level. Thus, in the third cluster, the impact

Tperitt KAaCTep o0’emHy€E 40%
MeHeKEPIB OCBiTH (Taba. 4). [JocaiakeHHS
IIPOAEMOHCTPYBaao, IO 3a I[IapaMeTpaMH

nobymoBH  KOMyHiKallii B 1upPOBOMY
IpocTopi, mudposizartii OCBITHBOI
OIIABHOCTiI, a TaKOoX iHAWBigyaaizarii
OCBITHBOI Ta HayKOBOi TpaeKkTopii

aKaJeMidHOi CHIABHOTH PiBHI BHPazKE€HOCTI
IIOKAa3HUKIB € BUCOKHMMHU. PiBeHb BHIIIUH 34
cepenHii MAalOTh IIOKA3HUKH IlapaMeTpiB,
110 XapaKTepPU3yITh mudpoBizariiro
YIIPaBAIHCBKOI Ta HAYKOBOi OisIABHOCTI,
IIPOBENECHHS MapKETHHIOBUX HNOCAIIXKEHB Yy
udpoBOMY IIPOCTOPi, CTBOPEHHH
aKaIeMidYHOIO i pEKAAMHOT'0 BEOKOHTEHTY, a
TAKOXK CTBOPEHHHI II0O3UTHUBHOIO iMIiKY
OCBITHBOI'O 3aKAaay. TakuM YHHOM, Y
TPEeTbOMYy KAacTepi BIIAUB IHdpoBizalii Ha

of digitalization on educational marketing | meTonu OCBITHBOT'O MapKeTHUHTY B
methods in the academic environment has | akageMiyHOMYy CepemoBHIII Mae€ pPiBEHb
a higher than average level. BUIIUH 32 CepenHii.
Table 4
Descriptive statistics for the third cluster
Standard . .
Parameters Average deviati Dispersion
eviation
digitization of management activities 2,450000 0,510418 0,260526
digitalization of educational activities 2,750000 0,444262 0,197368
digitization of scientific activity 2,450000 0,510418 0,260526
qopductmg marketing research in the 2,300000 0,470162 0221053
digital space
;:);alic;mg communication in the digital 2,900000 0,307794 0,094737
individualization of the educational and
scientific trajectory of the academic 2,750000 0,444262 0,197368
community
creation of academic web content 2,600000 0,502625 0,252632
creation of advertising web content 2,600000 0,502625 0,252632
creatlo.n of. a po§1tlve image of the 2,600000 0,502625 0,252632
educational institution

Source: authors' own development

The conducted analysis revealed that in
almost half of the cases the impact of
digitalization on educational marketing
methods in the academic environment is

lower than average. The survey of
education managers showed that
digitalization  primarily concerns the

organization of the educational process and
communication between members of the

academic community. The marketing
aspects themselves are often overlooked,
the management of higher education

institutions underestimates the importance

[TpoBeneHuit aHaai3 BUIBUB, 110 Matixke
B ITOAOBWHI BHUNAAKIB BIIAUB IU@pPOBi3artii
Ha METOAU OCBITHBOTO MAapKETUHTY B
aKaJeMidHOMY CEPEIOBHII € HIXYUM 3a
cepenHiti. OnIMTyBaHHS MEHE/IXKEPIiB OCBITH
IOKa3aA0, 10 MOH(POBI3allid CTOCYETHCS
IIepeayciM opraHizallii OCBITHBOIO IIPOLIECY
Ta KOMYHIKaIlii MiXK YAeHaMHU akKaleMidHOi
crriaAbHOTU. BaacHe MapKeTHHIOBI acleKTH
HEPIOKO  3aAWIIAIOTBCS II03a  yBaroio,
KepiBHUIITBO 3BO HeOO0OIliHIOE BazKAUBICTH
ix mpeseHTralii B 1udpoBoMy ¢opMari,
BLAIIOBIIHOI pekaamu, 3’dCyBaHHSA
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of their digital presentation format,
appropriate advertising, finding out the
general mood of potential applicants, etc.
Marketing strategies are used at an average
level in approximately one-tenth of higher
education institutions. In particular, it is
about the involvement of digitalization in
the educational process. However, the
scientific component is often overlooked by
education managers. Finally, two fifths of
higher education institutions are
characterized by developed educational
marketing, which improves and functions
in the context of general digitalization.

The obtained empirical results allow us
to formulate the recommendations for the
use of digital tools for the promotion of
educational services. First, educational
marketing should not only address narrow
issues related to ensuring the functioning
of the educational process but also focus
on scientific issues. Representation of the
institution of higher education, including
as a scientific center, will significantly
strengthen its position. Secondly,
educational marketing should be based on
the results of the analysis of the target
audience by involving information and
communication technologies. Surveys of
potential applicants to identify their
professional preferences and interests will
be useful for this. Thirdly, an important
direction of educational marketing is the
creation of a positive image of an
educational institution. This is a complex
problem, which includes the creation of

adequate  advertising of educational
services, the development of original
educational, methodical and scientific

content, as well as the establishment of

relations with the world academic
community.

Conclusions and research
perspectives. The analysis of available

scientific sources revealed that the issue of
educational marketing in the context of
digitalization is very relevant. Currently,
there are many developments of a
theoretical nature, but empirical studies
are much less. According to the author's
approach, the impact of digitalization on
educational marketing methods in the
academic environment can be measured by
finding out the current trends in

3araAbHUX HACTPOiB HOTEeHIIIHHNX
abiTypieHTiB ToIIo. IIpubAM3HO B mecdrtii
YacTHHI 3aKAaIiB BUIIIO1 OCBITH
MapKeTUHIOBI cTparerii 3amigHi Ha
cepenqHbOMY piBHiI. 30Kpema, HAeThCd IIPO
3aAydeHHs LUdpoBizalii B OCBITHBOMY
nponeci. Pazom i3 THM  HayKoBHH
KOMIIOHEHT HEPIZKO 3aAHIIaEeThbcd I103a
yBaroro MeHemKepiB ocBiTU. Hapemti, aBi
II’aTUX 3aKAa/iB BHIIO1 OCBiTH
XapaKTEePU3YIOThCS PO3BUHEHHUM OCBiTHIM
MapKeTHHIOM, 10 PO3BUBAETHCI  Ta
dyHKITIOHYy€E B KOHTEKCTI 3araAbHOI
nudposizarii.

