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OcobnusocTi uUMPpPOBOro NPOCyBaHHA OCBITHIX Nporpam
3aKN1aAiB BULLOI OCBITH

3

Makcum flemuenko =1, Inns XMyk =2 ta Hena bauHosa

AHoOTauif

CtpimKa umbpoBisaLia cy4acHOro cycnisibCcTBa NOB'A3aHa He nLLEe 3 PO3BUTKOM AUAKUTANbHUX 1 IHTEPHET-TEXHOOriN. OBMeKeHHS,
3anpoBageHi y 6aratbox KpaiHax y 2020 poui Yyepe3 naHAemilo KOpoHaBsipycy, NpuUckopuan uei npouec. Monoab NOKOAIHHA Z
33/10BO/IbHAE CBOI KOMYHiKaL,iiHi NnoTpebu 34e6inbWworo 3a 4ONOMOroK coLianbHUX Meaia. TpaguuiviHi iHCTpymeHTHU Yacto 6escuni
AicTatmcAa Ao Uiel LinboBoi ayaAMTopii Ta BNAMHYTY Ha ii NoBeAiHKY. 3 ornaay Ha HeobXiAHICTb 4OCATHEHHA pe3ynbTaTy came B Uil rpyni,
NoTpiBHO MaTW YiTKY MapKETUHIOBY OHMaMH-cTpaTerito Ta ebeKTUBHO BUKOPWUCTOBYBATM ULMOPOBI iHCTpymeHTU. Ane Tpeba
BPAxXOBYBATH, LLLO iHTEPHET-MAPKETUHI Pi3HMX 3aKNaAiB, KOMNaHi Ta HanpAMIB AisAbHOCTI Mae cBoi ocobamsocTi. MpepcraBneHe
OOCNIAXKEHHA — MPaKTUYHWUIA KeWC Nporpamu AMAMKUTAN NMPOMOYLUH OCBITHbOI Mporpamu «AuaxuTanbHi megia» AHINPOBCbKOro
HaLjioHanbHoro yHisepcuteTy imeHi Onecsa NoHYapa. Ha npuknagi uboro Keicy AeMOHCTPYIOTLCA 0COB6AMBOCTI cTpaTerii iHTepHeT-
MapKeTUHIY OCBITHbOT MPOrpamm 3aknagy BULLOT OCBITU. PO3rnaaaloTbea eTany NpoBeAeHHA NPOMOLLIMHOI KamnaHii. AKLEHTYETbCS,
Wo peanisauia po3pobneHoi nporpamu, 30KpPema, CTBOPEHWN NEHAMHr 3 aBTOMaTM30BaHOW OYHKLiE, Ta cepia KpeaTusis,
PO3MILLLEHNX MNPOTAromM N'ATM MicALiB Y 0BpaHMX LUMPPOBMX KaHanax KOMyHiKauil BiANOBIAHO A0 KOHTEHT-MNaHy, npuBena no
HaNeXKHOro OXOMJIeHHA Ta AKICHOro iHGOPMyBaHHA LiNbOBOI ayAMTOpIi NPO HOBY OCBITHIO Nporpamy. ABTOMaTuU3aLifa 3B0OPOTHOrO
3B'A3KY [4,03B0O/IM/IA CTBOPUTM 6a3y 3aLlikaBNEHWUX Y HaBYaHHI 33 Lii€l0 OCBITHBbOI NPOrpamoto abiTypieHTiB Ta HANAroANTN NEPCOHANIbHY
KOMYHiKaUjto 3 HUMU. fIK HAacNigoK, Ui 3aXxo4M AONOMOI/IU AOCATTU NOCTABAEHOI METU — 34IMCHWUTU Habip CTyAEeHTCbKOI rpynu Ha
nepwuit Kypc. MpaKTMYHa 3HaYyLWiCTb LbOro Kency NonAarae B TOMYy, WO NpeAcTaBieHa MapKeTUHIoBa nporpama He notpebye
BE/MKMX diHAHCOBMX BUTPAT i MOXKe ByTu peanizoBaHa Oyab-AKMM HaBYa/IbHUM 3aK1af0M BULLOT OCBITU. Mporpama BUKOPUCTOBYE
METPUKM, IKi [,03BONAIOTL BiACTEXKYBATU ePEKTUBHICTb KOXKHOIO iHCTPYMEHTY B OHAANH-PEXUMI | Aat0Tb MOMKAMUBICTb 34iMCHIOBATH
onepaTBHE KePiBHULITBO MapKETUHIOBOIO KaMMaHIEHo.

