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CONCEPT AND TOOLS OF MARKETING COMMUNICATION POLICY
OF A HIGHER EDUCATION INSTITUTION

The article examines the concept and tools of marketing communication policy in higher education institutions amid
growing competition in the educational market. It highlights the integration of digital technologies, brand management,
and performance monitoring. The study emphasizes the role of social networks, SEO, contextual advertising, and SMM
in attracting students and building trust. An integrated approach combining online and offline channels is proposed
to enhance engagement and competitiveness. The research provides recommendations for optimizing marketing
strategies and adapting universities to the digital economy. The findings are useful for further research and practical

implementation in university marketing management.
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Statement of the problem. The market of educational
services in Ukraine and in the world is characterized
by growing competition caused by the globalization
processes, demographic changes, and technological
innovations. Universities face the challenges of attracting
students, maintaining their image, and creating competitive
advantages in the changing market environment. Most
higher education institutions lack sufficient resources to
develop effective marketing communication strategies,
which leads to a decrease in their visibility and popularity
among potential applicants.

The main problem is the ineffective use of modern
marketing tools that could allow universities to adapt to
digital transformation and maintain their competitiveness.
This includes insufficient integration of social networks,
poorly developed PR campaigns, and low level of the use
of analytical data to optimize marketing efforts.

Considering these challenges, it is urgent to
study modern approaches to developing marketing
communication strategies that will provide universities
with the opportunity to attract a larger number of students,
build loyalty, and develop partnerships with stakeholders.

Analysis of recent research and publications. The
research on marketing communications in the field of
education attracts attention of many foreign and Ukrainian
scholars. Thus, foreign studies, such as the works of P. Kotler
& K. Fox [11], focus on the importance of multi-channel
promotion strategies, emphasizing an integrated approach to

communications. They believe that effective communication
requires the coordination of all marketing tools to achieve
a synergistic effect. J. Burnett & S. Moriarty [1] describe
marketing communications as the transmission of information
about a product to a target audience, emphasizing the
persuasive elements of communication influence. J. Lambin
et al. [3] interpret marketing communications as interaction
between marketing system entities through various
information signals, which contributes to the establishment
of long-term relationships. Ukrainian scientists, such as
A. Pilko & O. Lukan [13], emphasize the integration
of marketing communications, pointing to the need to
combine advertising, direct marketing, personal sales, PR,
and sales promotion to achieve efficiency. T. Prymak [14]
defines marketing communications as a tool for two-way
information exchange that ensures constant communication
between universities and their audience. Regarding the
educational sphere, S. Harkavenko [7] considers marketing
communications as a process of creating and maintaining
permanent connections between universities and the
market, focusing on forming a positive image and activating
demand. V. Volkova & V. Ohlih [6] explore the role of
digital platforms and social networks as key tools for student
engagement. They emphasize the importance of creating
interactive content and maintaining a constant dialogue with
the audience. S. Illyashenko et al. [9] stress the importance
of branding and reputation management for creating
competitive advantages of universities. They suggest the
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implementation of comprehensive PR campaigns and the
active use of direct marketing tools.

Previously unresolved parts of the general problem.
Despite the significant contribution of researchers to the
development of marketing communications theory, the
issues of integrating modern digital tools and technologies to
increase the competitiveness of higher education institutions
remain unresolved. The adaptation of branding tools and
PR campaigns to the conditions of digital transformation of
educational institutions requires further study.

The issue of evaluating the effectiveness of marketing
communications using analytical platforms and data
monitoring also remains relevant. The mechanisms
of stakeholder engagement based on personalized
communication strategies, which can increase the level of
applicant engagement and promote their loyalty, have not
been sufficiently explored either.

Therefore, the further research should be aimed at
developing a comprehensive approach to marketing
communications, including the integration of digital
technologies, development of brand management, and
implementation of mechanisms for continuous monitoring of
effectiveness. This will allow universities to form sustainable
competitive advantages in the educational services market.

Objectives of the article. The purpose of the article
is to substantiate the concept and identify marketing
communication policy tools of a higher education
institution aimed at increasing its competitiveness through
the integration of digital technologies, brand management,
and the implementation of effective mechanisms for
monitoring the effectiveness of communication strategies.