Orpumasi eMITipUYHi pe3yAbTaTH
O3BOASIIOTE C(POPMYAIOBATH PEKOMeHaAllii
11010 BUKOPUCTaHHI U POBUX
IHCTPYMEHTIB [Ad IIPOCYyBaHHSI OCBITHIX
nocayr. Ilo-mepiiie, oOCBITHiIEE MapKeTHHT
Ma€ CTOCYyBaTHCS HE TIABKH BY3BKHX
IUTAaHb, IIOB’d3aHUX i3 3abe3ledeHHdM
yHKITIOHYyBaHHSI OCBITHBOI'O IIPOIIECY, aAe
178 KOHIIEHTPYBaTHCS Ha HayKOBUX
nuTaHHaX. [IpeacraBaeHHA 3akaaay BUIOL
OCBITH B TOMY YUCAlI 9K HAyKOBOIO LEHTPY
3HA4YHO MiACUAUTE ¥oro mo3uiiii. [lo-apyre,
OCBITHIH MapKeTUHI Ma€ I'PyHTyBaTHCS Ha
pe3yabTaTax aHaAi3y IiAbOBOI ayaguTopii
IIAIXOM 3aAy4€HHA indopmariiino-
KOMYHIKAIlIHHUX TeXHOoAOTi#i. [as 11OTO
CTaHyTh y HArofi OIIUTYBaHHS IOTEHIiMHUX
abiTypieHTIB 3 METOI BUABAECHHS IXHIX
npodoeciiHnx ymoaobaHb Ta 3alliKaBAEHB.
[To-Tpere, BAXKAUBUM HAIIPSIMOM OCBITHBOTO
MapKeTHHTy € CTBOPEHHH IIO3UTHUBHOIO

IMIIEKY OCBITHBOTO 3aKAay. Le
KOMIIAGKCHa HpobaemMa, III0 BKAIOYAE
CTBOPEHHS a[eKBaTHOI peKAaMM OCBITHIX
IIOCAYT, pPoO3pobAEHHS OPHUTiHAABHOTO

HaBYaABHOI'O, METOAWYHOIO Ta HAYKOBOIO
KOHTEHTY, a TaKOXX HaAaro[KeHHH 3B’{3KiB
31 CBITOBOIO aKaJeMidHOIO CITIABHOTOIO.
BHCHOBKH 3 [OAHOTO MOOCAiMMKeHHS i
IEepCIEeKTHBH IOZAABLUIHX PO3BiZoOK.
AHani3 HagBHHX HAYKOBUX [2KEPEA BHSIBUB,
10 ITpoOA€MAaTHKa OCBITHBOTO MapKETHHIY
B KOHTeKCTi mudpoBisamii €  mgyxke
akTyasbHOI0O. Hartenep  icHye  Gararto
PO3POOOK TEOPETHUYHOr0 XapaKTepy, IIpoTe
EeMITIPUYHHUX OOCAIZKEHb HabaraTto MEHIIIE.
3rigfHO 3 AaBTOPCHKUM MiAXOI0OM BIIAUB
nudposizanii Ha  MeETOOAM  OCBITHBOIO
MapKeTHHTy B akKaJeMiYHOMY CEepeIOBHILI
MoOxKe OyTH BUMIipgHUH 3a [JOIIOMOTIOIO

198



Zhytomyr Ivan Franko State University Journal. Pedagogical Sciences. Vol. 1 (116)

Bicrux 2KumomupcoKozo 0epiagHoz0 YHigepcumemy imeHi Isara dpanka.
ITeoazoeiuni Hayku. Bun. 1 (116)

digitalization of the educational | 3’scyBaHHS Cy4yacHUX TEeHACHITIH
environment, the impact of digitalization on | udposizalii  oCBITHROIO  cepenoBUIIA,
educational marketing methods, and | BmauBy udposizarii Ha MeTOooU
educational marketing methods in the | ocBiTHROrOo  MapKeTHHIy Ta  METOZIB
digital environment. It was found that the | ocBiTHROrOo MapkeTHHTy B ITHQPOBOMY

majority of educational institutions use the
means of digital educational marketing, but
at the same time it was found that there
are still many areas that are not
sufficiently developed in this area.
Prospects for further exploration are seen
in the specification and detailing of the
methodology  of  digital educational
marketing for educational institutions of
various types.

cepenoBuIll. Byaro BusaBAeHO, 110 Oiabia
YacTHUHa OCBITHIX 3aKAaliB KOPHUCTYETHCHA
3acobaMu 11 POBOTO OCBITHBOTO
MapKeTHHTY, aA€ BOOHOYAC 3’sICOBaHO, 110 B
mii ccepi € 1me Oaratro He OOCUTH
PO3BUHEHHUX HampsMiB. [TepcriekTuBHU
IOJAABIIIMX  PO3BiIOK  ybadaroTbCcd B
KOHKpeTH3allii Ta aeraaizaiiii mMeTomoaorii
IUPOBOTO OCBITHHOI'O MAapPKETHHIY [Ad
3aKAaliB OCBITHU Pi3HUX THUIIIiB.
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