Kntouoei cnoea: iHmepHem-mapkemuHe; oc8imHsA npozpama; oHAalH-KOMYHiKayisa, yugposi media; aHanimuka Web 2.0; coyiansHi

media; npomoyis; OudrumaneHi meodia.

model of society in terms of relationships between
people. Digital communication channels, social
media, messengers have become the main
communication tool and source of news in

1. Introduction

Formulation of the problem. The digitization of
modern society is taking place at an accelerated

pace, which, not least, was facilitated by the
guarantine measures taken in connection with the
COVID 19 pandemic. The development of online
communication and remote forms of work and
learning have not only taken root in our everyday
life. They also caused changes in the behavior

Ukraine. In this country the war invasion was
added to the factor of the COVID 19 pandemic in
2022. In 2024 Ukrainian universities graduated
bachelors who had practically never been in
classrooms during their studies. The described
trend is well illustrated by the results of a study of
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Figure 1. Research of Ukrainian media 2015-2022 (InMind)
(https://internews.in.ua/wp-content/uploads/2022/11/Ukrainski-media-stavlennia-ta-dovira-2022.pdf)

Ukrainian media (InMind, 2022). We can see
(Fig.1) obvious increase in online media
consumption and a significant decline in
traditional media consumption.

The development of the mobile Internet and
social platforms has made personal gadgets the main
source of information, entertainment and mean of
communication. Taking information from different
screens is the most characteristic feature of today's
world. Thus, Fillip Kotler writes: “A Google survey
shows that 90 % of our interaction with mass media
now takes place thanks to screen devices: this are
smartphone, tablet, laptop and television screens.
‘Screens’ have become so important in our lives that
we use multiple screens consecutively and
simultaneously for more than four hours of our free
time. The Internet is the backbone of these
interactions. Global Internet traffic grew 30 times
from 2000 to 2014, connecting four out of every ten
people in the world.” (Kotler et al., 2021, p. 11).

Researches Nip Eyal and Ryan Hoover note,
2011 university study found that on average, people
check their phones 34 times a day. However, insiders
with more detailed information in this area believe
that the number is closer to an impressive 150
times.” (Eyal, Hoover, 2017, p. 19). A huge number
of alternative sources of information and fast access
to the mobile Internet gave the opportunity to
choose, what information, when and where to
consume. This greatly complicated the task of
reaching the necessary audience.

The consumer today has the opportunity to avoid
advertising by choosing a suitable subscription to

“«
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YouTube, using Netflix or Spotify services. In
addition, the ‘concept of trust’ has changed, which,
according to Kotler, “is no longer vertical — it is now
horizontal. The latest studies in various industries
show that most customers trust the ‘f-factor’
(friends, families, Facebook fans, Twitter followers)
more than marketing communications.” (Kotler et
al., 2019, p. 22). Although for Ukrainian realities, the
last two communities will most likely to be fans from
Instagram and contacts from Telegram.

Before gaining the trust of the modern consumer,
nowadays it is necessary to actively fight for his/her
attention. The huge volume of information that is
saturated in the modern communication field puts
pressure on the consumer every day. That is why
he/she is simply unable to focus attention on all the
information that is pouring in on him/her. It is not by
chance that our era is called the era of the ‘goldfish’,
in which the attention span is 9 seconds, and that of
the modern consumer is just 8 seconds.

Generation Z, as they call those born between
1996 and 2011, does not know a world without
gadgets and mobile Internet. Generations of late
millennials and Z, or ‘mercury’, as Andrii Dligach calls
it, “cannot be kept either as employees or as
customers (mercury in the hand is also impossible to
keep). They don't have preferences, they get news
from social networks, they live one day at a time.”
(Dligach, 2024). According to Gregg Witt and Derek
Bird, they “have not yet reached full maturity, but
already have a deep and detailed idea of what
approach they will take in life” (Witt & Bird, 2022, p.
13). “Generation Z tends to avoid companies that
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don't have clear brand stories, and content that
evokes an emotional response. Generation Z is
looking for brands that relate to their passions and
interests, brands that complement their lives or
support what they're trying to do.” (Witt & Bird,
2022, p. 23). This audience today enter the
institutions of higher education, and become
students. They are the target audience of
educational programs offered by universities. Only
understanding this audience and using appropriate
communication channels can help to achieve the
particular goal. We assume that any educational
program is a product, and the goal of a marketing
campaign is to ‘sell’ this product to the appropriate
target audience. This is a purely marketing approach,
which is rarely used by state Ukrainian universities to
promote their educational services. There one can
see a whole range of reasons: from the lack of
awareness of such a need to the budget deficit and
lack of qualified specialists. However, the market
situation requires the use of a marketing approach.