Summary of the main research material. Marketing
communications are usually identified with the category of
“promotion”, which is one of the components of marketing.
The subjects of marketing communications are participants in
market relations not only in the field of advertising, but also in
such areas of the company’s activity as product management,
distribution processes, and pricing. Marketing communications
involve the dissemination of information about the company
and its products, as well as providing stable feedback to the
market and consumer requests and preferences.

Marketing communications is one of the main and
complex parts of organization’s marketing, which is aimed
at informing, convincing, and reminding the target audience
about its products, stimulating the sales, creating a positive
image of the organization in society, establishing close
mutually beneficial partnerships with society and the public,
as well as assessing the market situation through feedback in
order to adapt the organization to the existing situation [13].

When identifying the specific features of marketing
communications, it is worth noting that they are integrated.
As practice shows, in order to obtain an effect adequate to
the spent resources, an organization must carefully plan and
coordinate numerous areas of communications: advertising,
direct marketing, personal selling, sales promotion, public
relations, exhibitions, fairs, etc. Only a comprehensive
combination of different tools creates the possibility of
obtaining a comprehensive and effective impact on contact
audiences [13, p. 255]. This is a formed by an organization
system of means of influence on the subjects of market
relations, associated with the establishment of bilateral
relations in order to obtain a communicative and economic
effect [16, p. 214].

The company’s communication activities are considered
successful if they achieve the set goals and ensure the
fulfillment of the specified tasks. Marketing communications
involve influencing the target audience in order to change its
behavior, that is, the transition of the client (consumer) from
one state to another. Therefore, marketing communications
should be considered as a system of relations between
market entities, which are used to form mutually beneficial
relationships between the seller and the buyer.

The purpose of the organization’s communication
policy is to create competitive advantages, consisting
of production (potential) and consumer (competitive)
advantages. Production aspects of communication depend
on working with the internal environment of the company
(personnel, management), the organizational culture of
the company, methods of informing employees and the
internal motivation system [17, p. 409].

The goals set for marketing communications are very
broad. The main tasks of marketing communications are
informing, convincing, and encouraging consumers to
purchase goods or services. The goals vary depending on
the specific object. Thus, marketing communications can
be divided as follows: aimed at forming a positive image
of the company; at increasing revenue; at declaring the
compliance of the company’s operation with the socio-
ethical norms of society and the state.

The factors hindering the implementation of marketing
communications include: limited time spent by managers
on implementing marketing communications; insufficient
assessment of the significance and benefits of using marketing
communications; resistance to change on the part of staff;
insufficient flexibility of the institution’s existing planning
system for implementing marketing communications;
unwillingness of external agencies specializing in
performing a certain function to reorient themselves to work
in marketing communications conditions [12].

Today, the Internet is a vast space that allows companies
to carry out marketing communications with target audiences.
Internet communications help companies achieve specific
marketing goals — from brand promotion, launching new
products on the market, increasing recognition and loyalty,
improving the image to conducting marketing research and
information interaction with customers. In the Internet space,
it is possible to use all types of marketing communications:
from advertising, sales promotion and personal selling to
public relations and other forms of interaction with customers.

Marketing communications in the Internet environment
perform two key functions. First, it is traffic generation, that
is, an increase in the total number of visitors to an online
resource. The most common tools used for this are search
engine advertising (SEA), social media advertising (SMA),
banner advertising, mobile and email newsletters. Second,
it is conversion optimization, that is, an increase in the share
of target actions (purchases, registrations, reviews) in the
total number of visitors. Content marketing, community
management, stimulation of actions (purchases), and
gamification are used for this [4].

In today’s tough conditions of higher education
institutions operation, it is necessary to strengthen adaptability
and flexibility as the most important characteristics of the
survival of educational entities. The successful operation
of a higher education institution depends on the degree of
awareness of future applicants about available educational
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programs, their advantages and benefits, and employment
prospects after their completion. Information and methods of
managing communications of a higher education institution
are strategically important, since the effectiveness of the
communication policy implementation depends on this.
It is difficult to imagine the activities of a higher education
institution without developing a marketing strategic planning,
which should take into account the strategic guidelines for the
development of the higher education institution. At the same
time, the successful implementation of the higher education
institution’s marketing strategy is possible due to the use of
the tools of the institution’s marketing communication policy.

Marketing communications in the field of education are a
set of measures aimed at establishing a two-way connection
between higher education institutions and other market
actors using appropriate tools to enhance the effectiveness
and influential activities of higher education institutions in
the market [18].

