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The article studies the specific features of marketing Internet-communications in the market of educational
services, using the experience of Ukrainian education institutions.

The educational servicesmarket involves the market relations sphere that arise between educational activity
agents as forbuying-selling of a specific product - educational service. The educational services market can be
defined as the sphere of economic relations with regard to buying-selling of educational services, which depends
directly on the economic situation in the country, its socio-cultural sphere, etc.

The authors tend to believe that in market conditions consumers of educational services become more
demanding, and the service peculiarities complicate their performance and promotion, the competition of education
institutions unfolds, first of all, in the information field using a wide range of marketing communications. Therefore,
in case of aggravation of the competitive situation that is currently observed in the Ukrainian market of educational
services, the involvement of marketing communication technologies makes it possible to increase the
competitiveness of a separate education institution and the entire spectrum of its services.

The article describes the most important elements of marketing communications used by education institutions to
promote educational services. Thanks to the technologies development, Internet technologies in particular, new
channels of communication are emerging. Accordingly, methods and techniques for working with new Internet
communication channels are being developed and constantly modified. In recent years, such a method of marketing,
as the promotion of services through Internet-communications, is becoming more and more relevant and brings
significant economic benefits from its usage. Taking all these into account there is a need to study new channels of
communication, methods of working with them and continuous improvement of the work of education institutions to
promote learning services on the Internet. Therefore, the authors identify the main tools of marketing Internet-
communications in the context of improving the communication of the education institutions with consumers of
educational services, their main characteristics are described and the peculiarities of application in promoting
educational services are explored.

Keywords: marketing communications; Internet communication;educational services; educational services market;
promotion; advertising.

IonoabrHa BanenTuHa, €Bceiinesa OJieHa

CHELIM®IKA MAPKETHHIOBHX IHTEPHET-KOMYHIKAIIIA Y TIPOCYBAHHI OCBITHIX
nociayr
Anomauyin

Y ecmammi 0ocniodceno cneyugbiuni pucu mapkemuHnzoeux iHmepHem-KkOMyHIKAyith HA PUHKY OCEIMHIX nociuye,
BUKOPUCMOBYIOYU 00C6I0 YKPATHCLKUX HABUANbHUX 3aKNA0I6.

Punok ocgimuix nocnye nepeobauae cgpepy puHKo8ux 8iOHOCUH, AKi BUHUKAIOMb MIXNC Cyb’€Kmamu 0c8imHboi
OistbHOCmi 3 npugoody Kynieni npodaxcy cheyugiuHozo mosapy — oc8immueoi nocayeu. Purnox oceéimuix nocaye
MOJICHA GU3HAUUMU AK cepy eKOHOMIYHUX BIOHOCUH WO0O0 KYNIGni [ npooaxcy oceimHvoi nociyeu, sAKa
6e3nocepedHbo 3anexncums 8i0 eKOHOMIYHOI cumyayii 6 KpaiHi, cmawy ii coyianbHo-KyI1bmypHoi cdhepu mouyo.

Aemopu cxunsiombcs 00 OYMKU, WO OCKIIbKU 8 DUHKOBUX YMOBAX CNOJACUBAYI OCEIMHIX nocaye cmaombs binbuw
8UMONUEUMU, a 0CODUBOCMI NOCIYe YCKIAOHIOIOMb IX NpeOCmAaeneHHss ma nPoCYBaHHsA, KOHKYpermHua bopomvba
HagYanbHUX 3aKNA0I8 pO320PMAEMbCS, NepUlL 3a 6ce, HA IHPOPMAYITIHOMY NONI 3 GUKOPUCMAHHAM WUPOKO20 KONA
3acobie mapkemunzoeux KomyHikayiti. Tomy npu 3azocmpenHi KOHKYpeHmHOi cumyayii, ska 3apa3s
cnocmepicaemovCs  HA YKPAiHCbKOMY  DUHKY OCGIMHIX NOCAye  3QNY4eHHS MAaPKeMuH208UX KOMYHIKAYIUHUX
mexHOoNo2ill 0aE MONCIUBICMY NIOBUUMU KOHKYDEHMOCNPOMOICHICMb OKPEMO20 HABYILHO2O 3aKNA0Y ma 6Cb020
cnekmpa 1io2o nocaye.

