CorioxkynbTypHi TexHomorii y cdepi couiampHOI po6OTH 3AIMICHIOTbC B
TepPUTOPIa/IbHIl TPOMaji, CHCTeMi COLialbHUX CTYXKO PISHOTO THITY, Yy TPOMAfICHKUX
OpraHisaljisix 3a J0IIOMOTOI0 BOTOHTEPChKUX pecypciB. Cepef XapaKTepHMX /1A FpoMaju
CIiIbHUX iHTepeciB, MOPsA 3 permiriituumy, mpodeciiHuMM TOIO, MPIOPUTETHUMU €
KYNbTYpHi, 1[0 COPUAE peanmisanii BiINOBIIHIX NPAKTUK Ta 3aTyYeHHs O KYIbTYPHUX
Haj0aHb. AKTMBi3allif BIACHUX pecypciB cy0’eKTiB COLiyMy, IIOJONAHHA COLaNTbHOIO
Bi[UY’)KEHHS, HA/NarOJ)KeHHs IPOAYKTMBHOI  COLIOKYJIBTYpHOI ~ B3a€MOMIl  CTae
IIPOTHO30BaHMM Pe3yIbTaTOM IMX KY/bTYPHUX IPAKTHK. TaKMM YMHOM, COLIIOKY/IbTYPHI
TEXHOJOTi1 3a6eSH€‘IYIOTb CEHC B3aEMOii, aKTUBI3yIOTb 3a/Ty4eHHs cy6’eKTiB CIiIBHOTHU
[0 TIPOJYKTUBHOI CIiNbHOI aKTMBHOCTI, € MEXaHi3MOM IPOCYBAaHHA Ta NOLIMPEHHA
COLHOKY/IbTYPHUX LiHHOCTeil. Y KPU30OBMX yMOBaX ab0 Haj3BMYAiiHMX 0OCTaBMHAX,
AKi IepeXMBalOTb 3apa3 YKPaiHI, TEeXHONMOTil iHTerpauii Ta KyJIbTypOTBOpEHHA
CTAalOTh HE3aMiHHMM YMHHMKOM IIIBMLIEHHA aJJalTalLiifHOr0 IOTEeHIialy CILIbHOT Ta
COLIOKY/IBTYPHUX OCEPEKiB.
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PECULIARITIES OF PROMOTION OF HIGHER EDUCATIONAL INSTITUTIONS
THROUGH SOCIAL NETWORKS

L. Ywno, M. Iapvkasenko

OCOBJIUBOCTI MPOCYBAHHA BULLIUX HABYAJIbHUX 3AKJTALIB
YEPE3 COLIAJIbHI MEPEXI

In modern conditions, the issues of competitiveness of state educational institutions,
are becoming relevant the use of information technologies in advertising and informational
communications, as well as the actualization of the use of SMM in the context of promoting
a higher educational institution (HEI) in social networks. Modern young people are looking
for necessary information in various sources, but social networks are becoming the most
widespread. They act not only as a platform for personal communication, and increasingly
as a powerful mechanism for promoting ideas, opinions and the relevant content. Exactly
social pages that accumulate various opportunities for the promotion of state educational
institutions and they make it possible to position the higher educational institutions in the
information space.

The use of information technologies in the field of positioning and promotion of
higher education is not something new and progressive. The availability of a university
website has long been mandatory. Multi-page sites with a lot of official information and
rather complicated search algorithms cannot satisfy the main need of the present — to
find the necessary content quickly and easily, as well as to get “pleasure” in the process
of familiarization. The online learning format made it possible to pay more attention to
information technologies, the quality of the material and the effectiveness of its use.

Since the very beginning of the quarantine, social networks have become the main
way of communication between young people and universities, and all acquaintances,
information, and training passed through them. It is still the only way to promote and
communicate with university applicants and students. It is currently the most convenient
way for an institution to talk about itself given the circumstances of recent years. The
war, as well as the quarantine, force higher educational institutions to quickly adapt to
the circumstances, which of course has both positive and negative factors. Educational
institutions have finally started to promote themselves using social networks, but because



this transition is urgent and most of them have not done it before, such promotion is not
always effective and relevant enough.