In 2008, there were about 350 higher education
institutions in Ukraine, and one of them had an
average quantity of 6,700 students. As of 2021, before
the start of a war invasion, the number of institutions
of higher education had decreased to 300, but now
each of them had an average of about 3,400 students.
Currently, there are 100 private institutions of higher
education (excluding branches), 40 communal and
about 170 state universities operating in Ukraine
(https://odessa-life.od.ua/uk/news-uk/chomu-v-
ukraini-mozhe-stati-vtrichi-menshe-vishiv). But all the
same, the number of Universities and other higher
education institutions is greater than the demand.
The number of enrollees decreased significantly,
many of them went abroad because of the war. This
led to an intensification of competition between
universities for the remaining enrollees.

Therefore, such conditions encourage institutions
of higher education to use a marketing approach to
promote their products, i.e. educational programs.
On the example of the presented case, we aim to
demonstrate the peculiarities of Internet marketing
in this area. In particular, we’d like to describe the
specificity of using marketing tools relevant to the
target audience of generation Z and to Ukrainian
realities.

Analysis of recent researches and publications.
Internet marketing of Ukrainian institutions of higher
education is a brunch of researches’ interest, that
has received considerable attention in recent years.
Thus, Lyudmila Bozhuk reveals the actual problem of
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forming and maintaining a positive image of the
country's higher education institutions by using the
modern Internet technologies. The internet website
of the educational institution is among the main
tools that accumulate and generate information
about institutions of higher education, position them
on the market of scientific and educational services,
and create their positive image. The scientist traces
all these on the particular examples and their use by
the management of the National Aviation University
(Bozhuk, 2020).

Iryna Zhars’ka presents the concept of forming a
system of marketing communications of higher
education institutions on the Internet in the form of
a chain of three interrelated areas of activity. These
are: advertising in social networks, detailed
information about specialties and educational
programs on the official website of the institution of
higher education and publications in social networks
and Telegram-channels of the University. The
researcher proposes the principles of building of a
system of marketing communications of a higher
education institution on the Internet. In particular,
she considers that University’s account in social
networks should perform the function of a universal
call center that can give advice the enrollees of all
categories and their parents on any issue, related to
both admission and future studies and the specifics
of specialties in 24x7 mode (Zhars'ka, 2020). In her
other research, IpuHa Zharska examines the issue of
using the Internet environment to promote
educational services of higher educational
institutions (Zhars'ka & Zin'kovs'ka, 2015).

Lyudmila Filippova and Anna Shelestova explore
digital advertising tools for higher education
institutions. In their research, the authors analyzed
the most effective digital tools for the advertising
activities of higher education institutions. These are:

e social networks (Facebook, Instagram,
Telegram, LinkedIn);

e Internet advertising (Google Ads);

¢ search optimization of the websites (SEO);

¢ email marketing;

¢ video content;

* blogging;

¢ analytics and testing;

¢ influencer marketing.

They also described in detail the features of these
advertising tools for effective advertising and
informational, educational activities. Their aim is in
establishing contacts with enrollees, students and
graduates (Filipova & Shelestova, 2024).
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Victoriia Shuklina investigates the effective
organization of the marketing communications
system of an institution of higher education. It
provides for an optimal combination of direct
communication measures with applicants and a set
of digital marketing tools, which make it possible to
build direct interaction with each interested user
during the entire period of decision-making about
choosing future University (Shuklina, 2023).

Another researcher, Nataliia Zinchuk, examines
the problem of implementing a marketing approach
in the activities of domestic educational
institutions. This includes the organization and
implementation of the institution's positioning
through the use of integrated marketing
communications (Zinchuk, 2015).

Inna Deineha devoted his research to the
organization of communications of educational
institutions and their stakeholders in the Internet
network (Deineha, 2017).

The problem of personnel resources to ensure
Internet marketing of educational, cultural and
library institutions is relevant. The work of Tetyana
Novalska and Vladyslav Kasyan is devoted to this
aspect. The authors conclude that the main concepts
of the theoretical and methodological educational
platform of innovation for the training of an Internet
marketer in the specialty “Information, library and
archival work” (specialty 029) are social and
communicative technologies and management of
document and information resources (information
management) (Novalska & Kasyan, 2021).

Many studies made by well-known specialists
have been devoted to the problem of the
peculiarities of marketing communication in the era
of the ‘digital society’. For example, marketing guru
Philip Kotler in the work Marketing 4.0. From
traditional to digital examines how marketing
communication should change, if we take into
account changes in consumers’ behavior due to the
development of the mobile Internet, digital
technologies and the spread of gadgets (Kotler
Kartajaya, & Setiawan, 2021). Kay Wright (2023)
analyzes, how to build effective communication of
a modern brand in the modern world, how to win
the attention and trust of consumers. Gregg Witt
and Derek Bird (2022) explore the characteristics of
Generation z and provide practical
recommendations for effective communication and
interaction between representatives of this
generation and brands. Matt Johnson focuses
attention on the subconscious influence of
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communication, especially in circumstances when
the consumer has little time to perceive
information due to the modern accelerated pace of
life (Johnson, 2023).

