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ROLE OF SOCIAL MEDIA IN MODERNIZING EDUCATIONAL MARKETING

This research explores the transformation of the marketing landscape
in educational institutions amidst the challenges posed by the information
age. It delves into the dual aspects of mediatization-space and interaction-
highlighting the integration of distance learning technologies and interactive
tools that enhance the educational experience. The study underscores the
importance of media branding in crisis management, detailing the use of
robust websites, webinars, and social media marketing to effectively engage
target audiences. Furthermore, it addresses the necessity for internal
modernization, including the automation of management systems and the
strategic use of social media for information dissemination. Various
marketing technologies, such as viral marketing, internet marketing, CRM,
and integrated marketing communications, are discussed as pivotal in
developing a resilient marketing environment.

Keywords: educational marketing; mediatization; media branding; social
media marketing (SMM); digital transformation.

In the contemporary era, the marketing landscape is undergoing a
significant transformation, driven by rapid advancements in information
technology and the proliferation of digital media. This transformation
presents both opportunities and challenges for businesses striving to
connect with their target audiences in an increasingly complex and
fragmented media environment. As information becomes more abundant
and accessible, the way consumers interact with brands and make
purchasing decisions is evolving, necessitating new strategies and
approaches in marketing.

Education plays a pivotal role in equipping marketers with the skills
and knowledge needed to navigate this dynamic landscape. As the
industry evolves, so too must the educational frameworks and curricula
that prepare future marketing professionals. This research explores the
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intersection of marketing transformation and education, examining how
educational institutions can adapt to meet the demands of an
information-rich, rapidly changing market.

The primary objective of this study is to investigate how the
marketing landscape has transformed in response to informational
challenges and to assess the implications for marketing education. By
understanding these shifts, educators can better prepare students for the
challenges they will face in their professional careers, and businesses
can leverage these insights to develop more effective marketing
strategies.

In this research, we will review the current state of the marketing
landscape, analyze the impact of information technology, and discuss the
role of education in preparing marketers for the future. Through a
comprehensive literature review and empirical analysis, we aim to
provide actionable insights and recommendations for educators,
students, and marketing professionals alike.

Externalities reflect both positive and negative impacts, where
negative risks can be balanced by a successful marketing strategy.
However, the field of education is considered one of the most
conservative in society. It was only with the advent of the digital era and
the emergence of Web 2.0 that transformation began [6]. This process is
based on digital and network technologies, which have caused the
fastest, most radical, and large-scale changes in the economy and social
sphere, particularly in education.

In the educational sphere, the most important shift is the transition
from exclusivity, elitism, and limited forms of acquiring knowledge and
information to general accessibility and diversity of forms of interaction
among all participants in the educational process, as well as the
personalization of learning [2].

Materials and Methods. This research is based on a comprehensive
study of the modernization process of the marketing environment in the
education sector under the conditions of informational challenges. A
multidisciplinary approach was employed, which included literature
review, statistical analysis, and empirical research.

The literature review enabled the identification of key concepts and
theoretical frameworks related to the transformation of the marketing
landscape and its implications for education. Statistical analysis was
used to examine trends in education and marketing, providing
guantitative insights into the changing dynamics of the sector. Empirical
research was conducted to assess the impact of informational challenges
on the marketing environment within educational institutions. This
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involved collecting and analyzing data from various educational entities
to understand how they are adapting their marketing strategies in
response to these challenges.

By integrating these methods, the research aims to provide a
holistic understanding of how the marketing landscape in education is
evolving and how institutions can strategically navigate these changes.

In the realm of education, the concept of mediatization unfolds in
two primary directions, each pivotal in reshaping the educational
landscape amidst contemporary informational challenges. The first
direction involves the mediatization of space, marked by the integration
of novel technical and informational tools such as distance learning
technologies. These advancements not only expand educational
accessibility but also redefine traditional learning environments.

The second direction, mediatization of interaction, emphasizes the
utilization of emerging information technologies to enhance engagement
between educators and students. Tools like interactive whiteboards and
projectors facilitate dynamic and immersive learning experiences [1].
These innovations foster a more interactive and collaborative educational
environment, transcending the limitations of traditional classroom
settings.

However, amidst these informational externalities, educational
institutions face the imperative of crisis management, wherein media
branding emerges as a crucial element. Media branding entails a
strategic suite of activities aimed at promoting an educational institution
by disseminating information, not merely focusing on product or service
promotion. Key instruments of educational service media branding
include robust websites, the utilization of remote communication
technologies (e.g., webinars), and strategic marketing via social media
platforms.

By leveraging these tools effectively, educational institutions can
not only navigate the complexities posed by informational challenges but
also strengthen their presence and engagement in a digitally mediated
educational landscape.