Promotion of state educational institutions in social networks has many specific
features. So, the first feature of promotion of educational institutions is to be in the same
stream with young people. The design style of many universities still remains outdated and
does not attract the attention of young people. It should be remembered that in the online
space, each educational institution competes not only with other state institutions, but also
with courses, intensives, online schools, and all other possible educational programs that
may interest the audience with their offers. Updating, finding one’s own peculiarity, style
and language of communication is one of the keys to success. This does not mean that a
university should become “youthful’, repeat all modern trends and switch to slang. The
example of such modern universities as Stanford and Harvard shows how to stay modern
and interesting to young people and highlight important topics for learning and life. The
use of business language and “dry” facts is not the format that social networks require. This
is a way to get to know each other and present your main values, therefore, universities
need to be as frank and sincere as possible.

As Kostiuk M. K. points out in his work: Current trends of increasing competition
between Ukrainian universities in the market of educational services only prove the need
for Ukrainian educational institutions to use absolutely all means of promotion. Taking
into account the peculiarities of the main target audience of a university communication,
young people, Ukrainian educational institutions are no longer able to ignore the use of
modern communication tools for managing the reputation of an educational institution
such as social networks.

The second important point is consistency and scheme. Very often you can notice
the following problem: a university has many departments, each of which has its own page
in social networks, which has its own content, its own style that successfully represents
the department, but does not fit in with all the others. These separate accounts do not
have a common “portrait” of the university. In addition, if one page is more active than
the other, it will seem that they are receiving more attention. So, one more rule is that
social networks management should be driven by a team that cooperates, discusses, has
a plan for promotion and sees the “big picture” A common style in images, texts, and
content presentation format raises the university’s social media to a more professional level.
But, first of all, a promotion strategy should be developed, the main tasks and goals of
the university’s representation in social networks should be identified, and a content plan
should be developed.

More and more universities are now adding SMM courses to their educational
offerings, but ignore this important part of communication in their development, or
consider it too insignificant. The difficulty lies in the fact that many of the SMM specialists
do not have enough skills to bring their universities to the required level, or simply do
not want to take on such work, knowing that they will face the unwillingness of other
employees to participate in online communication with applicants. It is not an exception
that the high-quality services of SMM specialists cost more than a university can afford.

The solution to this issue also consists of some elements. A university, as a state
institution, is completely dependent on the decision of the authorities, so when it is
understood at the state level that promotion on social networks is necessary and all
conditions are created for this, the process will go much better. But a university can also
promote itself through its own efforts, and social networks have created many opportunities



for this — ways to promote and develop an organization online for free and effectively. But
to do this, university staff should interact with the “curators” of the networks and take an
active part in communication, and the team, as already mentioned, must have a strong
marketing strategy.

The justification of this topic should not be limited to only theoretical conclusions. A
practical analysis of existing pages, their reach and interest from future applicants provides
more interesting facts. However, the strategy of university promotion in social networks
is a comprehensive approach to defining this direction. Every educational institution in
Ukraine is unique, with its own history and traditions. This long-standing atmosphere
cannot be squeezed into a unified format offered by professional SMM specialists.
Immersion in the specifics of the university, emphasizing its peculiarities and highlighting
topical issues becomes a priority task.