Therefore, it is important to study the real impact
of specific marketing tools for the promotion of the
educational program and the ways of attraction of
future students, getting higher education.

The purpose of the article is to demonstrate the
peculiarities of the Internet marketing strategy of
the educational program of the higher education
institution and its implementation on the basis of a
practical case, i.e. the digital promotion campaign of
the educational program Digital Media of Oles
Honchar Dnipro National University.

Research methods. The research analyzes the
marketing strategy of promoting the educational
program Digital Media in the online space. Attention
is also paid to the specificity of its implementation.
Intermediate and final results are analyzed on the
basis of data from Google Analytics, Facebook Ads
and data from the Telegram channel linked to the
website.

2. Results of the research

The educational program Digital Media at the
Faculty of Systems and Mass Communication of Oles
Honchar Dnipro National University was launched in
January 2023, so there were a little more than 5
months left to inform the target audience, interest
people in the new program and motivate enrollees to
choose it. Taking into account the preference of the
target audience for digital communication channels, a
number of relevant Internet marketing tools were
chosen for the implementation of the content
promotion plan. The promotion strategy provided for
the construction of an architecture of representation
on the Internet and a marketing funnel for attracting
potential enrollees in the form of the following
scheme:

e Targeting of advertising creatives in social
networks Facebook and Instagram with an active link
transition to the landing website of the educational
program.

¢ Landing site, which gives the user the basic
information about the educational program and
admission conditions. There was also provided the
possibility to send a preliminary application by filling
in the minimum data in the application form.

e A preliminary application with the data that
interest the enrollee, which gets into the Telegram
chat of the responsible employee of the department.
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This person took it into work and in any convenient
way (using email, messenger or phone call) carried out
direct communication with such an applicant.

Next, we analyze the way of realization of this
scheme.

Stage 1. Creating of the landing site

First of all, for our marketing campaign a landing
page was needed. It was planned to be as accessible
as possible, perform presentation functions and
provide basic answers to the target audience.
Therefore, the first stage of the promotion marketing
strategy was the development of the landing site of
the new educational program — www.zkt.dp.ua (the
domain name uses the abbreviation of the
department where the new educational program was
launched).

The development of a landing page for a specific
marketing task is not something unique. The primary
task here was to make correct content and structure,
oriented to the target audience, which consists of two
groups — parents of the future students and enrollees
themselves. Both of them make a choice. Parents
choose an institution of higher education and
admission conditions, the latter choose an
educational program relevant to their interests. This
distribution is confirmed by the practice of
communicating with parents and their children during
the “Open Door Days” of Oles Honchar Dnipro
National University. Therefore, the content and the
structure of the website had to satisfy the
informational needs of both groups.

In particular, the web resource had to contain
answers to the main questions interesting TA. The
requirement of brevity and ease of information
perception was also relevant. Such websites are often
characterized by information overload, which makes
their use quite difficult. Such peculiarity often
distinguishes the web resources of state institutions in
various fields, including educational sphere. The
desire to cram everything into the website, including
inappropriate formalism, leads to the fact that the
user simply does not understand where to look for the
necessary information, and most often leaves the
website, as he/she doesn’t want to waste time for
searching answers hidden somewhere. Websites of
this kind, instead of being a presentation agent of an
institution in the Internet environment, become a
kind of obstacle for establishing contacts with a
potential client.

The design of the website is also important. In this
matter, it is necessary to maintain a balance between
officiality, which is important for parents, and the
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modern embodiment of the ‘picture’, which is paid
attention to by enrollees, representatives of
generation Z.

As a significant part of the development of the
website, the logo of the department was created. It
exactly corresponds to the ideas of the youth of
generation Z. It is laconic, goal-oriented, modern.
When choosing colors for both the logo and the
website itself, we avoided complimentary color
combinations, because opposite, contrasting shades
create the effect of conflict and opposition that we
need. Instead, the choice fell on a consistent color
solution, that is, colors that are next to each other on
the palette. They are more harmonious and friendly.
The choice was stopped on orange and crimson. They
are almost the lightest, so they have the best impact
on young audience, thereby associating teenagers
with our logo in a certain way. Also, these colors are
very active and attract additional attention, and this,
in turn, intersects with the shape of our logo — a
symbolic image of a loudspeaker and an exclamation
mark combined into one element (Fig. 2).

Kadenpa
MefiaKOMyHIKaLUiW
Ta KOMYHIKaUIMHUX
TEXHONOrINn

Figure 2. Logo of the department

Based on the above, the structure of the website
of the educational program Digital Media was
developed as follows:

1. The main page emphasizes the university and
the field of study. It has quite an official look, which
makes it relevant for parents of enrollees. The menu
is clear and allows one to move immediately to the
aspect of interest.