In the realm of education, the concept of mediatization unfolds in
two primary directions, each pivotal in reshaping the educational
landscape amidst contemporary informational challenges. The first
direction involves the mediatization of space, marked by the integration
of novel technical and informational tools such as distance learning
technologies. These advancements not only expand educational
accessibility but also redefine traditional learning environments.
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The second direction, mediatization of interaction, emphasizes the
utilization of emerging information technologies to enhance engagement
between educators and students. Tools like interactive whiteboards and
projectors facilitate dynamic and immersive learning experiences [1].
These innovations foster a more interactive and collaborative educational
environment, transcending the limitations of traditional classroom
settings.

However, amidst these informational externalities, educational
institutions face the imperative of crisis management, wherein media
branding emerges as a crucial element. Media branding entails a
strategic suite of activities aimed at promoting an educational institution
by disseminating information, not merely focusing on product or service
promotion. Key instruments of educational service media branding
include robust websites, the utilization of remote communication
technologies (e.g., webinars), and strategic marketing via social media
platforms.

Most educational institutions use their websites as the primary tool
for promotion. However, the effectiveness of this approach depends on
meeting certain requirements and standards both domestically and
internationally. Internet marketing in higher education is often oriented
towards the institution’s position in global rankings, such as
Webometrics [6], which analyzes the online presence of universities. Low
rankings for Ukrainian institutions can be attributed to factors like the
presence of multiple web addresses, low activity levels among staff
regarding site maintenance, and other issues.

Attracting the target audience to an educational institution’s
website necessitates implementing search engine optimization (SEQ), a
critical factor in ensuring site visibility [5]. Effective SEO practices
enhance the discoverability of the institution’s online presence, thereby
improving its reach and impact.

By leveraging these tools effectively, educational institutions can
not only navigate the complexities posed by informational challenges but
also strengthen their presence and engagement in a digitally mediated
educational landscape.

A critical tool for promoting educational services in the digital age
is social media. A significant portion of the target audience actively uses
social networks, making social media marketing (SMM) an effective
strategy for attracting potential consumers of educational services. SMM
involves conducting advertising campaigns within social networks and
communities without intermediaries such as advertising agencies or
contextual advertising systems. By directly reaching out to interested
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audiences with commercial offers, institutions can tailor their marketing
efforts to specific demographics, utilizing precise and efficient
promotional methods.

Effective media communication by an educational institution
involves the exchange of information between the institution and its
target audiences. The content and format of this communication should
align with the needs of the target audience while achieving the
institution’s goals. Organizing communication with the market employs
various tools and functions with diverse structures [1].

Modernizing the marketing environment of an educational
institution is influenced by various threats that impact its stability and
competitiveness. These threats can be categorized into several levels:

1. Leadership and Policy Misalignment: Discrepancies between the
positions of educational institution leaders and policymakers can
lead to funding issues, jeopardizing the implementation of
development strategies.

2. Lack of Clear Development Strategies: The absence of well-
defined strategies and unstable funding complicates the planning
and execution of marketing initiatives.

3. Low International Activity and Practice-Detachment: Insufficient
international engagement and a gap between academic learning
and practical application can erode competitiveness in the global
market.

4. Quality Decline Compared to Developed Nations: A decline in
educational quality relative to developed countries can damage
the institution’s reputation.

5. Poor Graduate Preparedness: Inadequate preparation of
graduates can diminish their competitiveness in the labor market.

6. Lack of Institutional Development: The absence of development
initiatives and insufficient competitiveness can result in a loss of
students and financial difficulties.

7. Insufficient Competitiveness: Overall lack of competitiveness can
undermine the institution’s position in the education sector,
leading to long-term challenges.

Navigating these threats requires strategic alignment, robust
development plans, and a focus on quality enhancement to maintain and
improve the institution’s competitive edge.

Leveraging social media for educational marketing offers immense
potential for direct and effective engagement with target audiences.
However, institutions must also address internal and external threats to
ensure stability and competitiveness. By aligning leadership strategies,
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securing stable funding, increasing international activities, and
enhancing the quality of education, institutions can navigate the
complexities of the modern educational landscape and strengthen their
market position.

Conclusions. For the successful operation of educational
institutions in the era of the information society, the modernization of the
marketing environment is crucial, encompassing both external and
internal aspects. External modernization is characterized by media
branding, which is implemented through the development of a website,
conducting webinars, and maintaining an active presence on social
media. The internalenvironment includes the automation of management
systems via the website, the use of information and communication
technologies in the educational process, and leveraging social media as
a primary tool for information channels.

The development of the marketing environment is achieved through
the implementation of various marketing technologies such as viral
marketing, internet marketing technologies, CRM (customer relationship
management), trade marketing, integrated marketing communications,
and cross-marketing.

Moreover, for the effective development of an educational
institution, an innovative structure, the assessment of informational
risks, and the analysis of potential crisis situations that may arise within
the institution are essential.

