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Abstract. The article, using the data of the author’s poll, confirms the prospects of using social networks in the 
marketing policy of university communications. The most indicative are data on the frequency of use of social 
networks: 97.2% of respondents said that they go to the online network several times a day. Instagram (recognized 
by 91.97% of all respondents), Youtube (85.04%) and Facebook (76.18% of the respondents) were recognized as 
the most promising for using marketing communication channels as channels. Users have already formed a request 
to search for information about the university in social networks and 81.44% have already searched for such 
information (opportunities for admission to a particular university, feedback from students or graduates about the 
university, etc.). The attractiveness of social networks is explained, firstly, by the presence of “horizontal” 
communication - the possibility of receiving feedback from students about the educational process, living 
conditions in a student hostel, etc. (44%); secondly, the ability to quickly access official information with relevant 
news (43.4%). It is the official communities and university accounts on social networks that enjoy the greatest 
trust (46.5% of respondents trust them). 
Анотація. У статті, з використанням даними опитування, підтверджена перспективність використання 
соціальних мереж в маркетинговій політиці комунікацій університетів. Найбільш показовими є дані про 
періодичність користування соцмережами: 97,2% респондентів відповіли, що заходять в мережу «онлайн» 
кілька разів на день. Найбільш перспективними з використання в якості каналів маркетингової комунікації 
визнані Instagram (ним користуються 91,97% всіх респондентів), Youtube (85,04%) і Facebook (76,18% 
опитаних). У користувачів вже сформований запит на пошук інформації про виші в соціальних мережах і 
81,44% вже шукали таку інформацію (можливості вступу до певного університету, відгуки студентів або 
випускників про університет і т.д.). Привабливість соціальних мереж пояснюється, по-перше, наявністю 
«горизонтальної» комунікації - можливості отримання відгуків від студентів про навчальний процес, 
умови проживання в студентському гуртожитку і т.д. (44%); по-друге, можливістю швидко отримати 
доступ до офіційної інформації з актуальними новинами (43,4%). Найбільшою довірою користуються саме 
офіційні спільноти і акаунти вузів в соціальних мережах (їм довіряють 46,5% опитаних). 
Аннотация. В статье, с использованием данным опроса, подтверждена перспективность использования 
социальных сетей в маркетинговой политике коммуникаций университетов. Наиболее показательными 
являются данные о периодичности пользования соцсетями: 97,2% респондентов ответили, что заходят в 
сеть «онлайн» несколько раз в день. Наиболее перспективными по использованию в качестве каналов 
маркетинговой коммуникации признаны Instagram (им пользуются 91,97% всех респондентов), Youtube 
(85,04%) и Facebook (76,18% опрошенных). У пользователей уже сформирован запрос на поиск 
информации о вузе в социальных сетях и 81,44% уже искали такую информацию (возможности 
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поступления в определенный университет, отзывы студентов или выпускников об университете и т.д.). 
Привлекательность социальных сетей объясняется, во-первых, наличием «горизонтальной» 
коммуникации - возможности получении отзывов от студентов об учебном процессе, условия проживания 
в студенческом общежитии и т.д. (44%); во-вторых, возможностью быстро получить доступ к 
официальной информации с актуальными новостями (43,4%). Наибольшим доверием пользуются именно 
официальные сообщества и аккаунты вузов в социальных сетях (им доверяют 46,5% опрошенных). 
 
Today it is difficult to imagine a world without information technology, the Internet and social 

networks. Therefore, it is natural that they affect all areas of our lives. The prevalence of social 
networks leads to the fact that they are becoming a very popular subject of research in various fields. 
A frequently investigated phenomenon is the dynamics of the spread of new information and 
communication technologies, as well as who and to what extent uses them. 

Some universities have already realized the power of social networks and are implementing this 
new tool both in the educational process and in their marketing strategies. The active use of marketing 
communications in social networks can positively affect student enrollment through reaching a wider 
group of potential audiences. 

The development of information and communication technologies is the cause of changes in 
the activities of organizations, and universities should not be an exception. However, there are still 
doubts and hesitations among the administration of many universities regarding the benefits and 
practicalities of using social networks. And also there are doubts about the relevance and breadth of 
their application in the marketing communications of universities. 

We add that the use of new technologies for marketing communications not only requires the 
comprehension and acquisition of new technical and communication skills, but also allows you to 
violate the routine and bureaucracy of procedures for working with applicants, it has been preserved 
for decades. That is, it will radically modernize the university’s marketing communications system. 

Distribution and development, as well as the constant emergence of new social networks affect 
the change in user preferences and necessitate periodic monitoring of trust in certain social networks. 
The question is how often do applicants / students use social networks? What kind of social networks 
do they use? Do they trust information on social networks? Are they looking for information on higher 
education on social networks (the possibility of joining a particular university, student or graduate 
reviews about the university, etc.)? What is the most trusted social media source for universities? 
What function of social networks is the most useful for an applicant? Are they subscribed to the news 
of a group / account of a certain university on social networks? 