2.The second page is aimed at the enrollee
him/herself. It consists of the name of the educational
program and areas that will be studied, and which are
potentially interesting to this audience.
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3. The third page is also aimed at the enrollees.
Here is a list of professions and competencies that a
student will receive after graduation.

4. The fourth page-block is containing the most
popular questions of the target audience and their
answers, i.e. learning conditions, contract cost,
passing grade level, availability of practice, etc. Thus,
the user receives basic answers to the questions of the
primary interest for the major part of future students.

5. The fifth page-block is dedicated to the teaching
stuff, i.e. specialists, who provide the educational
process. Here is a brief information about professors,
who will work in this educational program. Also there
is a link to their more detailed profile posted on the
faculty's website. This unit is important because it
illustrates the competence of the department in
terms of teaching this program.

6. The sixth page block presents potential
employers and stakeholders who cooperate with the
department and the new educational program. This
block is important because it illustrates the enrollee’s
future employment opportunities. Later, when the
students of the first year for the Digital Media
educational program started their classes, photo
gallery and news sections covering the students’ and
the department’s life were added to the website. Such
content helps to create a community around the
department and educational program, and the space
provides a platform, like social networks, for the self-
expression of Generation Z students.

The maim page of the website of educational
program is shown in Fig.3. There were involved some
web-design specialists. They helped to develop this
landing site. But nowadays this is a simple and not
very expensive job. Today, there are a sufficient
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number of free site builder tools, including Weebly,
WordPress, Weblium, with the help of which one can
create a website him/herself. The key to this task is in
understanding the content and structure that
correspond to the goal and the specificity of the target
audience.

Stage 2. Automation of the feedback

The second step of the marketing strategy was the
development of a feedback tool for the site visitors. In
Iryna Zharska’s research, which has already been
mentioned, it is emphasized that a University’s
account in social networks should perform the
function of a universal call center that can give an
advise to enrollees of all categories, and to their
parents, and answer any question on any issue
(zharska, 2020). But in our opinion, the task of social
networks is to communicate with users and in this
way to create a community around the educational
program. Interesting, useful and entertaining content
should help to establish friendly, trusting relationships
with enrollees and form an image of expertise of the
educational program, and of the department in the
chosen field. In order for the account to work in
guestion/answer mode, it is necessary to fix certain
basic information in the form of a post, but social
networks are not as efficient and convenient to
perform this task. But landing website is.

Also, the option of creating a chat on the website
itself was not considered. This would require the
administration of the web resource 24/7, and it would
be necessary to involve someone from the staff of the
department, because any modern user wants to get
an answer and satisfy his/her information need
immediately, just here and now, without any waiting.
Therefore, the Telegram messenger was chosen to

Cairr AH O. fouuapa

MNpo cneuianbHicTe HaeuyawHa [oaaTkosi NUTaHHA anepes KoHTaKTH

Cair CIMK

- Ky

y
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Figure 3. The main page of the website www.zkt.dp.ua
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Figure 4. Ukrainian media research: attitudes and trust in 2022
(https://internews.in.ua/wp-content/uploads/2022/11/Ukrainski-media-stavlennia-ta-dovira-2022. pdf)

perform the function of the call center. This choice is
not accidental. According to InMind research (Fig.4),
Telegram is the most popular channel in Ukraine in
terms of news consumption. In 2023, this fact was
confirmed by the repeated survey.

Therefore, this messenger is popular with
enrollees and their parents. After selecting a channel
for feedback, a query automation tool was

= MNepmit (6akanaspcbKuii) piBeHb BULLOI OCBITH

OcBiTHA Nnporpama
«AnpxuTtanbHi Megia»

CneuianbHictb 029 "lHdopMauinHa, 6ibniotTedHa Ta apxiBHa cnpasa’
DaKynsTeT CUCTEM i 3acob6iB MacoBOi KOMYHiKaLLii

SEO
SMM

KOHTEHT MAPKETUHT
KOMIPAUTUHI
BJIOrIHI
MEOIAKOMYHIKALLI
BEB OU3AWH

[ MPO CNEUIANBHICTb J 3ASIBKA ABITYPIEHTA

developed. On the second page of the website,
focused on the enrollee, an active button Enrollee’s
application was created. After filling in the minimum
data — full name, phone number, email, the user
sends a request, which, with the help of the
Telegram bot, was redirected to the personal
Telegram page of the department employee, whose
phone number was linked to the Telegram bot.