The main goals of the communication policy of a higher
education institution are [6]:

— formation of a distinct self-image and creation of a
positive image;

— improvement of the reputation through obtaining a
positive assessment of the quality of educational services
among stakeholders;

— increase in the rating of scientific achievements of a
higher education institution;

— constant contact with stakeholders to increase
demand for educational services;

— establishment of direct and feedback information
links to form trusting relationships with service consumers;

— innovative changes in the educational process in
terms of communication with students;

— anti-crisis regulation related to the impact of
disturbances in the external competitive environment;

— increase in the level of internal and external security,
elimination of risks;

— increase in stability, preservation of the integrity
and emergent properties of the institution as a system.

The conducted analysis demonstrates the feasibility
of comprehensive application of a whole set of marketing
communication policy tools in the business activities
of a higher education institution during the admission
campaign. Fig. 1 comprehensively presents the main tools

‘ HIGHER EDUCATION INSTITUTION ‘
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Marketing research on the educational services market

The goal of marketing communications policy: ensuring sustainable
functioning and progressive development of a higher education
institution through obtaining competitive advantages in the
educational services market
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Tracking feedback and evaluating the effectiveness of communication activities

TARGET AUDIENCE OF A HIGHER EDUCATION INSTITUTION:

(graduates of secondary education institutions, their parents and other relatives; employees of
enterprises, organizations, and institutions in need of retraining; top management of business
entities and officials of state authorities and local governments who are interested in obtaining

highly qualified employees to fill vacant positions

Figure 1 — Main tools and information links of the marketing communication policy of a higher education institution

Source: authors’ development based on [6; 9; 15; 18]
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and information links of the marketing communication
policy of a higher education institution.

The use of computer technologies simplifies the process
of communication between a higher education institution
and its target audience and makes it more convenient and
effective.

The application of the identified list of marketing
communication policy tools should ultimately lead to the
creation of favorable admission conditions for applicants,
an increase in the number of applicants, the provision of
high-quality educational services, as well as the formation
of close and mutually beneficial relationships with
stakeholders (target audience).

The modern marketing communication policy tools
are focused on improving the image of a higher education
institution and increasing its ratings, which can be achieved
by disseminating information about the successes of the
institution and increasing the level of interest of future
applicants. Widespread use of advertising messages as
the leading tool of marketing communications of a higher
education institution is possible through the implementation
of digital tools and technologies.

Conclusions. The marketing communication policy
of a higher education institution is an important tool for
creating sustainable relationships with the target audience,
developing trust, a positive image and ensuring competitive
advantages in the educational services market. It helps to

attract potential applicants through the integration of various
communication tools, including digital technologies, social
networks, and traditional PR campaigns. Special attention
should be paid to developing concepts based on integrated
marketing communications that combine offline and online
channels to achieve maximum reach.

The concept of marketing communication policy involves
a comprehensive approach to developing interaction with
the target audience, taking into account innovative tools and
technologies. It involves brand management, creation of
long-term relationships with stakeholders, and development
of personalized strategies for engaging students. The
effectiveness of marketing communications largely depends
on the use of innovative approaches, including SEO
optimization, contextual advertising, and SMM tools, which
allow adapting strategies to modern students’ needs. Student
feedback and the university’s reputation remain important
information sources for applicants, which requires active
brand management and audience trust.

The further research will focus on improving methods
for assessing the effectiveness of marketing activities
and developing integrated communications management
systems. Particular attention will be paid to developing
innovative mechanisms for analyzing results, which
will allow universities to respond quickly to changes in
the educational services market and create long-term
competitive advantages.
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Ipusamnuil suwuil HABYUATLHUL 3AKAA0

«Mixcnapoonuti exonomixo-eymanimapHuil yHigeepcumem
imeni akademika Cmenana [lem ssnuyxay

Crpinbuyk P.M., Kpaiiuyk C.O.