By adopting these strategies, educational institutions can enhance
their operational efficiency, improve their market presence, and ensure
resilience against the dynamic challenges of the information age. This
multifaceted approach not only strengthens their competitive position but
also fosters an adaptive and forward-thinking educational environment.
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cepTndiKoBaHMN NPOrpamMHNM PO3pobHMK

'HauioHanbHuit yHiBEpCUTET BOAHOIO rocnoAapcTsa Ta npupoaoKopPUCTYBaHHS
2TOB «ElMAM CUCTEM3»

POJ1b COLIIANIbHUX MELIA B MOLEPHI3ALII OCBITHbOIO
MAPKETUHTY

Y cTarti pocnimKyrwTbca WAAXM TpaHchopMauil MapKeTUHroBOro
naHpwadpTy B 3aKjagax oOCBITM i3 BpaxyBaHHAM  ocobnuBocTen
iHpopMauinHoro cycninbcTBa. [locnimKeHHA peani3yerbcs B ABOX NAOLMHAX
MepiaTu3auil — NpocTip i B3aeMopais — nigKpecno4Ym iHTerpauilo TexXHoNorin
OAVUCTAHUINHOro HaBYaHHA Ta IHTEPAaKTUBHUX IHCTPYMEHTIB, AIKi NOKpPaLWyOTb
OCBiTHIN npouec. CraTtra nigKpecnwe BaXNUBiCTb MepiabpeHAiHry B
QHTUKPU30BOMY YMpaBJliHHi, AETaNlbHO XapaKTepu3yl4un BUKOPUCTAHHA
Beb6caunTiB, BeGiHapiB i MapKeTUHIy B coliaJibHUX MepeXax Ansa ePpeKTUBHOro
3any4eHHA uinboBoi ayauTtopii. KpiM Toro, pocnimkyerbca HeobXxigHicTb
BHYTPiLWIHbOT MOAEpHi3aUii, BKJIIOYaO4U aBTOMATM3aLilo CUCTEM YNpaBJliHHA Ta
cTpaTeriyHe BMKOPUCTAHHA COUiaNbHUX MeAdia ANA nowupeHHs iHdopMauil.
Pi3HOMaHITHIi MapKeTUHroBi TexHoNoOrii, TakKi SK BiPpYCHMA MapPKEeTUHTr,
iHTepHeT-MapkeTuHr, CRM Ta iHTerpoBaHi MapKeTMHroBi KOMYHiKauii,
BM3HAYaOTbCA SAK KJOYOBIi B PO3BUTKY CTIMKOr0O MapKeTUHroBOro
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cepepoBula. [locnig)KeHHA TaKOXX aHaNi3ye NoTeHuWilnHi 3arpo3m crabinbHocTi
Ta KOHKYPEHTOCNPOMOXKHOCTI, TaKi K HeY3roKEHICTb NligepcTea Ta NONITUKWN,
BiACYTHICTb YiTKMX CTpaTeriln po3BUTKY, HU3bKA Mi)XXHapoAHa 3aNy4YeHicTb Ta
NOriplWIeHHA SAKOCTIi MOPIiBHAHO 3 PO3BMHEHUMM KpaiHaMu. OuiHwowuM Ui
3arpos3v Ta MPOMOHYHYM iHHOBAUINHI CTPYKTYpM Ta cTpaTerii ynpaBniHHSA
pyU3MKaMu, AOCNIAKEHHS MAa€E Ha MeTi 3a6e3ne4YnTn KOMNAEKCHY OCHOBY Ans
OCBiTHIX 3aKnapiB AN NiABULLEHHA TXHbOI NPUCYTHOCTI Ha PUHKY Ta
epeKTMBHOCTI po6otn. TakMM 4YMHOM, Le [OCHIAKEHHA NiAKpecnloe
BMpilWIaNibHY POJIb afanTUBHUX MAapPKETUHrOBUX CTpaTerin y 3abe3ne4yeHHi
CTIMKOro ycnixy Ta KOHKYPEHTOCNPOMOXHOCTi OCBiTHiIX 3aknapis B
iHpopMmauinHoMy cycninbcTBi. [ocnipKeHHA  NiAKPecslE  3HA4YeHHA
apanTUMBHOCIO NiAXoAy B MAPKETUHrOBOMY NMJIaHYBaHHI, L0 A03BOJIAE 3aKNnaaaMm
OCBIiTU 3aJIMIIATUCA KOHKYPEHTOCMPOMOXXHUMU Ha rnob6anbHOMY PUHKY.
3aBAAKU BMKOPUCTAHHIO aHANITUKU AAHUX ANA NPUUHATTA OOFPYHTOBaHMX
pilweHb Ta BNPOBaMXXeHHI0 IHHOBAUINHMX iIHCTPYMEHTIB ynpaBniHHA, 3aKnaau
OCBIiTU 3MOXXYTb He TiZibKM NiABULIUTM CBOKO NpuUBAOGNMBICTL ANSA WiNboBOI
ayauTopii, ane n 3a6e3ne4ynMT AOBroCTPOKOBY CTABINIbHICTb Ta 3POCTaHHS.
KnwyoBi cnoBa: OoCBiTHIM MapKeTWUHI;, MefdiaTM3auis; MeaiabpeHpiHr;
MapKeTUHT y couianbHux Mepexax (CMM); undposa TpaHcdopmauis.
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