Figure 5. Website page www.zkt.dp.ua with an active Enrollee’s application button
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Figure 6. Organic growth of the department's Instagram account

User’s data was visible online, so it was convenient
to contact a potential enrollee in any way — by
sending an email or a message in the messenger or
simply by calling. Such a feedback organization has
proven its effectiveness, as it allowed us to respond
promptly to users' requests and questions, to have a
personalized format with respect for confidentiality,
which is highly valued by the target audience,
representatives of Z —generation. An active
Enrollee’s application button is shown in the Fig.5.

Stage 3. Promotion

The first quite simple step in the promotion of
educational program Digital Media was the
dissemination of information through the base of
friends on Facebook and Instagram. This is just simple
networking, because every professor has graduate
students among their friends in social networks.
We've just asked them to spread the word about the
new educational program on their accounts. 62
people shared our announcement, which contained a
link to the website, and as a result, we received two
applications from enrollees who came to the
Telegram chat through the website. The department's
Instagram and Facebook accounts were also created.
As we have already mentioned, the role of the
account in the social network was secondary for our
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purposes. The main task of this communication
channel was the formation of a community around
the new educational program. The account began to
fulfill its task already after the forming the students
group, when the enrollees began to administer these
accounts themselves. This was a part of their practical
semester’s task. The social media accounts are linked
to the website but have never been promoted
separately. Therefore, it is nice to see organic growth
(Fig. 6), which was made possible solely thanks to the
content strategy. So, since information about the new
educational program was also posted on the
department's social network accounts, we should
mention them here.

The main promotion program aimed at the
development of advertising creatives with an active
link to the site and their placement on Facebook and
Instagram social networks. Targeting was quite
difficult, as Meta limits the distribution of ads to users
under the age of 18. Therefore, in order to reach
enrollees, and not only their parents, it was necessary
to adjust the display of our creatives to topics and
interests, related to the field of the new educational
program and, at the same time, relevant to the target
audience. Therefore, there was conducted a survey.
The students were asked about their interests in the
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XOYELL HABHYNTUNCH
MPOCYBATU KOHTEHT
Y UMNDOPOBUX KAHAJTAX?

field of digital media, social networking, and digital
technologies themselves. The goal was to distinguish
more accurately our targeting directions.

As for the content of the creative banners, since
we focused on the same two groups of target
consumers that the website was also aimed at, on
parents (this determined the choice of Facebook in
addition to Instagram) and their children. The
principles of the content of the advertising creative
banners did not change, as well as necessity of their
correspondence to the chosen strategy. It was
supposed to mention the name of the university and
the educational program, the submission of a list of
the main areas of competence that are in demand
among enrollees, and an active button-link to the site
(Fig. 7). Similarly, according to the chosen concept,
the color solution for creative banners was also
developed.

The program started at the end of February, 2023.
Its management was built on the daily analysis of
Google Analytics and Meta Ads. The first one made it
possible to monitor the conversion of the website and

NPUEAHYNCS OO HAC!

Figure 7. Fragments of advertising creative banners of the educational program Digital Media

XOYELW HABYUNTUNCH
CTBOPIOBATU
AlEBI MOCTU

Y COL. MEPEXAX?

the behavior of users during their visit. The second
was to monitor the effectiveness of online targeting
based on the main metrics and choose the most
effective creative banners to spend the budget only
on them. Already in March, based on the received
data, adjustments were made to the promotion
program. The first problem that needed to be solved
quickly was the lack of future students' applications in
the Telegram chat associated with the website.
Studying the heat map of visiting the site, we found
out that moving from top to bottom along the site
structure, users do not return to the top, and
therefore do not have the opportunity to get to the
area where the “Enrollee’s application” button was
placed again. Thus we lose potential leads. To fix this,
we added a button to the footer of the site and
designed a pop-up window, that appeared after 25
seconds of the visitor being on the website. The
chosen time of the pop-up window was based on the
average time users spent on the site, i.e. 30 seconds.
Thus, the application window appears at the end of
the intended session, which does not annoy the

Table 1. Results of the marketing campaign in March 2023

Period 02.01. 2023 — 04.02.2023

Source Number of users Conversion, % Nur’pbe.r of Pert.:en’F of
applications applications
Google organics 7 14 1 4
Di h
|rec'.c access to the 90 4 5 19
website
Target 580 3 20 77
Total 838 3 26 100
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Figure 8. Results of the marketing campaign in June 2023

visitor, but on the contrary, stimulates him to take the
next step.