Y cmammi nasedeno xapaxmepucmuky HaubinbwL 6acOMUX eNeMEHMi8 MAPKeMUH2Z08UX KOMYHIKayiu  AKi
3acmocosyiomeCs HABYATbHUMU 3aKNA0aMu Ol1 NPOCYBAHHA OCEIMHbOI nocay2u. 3aeo0saKku po36UMKY mexHonoeill,
30Kpema iHmepHem-mexHonoeil, 3’A6AAI0MbCA HO8I KAHANU KOMYHIKayil. Bionogiono po3pobastomecs i hocmiiHo
MOOupiKyiomocs Memoou i nputiomu pobomu 3 HOBUMU KaHANaMU iHmepHem- KOMYHikayiti. B ocmanni poxu maxuii
Memoo MapKemuHzy, AK NPOCYBAHHA NOCIY2 34 OONOMO2O0I0 iHMepHem-KOMYHIKayill, cmae AK HIKOAU QGKMyansHum i
npuHOCUMb 3HAUHULU eKOHOMIYHUL echexm 8I0 3acmocysanHs. Y 363Ky 3 yum BUHUKAE HeOOXIOHICMb Y 6UBYEHHI
HOBUX KAHQI8 KOMYHIKayii, Memooig pobomu 3 HUMU | NOCMIUHO20 B0OCKOHANEHHS pOOOMU HAGYANbHUX 3aKNA0IE 3
npocysanna oceéimuix nocnye 6 Mmepeoici inmeprem. Tomy aemopamu 6uokpemieHi OCHOBHI iHCmpymeHmu
MapKemuH206ux IHMepHemM-KOMYHIKAyiti 8 KOHmMeKcmi NOKPAWJeHHs1 KOMYHIKayii Has4yanbHoz0 3axknady i3
CROJCUBAYAMYU  OCBIMHIX NOCNY2, HABe0eHO IX OCHOBHI Xapakmepucmuxu ma O0ocniONCceHo ocobausocmi
3acmocy8anHs y NPOCYBAHHI OCEIMHIX NOCAY2.

Knrouogi cnosa: mapxemunzosi komyHikayii; inmeprHem-kKoMyHiKayii; 0c6imHs Nociayza; pUHOK OCGIMHIX Nocaye;
npocyeamHHa,; pexnama.

1. Target setting
In current market conditions, the effective functioning and development of an education institution involves the
introduction of a marketing management approach. Which, in its turn, involves the adoption of a set of marketing
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decisions, among which there is an introduction of effective marketing communications of an education institution.
As in the market conditions, consumers of educational services become more demanding, and the peculiarities of
services complicate their performance and promotion, the competition of education institutions unfolds, first of all,
in the information field using a wide range of marketing communications.

The problems of marketing communications in education have been studied in the works of both foreign and
national scientists and practitioners such as F. Kotler, G. Beckwit, V. Kremen, 1. Vakhovych, N. Krakhmalova, N.
Zinchuk, O. Sayenko and many others.

Thanks to the technologies development, Internet technologies in particular, new channels of communication
appear, such as sites, social networks, catalogs, various aggregators, applications, etc. Accordingly, methods and
techniques for working with new communication channels are constantly being developed and modified. In recent
years, such a method of marketing, as the promotion of services through Internet communications, is becoming
more and more relevant and brings significant economic benefits from its usage. Considering all thesethere is a need
to study new channels of communication, methods of working with them and continuous improvement of the work
of education institutions to promote educational services on the Internet.

2. The statement of basic research materials

V. Kremen and Yu. Kovbasyuk define communication as socializing and a process of information (thoughts,
ideas, etc.) exchange, a specific form of people interaction in the process of their cognitive activity [1, p.193].
According to A. Andreasen and F. Kotler, foreign marketing specialists, the communication process includes the
sender of the message and the recipient (potential consumer). The sender has an assigned message, but whether the
received message will correspond to the purpose is determined by the extent to which the communication process is
free of interference [2, p.361].

It is known that the main product of education institutions is aeducational service (preparatory courses,
undergraduate, master course, postgraduate studies, advanced training, etc.), which is mainly considered by the
researchers as an economic and social category. It is an activity when one person (service performer) passes to
another person (service customer) a complex of information and knowledge aimed at mastering professional skills,
acquisition of the necessary competences, development of the person, intellectual growth, etc.

