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Modern information technologies play a key role in the promotion of educational 

services. The use of digital tools allows educational institutions to effectively engage 

with potential students, increase brand awareness, and attract new listeners. Today, the 

topic of Internet promotion of Ukrainian higher education institutions remains 

insufficiently researched [1, 3, 8, 11, 14]. The online space is an integral part of the life 

of most applicants, and the lack of universities in it can reduce their popularity and 

affect the perception of higher education as less attractive. This can give the impression 

of obsolescence of educational institutions and classical education in general. 

Insufficient analysis of educational services as a product, as well as the features and 

effectiveness of Internet promotion tools, slows down the popularization of higher 

education among young people. This, in turn, may lead to a decrease in the level of 

education of the population, which will negatively affect the development of Ukraine 

as a state. Given that most companies actively use Internet promotion to advertise 

goods and services, higher education institutions also need to find their place in the 

digital space [2, 7, 12]. This will help maintain young people's interest in education 

and support the overall development of the country. 

We propose to include the following as the main information technologies in the 

promotion of educational services [4, 9, 13].  

Digital marketing, which includes contextual and targeted advertising, SEO 

optimization of educational institutions' websites, content marketing (blogs, articles, 

videos, webinars). Such a tool provides for paid promotion in search engines. SEO 

specialists often work with search advertising, retargeting of search queries, display 

and social advertising, website remarketing, and mobile marketing. 

Social networks and SMM involve the active use of Facebook, Instagram, 

TikTok, LinkedIn, working with influencers and bloggers, and creating interactive 

content. This tool involves all types of work with and promotion through social 

networks, in particular through the creation of content and various types of advertising 

available on selected social networks. 

Automation of marketing processes is an extremely important element of the 

digitalization of the educational space, as it uses CRM systems to manage interaction 

with students, chatbots for quick communication, e-mail marketing, and personalized 
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newsletters. This tool contains banners and pop-up windows on web pages, aiming to 

visually impress the consumer with a short message and a vivid visual image. E-mail 

marketing involves the collection of e-mail addresses of potential consumers and in the 

future mass mailings with offers of goods and services, invitations to visit the site, 

information about new products, etc. 

Big Data and analytics are the use of analytical platforms (Google Analytics, 

Yandex.Metrica), analysis of user behavior, forecasting the demand for educational 

programs. 

Online platforms and webinars. Using LMS (Learning Management System), 

organizing open online courses, conducting webinars to attract potential listeners. 

Viral Marketing. This tool consists in the deliberate or spontaneous 

dissemination of unique content in the information space. The peculiarity of this tool 

is that the content becomes "viral" and netizens distribute it on their own, that is, the 

company does not use a large amount of funds. 

Digital Media Planning and Buying – planning and implementation of a media 

strategy. The use of the tool consists in the analysis by the enterprise of the market, 

available promotion strategies and tools, its own product or service, and further 

planning and implementation of a communication and marketing strategy for product 

promotion.  Web analysts often work with services such as Google Analytics, Spring 

Metrics, Clicky. 

The main advantages of using information technologies in the formation of 

strategies for promoting educational services to the market include: increasing the 

availability of educational services; reducing marketing costs; flexibility and 

personalization of educational offers; quick response to changes in demand. 

Information technology is an integral part of the modern market of educational 

services. They contribute to the effective promotion of educational institutions, 

increasing their competitiveness and attracting new students. Given the dynamic 

development of digital technologies, educational institutions need to constantly 

improve their marketing strategies and adapt them to modern challenges. 
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Штучний інтелект торкається майже всіх і все у більшої кількості людей 

виникають питання про вплив ШІ на користувачів: чи приносить ШІ більше 

проблем, ніж користі? 

Опитування 2024 року, проведене Public First у партнерстві з Center for Data 

Innovation, підкреслило розділення настроїв щодо ШІ. Щодо бізнесу, то 

керівництво використовує штучний інтелект майже повсюдно. «Звіт про штучний 

інтелект» за 2024 рік від UST, компанії, що займається програмним 

забезпеченням і послугами для цифрової трансформації, показує, що 93% 

опитаних великих компаній вважають, що штучний інтелект є важливим для 

успіху. Водночас керівники підприємств також міркують щодо переваг та 

недоліків ШІ. Вони повідомляють про збільшення продуктивності та 

ефективності, але вони також побоюються проблем з конфіденційністю даних, 