Second, creative display settings have been
reworked. These changes affected geotargeting. We
have optimized the reach to only those regions from
which enrollees would most likely be willing to
consider the university's offer. We also experimented
with targeting interests and topics in order to more
accurately get into the field of vision of target
applicants. These measures had an immediate impact
on the result: on 06/03/2023, changes were made,
and on 07/03/23, enrollees' applications appeared in
the Telegram chat. Below there are the campaign
results for March 2023 (Tab. 1):

Increasing the advertising budget during the key
summer period (July is the period when applications
for entering the University are submitted) allowed to
increase conversion rates and reduce the cost of the
lead. These two indicators were the main for us. No
doubt, reach and clicks are also important. They have
doubled in proportion to the increase in costs. The
increase, albeit insignificant, in the percentage of
conversion and the decrease in the cost of the lead

indicate a correctly chosen targeting strategy and the
effectiveness of creative banners. Below the
campaign figures for June and July are given (Fig. 8):

The result of the promotion strategy, which was
implemented from 02.27.23 to 07.31.23 (Fig. 9), with
a break in April, i.e. the duration was 80 days (almost
11.5 weeks), there were the following indicators:

e Displays — 210,428.

* Clicks — 5053.

* Budget — $583 (approximately UAH 22,737).

e Applications of enrollees sent to the Telegram
chat — 69.

® Became students — 6 enrollees.

Thus, the final result of the conversion of the
building the marketing funnel from advertising
creative banners in social networks to contact with
the enrollee based on the sent application and final
admission to the educational program is equal to 9 %.

3. Discussion

As a result of the selection campaign of the 2023—-
2024 academic year, the required number of students
was recruited for the Digital Media educational
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3aABKM +
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Figure 9. Metrics on the Meta Ads dashboard for June and July 2023
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program. We got 12 students. The entrance of six of
them, i.e. 50%, is a direct result of the implemented
promotion strategy. In our opinion, this is a good
result, if we take into account the spent budget.

For the sake of objectivity, it should be noted that
during the implementation of the marketing
campaign, other communication channels also
worked. During this period, there were several “Open
Door Days” of Oles Honchar Dnipro National
University, several online meetings with graduates of
city schools. Also, information about the new
educational program was posted on the social
network accounts of the faculty and the University.
However, these events had secondary meaning for
the promotion of Digital Media. And here there are
the reasons. Parents and their children attend “Open
Door Days” according to two scenarios. Some come
to gather as much information as possible, without
going into details, so that they can make a choice
later, at home. Others come to confirm the
correctness of the already made choice and to learn
about the necessary details of its implementation.
The first ones are difficult to attract, because they
postpone the choice until later. No matter how well
the product is presented, in our case it is the
educational program, in the future, the decision to
enroll will be influenced by the environment,
recommendations of people they trust, friends and
relatives, information in the communication
channels they prefer. Others have already made
their choice. They are not in the mood to change it,
they won't even accept other offers. They came to
take another look at the already selected positions
to clarify the details of studying and entrance.

As for the digital channels of the University and the
faculty, they cannot convey the specificity of every
specialization, the details of each direction offered by
the university. To a greater extent, the University and
to a lesser extent, faculty build their brand through
these channels. Like an umbrella under which various
offers are collected. This task is important, because,
as we remember, parents choose universities. But
these channels are unable to qualitatively reach the
target enrollees of the online educational program. It
is simply impossible to simultaneously build the
general image of an educational institution and
appeal to some narrow community.

Therefore, the task of each division of the
University, of the departments in particular, that
represent specific educational programs, is to build
systematic communication with their communities,
united by the topic, field, direction with a specific
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educational program. And such a significant task, due
to number of divisions and educational programs of
higher education as DNU is to create an attractive
brand for the parents of enrollees, then the task of the
departments is to establish and maintain trusting
relationships with enrollees whose interests coincide
through social networks, direct targeting, websites
with the field of the educational program. And,
ultimately, turn these enrollees into students.

In our opinion, the main marketing function of
attracting customers should be performed by these
departments. And we can digitize and specify the
result of this activity using various metrics. We can
evaluate the communication effect with the help of
Web 2.0 analytics. Google Analytics will show us how
the number of visits to the department's website and
the number of visitors change. We can evaluate the
position of the site in the download of search engines.
We can separately monitor the number of followers
in social networks and their involvement. i.e.
comments, likes, reposts. An important indicator, of
course, is the immediate result, that is, the enrollment
of students in the educational program. The number
of students recruited each year, changes.

Although the direct work of the representative of
the educational program in the selection committee
is important for the result, the recruitment itself is
the result of the entire promotion campaign that was
carried out. In addition, it is possible to calculate the
economic effect by developing an appropriate model
relevant to the specificity, and costs of a particular
department. We know that 6 students were
recruited to the Digital Media education program
directly by the help of the promotion campaign. The
campaign budget is UAH 22,737. Therefore, the cost
of receiving one student was UAH 3,790. Is it a lot or
a little? The contract for this program in 2023 cost
UAH 26,500 per a year.