Pignencoruil Oeporcagruil 2yMaHimapHuil yHigepcumem

KOHUIENIISI TA IHCTPYMEHTU MAPKETHHI'OBOI MOJIITUKH
KOMYHIKAIIN 3AKJALY BUIIIOI OCBITH

Y ecmammi oocnioscyromecs konyenyis ma incmpymeHmu MapKemuHe080i NOIimuKu KOMyHikayiu 3axki1adie euuoi
0C8imu 8 YMO8ax 3pOCcmaioyoi KOHKYpeHyii Ha punKy oceimuix nociye. Akyenm 3pobneno na inmeepayii yughposux mex-
HONOCIH, YNPAGIiHHI OpeHOOM, ONMUMI3AYI] MAPKEMUH208UX CIMpamezitl ma MOHIMOPUHEY eqheKmueHOCHi KOMYHIKayill,
WO € KAIOYOBUMU YUHHUKAMU 3ATYYEHHs CIyOenmie i (popmysanHsa no3umusHo2o imioxcy yHieepcumemis. /[ocniodxceHo
OCHOBHI THCMPYMEHMU MAPKEMUH208UX KOMYHiKayit, 3o0xpema SEO-onmumizayito, KOHMEKCMHY pPeKiamy, COYianbHi
mepedci, SMM, npamy pexiamy, 6peno-menedcmenm i PR-kamnanii, Axi cnpusiioms nioguiyeHHio 6Ni3HA6AHOCMI 3aK1A-
0i8 suuyoi oceimu ceped nomeHyiuHux adimypieHmis, ixuboi 008ipu ma 10a16HOCMI. 3aNPONOHOBAHO THME2POBAHUL NiO-
Xi0 00 noby0osu Mapkemunz080i cmpamezii, Wo NOEOHYE OHIAUH- MA OQIAUH-KAHAIU KOMYHIKAYIT, UKOPUCMOBYIOUU
cyuachi yugposi mexnonocii. Y cmammi nioKpecaioemvcs 6adCIUBiCms NepCoOHANi3ayii MapKemuHeo8Uux KOMyHiKayitl,
VIPAGNiHHsA penymayicio, Qopmyeanns Cmpame2iyHux napmuepcme i Bnpo6aod’certs eheKmueHUX aHanimudHux incmpy-
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Menmis. Busieneno kaouosi npooiemu 6nposad’CceHHs MapKemuH208Uux KOMYHIKAyill y aUwiti 0ceimi, cepeod sIKux Hedo-
cmamus inmezpayis. IHHOBAYIIHUX YUDPOBUX THCMPYMEHmMI8, OPaAK epeKmueHo20 BUKOPUCMANHI COYIATbHUX Mepextc
ma obmedxceHiCmeb pecypcie 018 po3uUpenHs Mapkemun2o8oi oisnvnocmi. OOTPYHMOBAHO OOYINbHICINb BUKOPUCAHHSA
IHMePaKmMueHO20 KOHMEHMY, A8MOMaMu3ayii MapKemuH208uUx npoyecie i cetmigikayii Oist 3a71y4eH s NOMEeHYIUHUX a0i-
mypienmie ma 3miyHeHHs iMiOdxcy YHigepcumemis. Ilpakmuyna yinHicms 00CIONCEHHs NOTA2AE Y POPMYTIOBAHHI PEeKO-
MeHOayill 071 KepieHUKiI6 3aK1adis 8uyoi oceimu w000 onmumizayii MapKemuH2080i NOAIMUKU KOMYHIKAYil, nio8uiyeHHs
epexmusnocmi inpopmayitinux kamnarit ma adanmayii 00 ymoe yugposoi mpancgopmayii. Ocobnusy ysacy npudiieno
BUKOPUCTAHHIO CYYACHUX MemOoOi8 OYIHKU eqheKMUBHOCI KOMYHIKAYIUHUX cmpameeiti, uo 00360510Mb VHIgepCume-
mam onepamusHo peazysamu Ha 3MiHU puHKy ocgimuix nociye. Ompumani pe3yivmamu Moxcyme 6ymiu UKOPUCMAHT 015
NOOANBULUX HAYKOBUX O0CTIONCEHD, A MAKOIC OJisl B0OCKOHANEHHS NPAKMUYHUX NIOX00i6 00 YNPAGIIHHI MAPKEMUHE0BUMU
KOMYHIKAYIAMU Y UUUX HABUATIbHUX 3AKAA0AX.

Knrouosi cnosa: mapkemuneosa nonimuka, KOMyHIKayil, 3akiaou euwoi oceimu, yugposi mexnonoeii, openoune,
SEO, SMM, KoHKypenmocnpomodicHicmb.