The educational services market is a complex socioeconomic system that consists of the following elements:
educators (pedagogical groups of pre-school education institutions, secondary schools, pedagogical workers of
vocational schools, academic staff of education institutions and consumers (state, region, households, physical and
legal individuals.) This is a sphere of market relations that arise between educational activity agents as for buying-
selling of a specific product - educational service[3].

This service is considered by various authors [1, 3] as a specific product, social or economic benefit, type or
product of activity, a complex of related services of education institutions, a system of knowledge and skills, etc.

Thus, the educational servicesmarket can be defined as the sphere of economic relations with regard to buying-
selling of educational services, which depends directly on the economic situation in the country, its socio-cultural
sphere, etc.

Nowadays, as the competition on the educational services market intensifies, the attraction of marketing
communication technologies makes it possible to increase the competitiveness of any institution and the entire
spectrum of its services.

The most important elements for promoting an education institution are the following elements of marketing
communications: advertising, public relations, event-marketing, exhibition activities, Internet representation. Such a
division is quite arbitrary, since modern marketing communication is an integrated complex, each means of which
influence may include elements of other means.

Advertising is a traditional, habitual channel of promotion, both for the authorities of an education institution and
for consumers. Advertising of an education institution is the information about it distributed in any form, with the
help of any means, its educational services, which is intended for an indefinite number of individuals and is aimed at
forming or maintaining an interest in this education institution and its educational services [4].

It should be noted that adverts of education institutions are usually standard. They contain information about
education programs, licenses availability, training terms, cooperation with foreign education institutions, high
quality of received knowledge and practical skills; high level of teaching; quality educational and methodological
base; the ability to reveal fully the abilities through participation in scientific research; examples of high
achievements of graduates of the education institution in a particular area of training in professional, entrepreneurial,
social, or political activity; opportunities for having practice or part-time study abroad; opportunities to receive
additional educational services, etc. However, the best option for an advertisement is that it combines the content
and the extraordinary creative decision to provide such information.

Public relations is one of the key activities within integrated marketing communications of an education
institution, because their objectives are direct bilateral communication with both customers and with society as a
whole [5].

The main purpose of forming public opinion is to create a strong position of an education institution in society
and among potential consumers. The scheme of the public opinion formation mechanism is a chain of successive
actions: express yourself - attract and hold the attention - arouse interest - remove tension and distrust - form a
positive image - initiate desire - encourage desirable actions for the institution - improve the institution image
(elevate the rating).
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Event marketing as one of marketing communications of education institutions is the organization of a carefully
planned special event (for example, "Open Days", Olympiads, holidays, concerts, solemn ceremonies, lectures of a
well-known people, etc.), that should cause an emotional response with the invitees. In addition to observing the
course of a special event, the invited peopleget acquaintedwith the education institution, become direct participants
of the event. The main thing in organizing and holding a special event is to leave the invited people with a positive
impression of the institution as a whole and to form a commitment in choosing the educational service of this
education institution.

Another element of marketing communications is the exhibition activity. Participating in a specialized exhibition
as exhibitors is now a common means of promoting an education institution. This is due to the fact that exhibitions
attract a large number of potential consumers; give the institution the opportunity to evaluate their own
achievements in the educational services market. The participation in exhibitions allows attracting potential
customers, promoting business relationships with new partners, improving the reputation, demonstrating new
education programs and allows you to actively use means of stimulating sales (training discounts, comprehensive
sales of services with a price bonus, etc.).

The education institution representation in the network of Internet can be both an independent important element
of communication and support for already consideredPR events or social events.

Work on the Internet, related to marketing, promotion or PR, involves the creation of a community and the
organization of target audience representatives live communication in this community, as well as potential and real
consumers. It will also contribute to the positioning and promoting an education institution in one or another social
network.

The Internet technologies development enabled to use a new communication environment for educational
services promotion. The main tools of Internet communications and their characteristics are shown in Table 1.

Table 1. Characteristics of Internet communications means

Means Characteristics

Site It gives the opportunity to convey the key elements of the brand, the benefits
of the institution, highlight key events, provide round-the-clock access to the
information about the education institution, expand the range of potential

customers.