The purpose of this article was to study the prospects of using social networks for marketing 
communications of universities. To obtain answers to the research questions, the diagnostic 
examination method and the questioning methodology were used. The study was conducted on a 
sample of 361 respondents among Ukrainian universities. To supplement the data obtained, additional 
qualitative studies were conducted in the form of unstructured interviews. 

The main objective of the survey was to assess the preferences, trust and activity of students / 
applicants for the use of social networks. This study, in addition to the search, had an ideological 
goal: to show in figures to the leadership of the Western Military District how important it is to use 
social networks as a channel of marketing communications. 

Our study was conducted from January 29 to February 10, 2019. The questionnaire was posted 
via google form on the author’s personal page on the social network Facebook and already within the 
first day of the survey 281 respondents received answers. In total, 362 participants aged 15 to 22 years 
and older participated in the study “Universities in social networks”. The survey involved both 
schoolchildren / applicants and university graduates. Note that half of all respondents - 117 people 
(49.03%) - are students of 2-4 courses, bachelor's level of training. Accordingly, the majority of 
respondents are aged 19-21 (40%), 15-18 years old - 32% of respondents, and over 22 years old - 
28% of respondents. Unexpectedly, the gender distribution of respondents was 73% (girls) to 27% 
(boys). 
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It is significant that only 8.03% of respondents trust social networks. The vast majority 
(88.37%) are cautious and do not always trust the information disseminated through social networks. 
3.6% of respondents believe that such information cannot be trusted at all. 

The answers to the following question “What kind of social networks do you use?” demonstrate 
a trend towards increasing the popularity of social networks with prevailing video and graphic 
content.Instagram turned out to be the most popular social network: 91.97% of all respondents use it, 
Youtube took the second place - 85.04% and Facebook (76.18% of the respondents) - the third place. 
With a significant margin, the top ten most popular social networks among Ukrainian youth also 
included Vkontakte - 21.88% (fourth place), Linkedin - 19.39%, Twitter - 19.11% and Telegram with 
an indicator of 12.47%. 

To the question “How often do you use social networks?” 97.2% of respondents said they go 
online several times a day. Only 1.7% check their social networks once a day and only 1.1% use 
social networks several times a week. 

In the era of the Internet, social networks, when part of our lives went online, it was these 
resources that became the main source of information search. So 81.44% said that they searched on 
social networks for information on higher education (opportunities for joining a particular university, 
feedback from students or graduates about the university, etc.). 

The most trusted users are verified sources of information, such as official communities and 
official HEI (Higher Education Institutions) accounts on social networks, which account for 46.5% 
of all respondents. Unofficial pages of universities, groups of students, graduates and others also 
occupy an important place among sources trusted by respondents, namely 34.7%. 16.8% of 
respondents prefer information from friends and acquaintances on social networks. And a very small 
percentage of respondents chose advertising as a source of information about universities that should 
be trusted. 

What function of social networks is the most interesting / useful for an applicant? Surveys 
showed that the most interesting categories are student reviews of the educational process, living 
conditions in a student hostel, etc. (44%), as well as the university’s active page with relevant news 
and useful information for the applicant (43.4%). At the same time, 11.3% of respondents expect a 
prompt response from the selection committee to urgent questions on social networks. 

Half of all respondents - 49.3% are subscribed to groups / accounts of their university on social 
networks. A significant number are subscribed not only to their own, but also to several other 
universities - 43.49%. Only 7.2% of respondents are not subscribed to HEI pages on social networks. 

Thus, the prospect of using social networks in the marketing policy of communication of HEI 
is confirmed by the data of an applied research: 

1. The most revealing figures are the frequency of use: 97.2% of respondents said they go online 
several times a day. 

2. The most promising Instagram marketing channels (91.97% of all respondents), Youtube 
(85.04%) and Facebook (76.18% of the respondents) use it as marketing communication channels. 

3. The users have already formed a request to search for information about HEI in social 
networks and 81.44% have already searched for such information (opportunities to enter a particular 
university, feedback from students or graduates about the university, etc.) In addition, half of the 
respondents subscribed to groups / accounts of their university in social networks, that is, this is not 
a one-time contact with a permanent channel of communication with the university. 

4. The attractiveness of social networks is explained, firstly, by the presence of “horizontal” 
communication - the possibility of receiving feedback from students about the educational process, 
living conditions in a student hostel, etc. (44%); secondly, the ability to quickly access official 
information with relevant news (43.4%). It is official communities and official HEI accounts on social 
networks that enjoy the highest trust (46.5% of respondents trust them) - this is indicative, since the 
majority (88.37%) are cautious and do not always trust information disseminated through social 
networks. 

The results obtained in numbers indicate the relevance of the wider use of social networks in 
the marketing communications of universities. 
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