Thus, the investment for obtaining one student is
14% of the amount of his/her annual contract. And if
we consider that once we invested, we got a student
for 4 years, then the investment percentage is 4%.
And if some of these recruited students get into the
state budget, which in 2023 was 60,000 per year, then
the investment in one student will be 2% of revenues
for 4 years. So, for the correctness of the calculations,
it is necessary to take into account not only the costs
of promotion, but also the costs of learning, which is
different for each University and for a particular
department. In this case, you can create a working
model for evaluating the economic result and for
building further economic plans.
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In any case, conscious systematic marketing
activity will help departments in developing
educational programs to be successful and meet the
demands of the education market.

4. Conclusions

Departments and divisions of the Universities,
developers of educational programs in today's
realities need to master the skills of Internet
marketing. The career orientation work that was
conducted earlier and involved several meetings a
year with potential enrollees as part of “Open Door
Days” and meetings with graduates in several schools,
is no longer sufficient to recruit the required number
of students.

This is due to several reasons. First, the
development of digital technologies and online
communication require any organization or company
to build its architecture of presence on the Internet.
After all, the modern consumer prefers to look for
what he needs right there. The modern consumer
prefers to receive information, communicate, and
often make purchases on the Internet. If the company
or institution is not represented on the web, it is
difficult to attract the attention of the target audience
and establish communication with it.

Secondly, the target audience of educational
programs are representatives of generation Z. These
are young people who do not know the world without
a smartphone and the Internet. In order to become
close for this audience, it is necessary to win their
trust, and without conducting modern
communication in both form and content, it is
extremely problematic to achieve this.

Third, the decrease in the total number of
enrollees because of the war in Ukraine has
exacerbated the already serious competition in the
field of education. Although even until 2022, many
enrollees preferred European institutions of higher
education, which was greatly facilitated by the
introduced visa-free regime, now entire families
simply left for Europe because of the war.

Because of these reasons, it will be difficult to
compete for entrants without an internet marketing
strategy and systematic online communication. As we
have already found out, it is the departments, as
developers of the product. i.e. educational programs,
and as divisions that directly provide education
services, that should take on marketing functions. It is
also necessary to supplement career guidance work,
which is already the responsibility of the departments,
with Internet marketing.
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Such work requires a budget and professionals. In
today's reality, universities do not have either. How to
get out of this situation? The presented case
demonstrates that it is possible to implement a
promotion program with a minimal budget, which can
be reduced only to the costs of placing creative
banners in social networks. That is, before paying for
platform services. High-quality preparation of these
advertising creatives and effective targeting, based on
good knowledge and understanding of your target
audience, will allow you to achieve optimal results at
minimal costs. As for the shortage of professional
Internet marketers, this task can be solved with the
help of various advanced training courses and
specialized workshops. This is exactly what the article
by Maxim Demchenko and Vladlena Myronenko
(2023) is about. The researches see an opportunity to
solve this task in the developed system of improving
the level of qualifications in the field of online
communication of employees of state and non-profit
organizations, such as libraries, educational and
cultural institutions. Employees of the department
already have a basic understanding of the digital
space and digital communication channels. After all,
they, like any other modern consumer, have personal
accounts in social networks, have experience of
purchasing goods and services in online stores, use
messengers for communication and receiving news,
carry out the learning process on digital platforms
such as Microsoft Teams, etc. Therefore, if there is a
desire and systematic work, it is possible to develop
activities related to Internet marketing at any
department of any university. The presented case will
help to understand how to implement the chosen
marketing strategy better.
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The rapid digitization of modern society is connected not only with the development of digital and Internet technologies. Restrictions
introduced in many countries in 2020 because of Coronavirus pandemic accelerated this process. Generation Z youth satisfy their
communication needs mostly with the help of social media. Traditional tools are often powerless to reach this target audience and
influence their behavior. Taking into account the need to achieve results in this particular group, universities need to have a clear
online marketing strategy and use digital tools effectively. But it should be taken into account that Internet marketing of various
institutions, companies and areas of activity have their own peculiarities. The presented research is a practical case of the digital
promotion campaign of the educational program Digital Media of Oles Honchar Dnipro National University. On the example of this
case, the peculiarities of the Internet marketing strategy of the educational program of the institution of higher education are
demonstrated. The stages of the promotional campaign are considered. It is emphasized that the implementation of the developed
program, in particular, the created landing page with an automated function, and a series of creative banners placed for five months
in selected digital communication channels in accordance with the content plan, led to proper coverage and high-quality information
of the target audience about the new educational program. Feedback automatization made it possible to create a database of
enrollees interested in studying under this educational program and establish personal communication with them. As a result, these
activities helped to achieve the set goal of recruiting a student group for the first year of study. The practical significance of this case
is that the presented marketing program does not require large financial costs and can be implemented by any institution of higher
education. The program uses metrics that allow to monitor the effectiveness of each tool in online mode and provide an opportunity
to implement operational management of the marketing campaign.
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