J1. [emvman

0,0 NMUTAHHA MPO HAMPAMM IHHOBAL|INHOIO PO3BUTKY
COLIAJIbHO-KYJIbTYPHOI COEPU

L. Hetman

TO THE QUESTION ABOUT DIRECTIONS OF INNOVATIVE DEVELOPMENT
OF SOCIOCULTURAL SPHERE

CrpiMKuit po3BUTOK COLiianmbHO-KyIbTypHOI chepu (mani — CK®D) e xapakrepHOW0
03HAKOI0 CYCI/IBHOTO XUTTSA i CYIPOBOPKYEThCA HOIIMPEHHAM IOCIYT, CIIPAMOBAHIX
Ha 3afjOBOJICHHA COLia/IbHUX IOTped JIONMHM, BIOCKOHANEHHA il iHTeleKTyanbHUX
1a QiswyHnx MoxmBocreil. CTPYKTypa Ha[aHHA COLia/MbHUX IIOCTYT HACETeHHIO
CTa€e CKIAHOI0 i Bce Oimblie TAXIE 0 HayKOMICTKUX BIJiB, AKi 3JaTHi IifTpUMyBaTy
IYMaHi3alilo eKOHOMIYHOIO XXNUTTS, COL{a/IbHY CTAabUIBbHICTD Ta MifIBUIIEHHS SKOCTI
KUTTA.

[Ipo6memy BIpOBaKeHHs IHHOBALLiI C/Ti POSI/LIZATI Ha MAaKpoO- Ta MIKpOPIBHIIX,
TOOTO B KOHTEKCTi Jep)XaBHOI IHHOBALIHOI MOMITHKM 3 yCiMa BaXeSIMU BIUIBY
Ha iHHOBAILiHI IpOLECH, i Ha NPUKIAJi OpraHisaiii 3 NEBHMMNI ocobmmBocTaAMM i
¢yHKIioHyBaHH:A (3a/1eXHO Bifj chepu abo rajysi, KagpoBoi CTPYKTypH, HIPUTAMAHHOL
KOPIIOpPaTUBHOI KynbTypu). IIpu 1jboMy c71ii BpaxoByBaTy i 3aralbHOCBITOBI Cy4acHi
TeXHIKO-TeXHO/IOIYHi TeH/eHIil Ta IpoLecu I100aNTbHOr0 XapaKTepy, L0 3apas HasBHi.

Posurok CK® 3yMOBIIIOE 3HIDKEHHsS YaCTMHHM MaTepianbHOro BupoOHmurBa (y
BJICOKOPO3BMHEHNUX KpaiHaX) y 3arajbHiil CTPYKTypi cycniipHOro BUpPOOHMITBA Ta
6asyeTbcs Ha 3MiHAX THUIIB 3aly4eHUX [0 BUPOOHMITBA pecypciB, TpaHCPOpMAIiAX
Moficbkoro  Kamitanmy, Momudikanii TpafmuiifHoi  colfianbHOI  CTPYKTYypH, Ha
iHHOBaliflHOMy THUII eKOHOMiyHOro 3pocraHHA. OpHak peari3ali HOBOBBeJEHDb
yCKIajHeHa HasABHMMM O0’€KTMBHUMM IPMYMHAMIM, a CaMe: BiICYTHICTh CUCTEMHOCTI
Ta OpraHi3aliifHO 3yMOB/EHNX 3B’A3KIB MDK Cy0’€KTaMy, IO IPOIOHYIOTh HACETEHHIO
Pi3SHOMaHITHI COLia/bHO-KYIbTYPHI IIOCTYIM; HEJOCTaTHbO PO3BMHYTA MaTepia/lbHO-
TexHi4Ha 0asa BMPOOHMKIB IOCTYIW; HETOCKOHANA IHCTUTYLiifHA CKIafgoBa. Yce Ije
3YMOBIIIOE HEOOXIfIHICTh 3aCTOCYBaHHA iHHOBaliitHOrO Migxomy Ao possutky CKO, y
TOMY 4MC/Ii BJOCKOHA/IEHHs OpraHi3allifiHoro MeXaHi3My yIpaB/IiHHA iHHOBaL[AMM.

Leit mporec Mae 6yTI/I 6aI‘aTOB€KTOpHI/IM i MaTM Taki CK/IaoBi:

1. CrBopeHHA THy4Koi iHHOBaliiiHOI iHQPAaCTPYKTypu [y aKyMy/TOBaHH:

IPUHIIUIIOBO HOBMX TEXHIYHNUX 3aCO0IB Ta TEXHOOTIIL.