SEO -search engines It is a necessary means for promoting the site in the modern Internet, allows to

optimization see the link to the site on the first page of the search engine

Accounts in social media A creation of a personal page of the institution in the social media allows rapid
dissemination of the relevant information, attracting additional traffic to the
site.

Banner advertising A kind of Internet advertising of visual perception, placed on the target portals
in order to attract potential consumers to their own Internet resources.

Target advertising Textual, media, or multimedia ads that appear only to those media users who

meet specific criteria of a given advertiser (gender, age, location, language of
communication, field of activity, etc.).

Contextual advertising The ad is selected for media users based on their search queries.

Mobile applications Implementation of mobile applications.

According to the practical experience, education institutions in their work on promotion use mainly such means
as a site, SEO and accounts in social media. The most time-consuming, but at the same time, effective, should be
considered the creation of sites and their search engine optimization, and introducing in social media should be a
supporting means for Internet communications.

This has its own explanation, which is substantiated by the specifics of using Internet communications to
promote educational services.

The site improves informativity, as it allows providing relevant information to both real and potential customers,
as the site access is open 24/7.

The site, with proper registration, is a part of the corporate style and, consequently, enhances the education
institution image in the eyes of consumers, contributing to the advancement of educational services.

Currently the Internet is not only a great place to look for the right information, but also a huge trading platform
that allows choosing, ordering and paying for goods and services online. Thus, by giving information about an
education institution in social media, as well as creating its official website, it is possible to significantly increase the
number of educational services users of a particular educational institution. In order to take a worthy place and not
get lost among the similar ones offered by competitors of educational services, it is necessary to apply the search
engines optimization (SEO). This is due to the fact that the sites that are in the first lines of the search engine results
attract much more people, as many people are delayed on the start page, choosing the appropriate version of the
proposed, and do not scroll further. Therefore, SEO is a very effective marketing means for both promoting goods
and services.

Social media are very popular among potential clients of education institutions, and therefore they are also the
key means of Internet communication with potential and real consumers. In addition, they have advantages that are
not inherent to other communication elements, including:
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- increasing the trust level towards the education institution. When a potential consumer (entrant) sees a live
profile of an institution in popular social media, he/she realizes that the institution has a certain history and
values its reputation. Increasing the trust level towards the institution increases the sale level. The recent
trends in social media users show that fewer users waste time on calls and are increasingly leaving their
questions, complaints, and thanks online. Social media allow doing this publicly, and, consequently, the user
can count on a faster response, as well as obtain additional information from other consumers;

- a large users audience. Advertising through social media allows attracting attention to the institution every
second, quickly informing about new events and services. There is no need to wait until users enter the site
and read the news,it is possible to notify all those interested through social media;

- due to target advertising that is provided on social media, it is possible to accurately identify the target
audience, which is likely to be interested in the proposed service. There is constant expansion of the target
audience by increasing the number of potential customers, which cannot be attracted by other types of
Internet advertising;

- increasing traffic to the site by sending members from communities in social media;

- growing number of regular consumers. It is much more difficult to attract a new customer than to sell
something old (in case of positive experience). Social media work with an already loyal audience, who once
marked the page of the institution, and, therefore, they are more than willing to appeal to you again.

- conducting interactive online activities. Contests, promotions, social media games are much more effective.
It is easier to notify the interested audience about them. The media provide a number of handy means for
conducting them (subscriptions, "likes", "repos", "retwitters"), and also include the social element of the
competition. The users can see who else is involved with it, what results and chances are for other people.
Consequently, again, the trust towards the institution as a whole increases and therefore increases a positive
reputation in the eyes of consumers.

3. Conclusions

The usage of Internet marketing communications for an education institution is a must, as the Internet users are a
part of the target audience of an education institution. The attraction of Internet communication means along with
traditional marketing communications will have the best effect on achieving goals set by the institution.

The advantages of using Internet communication means are, first of all, that it does not cost much, secondly, the
Internet allows creating high-quality contacts with the target audience, the third advantage is the ability to quickly
submit relevant information.

Therefore, the involvement of Internet communication means in the general system of educational services
promotion (integrated marketing communications) is very important in a competitive environment at the educational
services market. It makes possible to increase efficiency of communication policy of the education institution, to
provide a contingent of listeners, and as a result, it has a positive impact on the results of education institution
financial activities.
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