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Annotation: The relevance of the research topic. The rapid development of 

Internet technologies and the growing number of Internet users determine the 

specifics of marketing activities for business entities, including higher education 

institutions. In the context of increasing competition and informatization, it is 

important to develop the university's marketing activities based on the use of Internet 

technologies, which can enhance the efficiency of communication processes, 

promote the university's activities on the Internet, and create a positive image of the 

university and loyal relationships with educational services market participants. 
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The official website is the main tool for a university's marketing activities on 

the Internet, as it performs informational, communicational, presentation, image, 

and representative functions, and significantly contributes to the effective operation 

of a university. Therefore, it is crucial to develop theoretical principles and practical 

recommendations for the development of marketing activities in higher education 

institutions based on the use of Internet technologies. 

Currently, there are certain results of theoretical research on the development 

of marketing activities of economic entities, including higher education institutions. 

However, while recognizing the importance of these studies, it should be noted that 

insufficient attention has been paid to the organization of marketing activities of 

universities based on the use of Internet technologies, and no conceptual framework 

has been developed for the study, nor has a comprehensive methodological approach 

been developed for evaluating the functioning of a university's official website. In 

the context of increasing competition in the educational services market, it is 

necessary to address the issues of developing marketing activities at universities and 
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improving the functioning of university websites as an important tool for marketing 

activities on the Internet. 

The tasks set in the work were solved using structural-functional, 

comparative, and logical analysis, a situational approach, and various methods of 

graphical interpretation of information and marketing research. 

The scientific novelty of the article research is as follows: 

- expanded understanding of the marketing activities of higher education 

institutions based on the use of Internet technologies as a set of actions aimed at 

ensuring the process of promoting educational services to specialized markets using 

the global information network Internet by meeting the needs of the educational 

services market and the labor market for information about the university's activities 

and its product based on expanding marketing communications using the Internet 

communication system; 

- a model of theoretical and methodological substantiation of a university's 

marketing activities based on the use of Internet technologies has been proposed, the 

result of which is the identification of types of marketing communications and tools 

for promoting information about the university on the Internet based on the 

allocation of principles of marketing activities that are subordinate to the goals and 

objectives of its implementation at the university in accordance with the 

transformation of the concepts of the information society and interaction marketing 

into information marketing; 

- the author's classification of university marketing tools based on the use of 

Internet technologies is substantiated, which allows for the formation of an Internet 

communication system that expands the possibilities for promoting the website and 

information about the university's activities. 

The practical significance of the research results lies in the fact that they can 

be used in the marketing activities of higher education institutions to provide 

information about their activities, attract applicants, and improve the efficiency of 
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the official websites of universities from the perspective of the target contact 

audience - external and internal Internet users. 

The proposed system of indicators for assessing the quality of a university 

website will allow for the evaluation of the website and the justification of its 

improvement in terms of technical, informational, and marketing components, 

usability, appearance, and interactivity. 

The practical application of the proposed model of university marketing 

communications based on the positioning of the website in the system of Internet 

technologies will allow the selection of types and means of marketing 

communications and Internet tools in order to maximize the attraction of the target 

audience, including government agencies, graduates, employees, students, 

applicants, and interested organizations and employers. 

According to T.N. Makarova, the competitive situation in the educational 

services market can be influenced by: educational institutions that provide identical 

educational services; companies that provide similar services; companies that sell 

technologies, patents, and know-how; and companies that offer their own specialists 

with the knowledge and skills required by consumers. 

Taking into account the philosophical orientation of marketing, as well as its 

principles, methods, functions, and defined practical approaches, marketing is a 

powerful tool for competition and maintaining a high level of competitiveness. 

According to M. Polienko, marketing activities can be aimed at both changing 

the company's products and business processes to meet existing demand (increasing 

the final consumer value) and creating, developing, or changing market demand (the 

needs of potential consumers) [106]. In this regard, the author identifies the 

following areas of marketing activity: collecting marketing information about the 

company's external and internal environment, such as conducting market research, 

competitive intelligence, etc.; analysis of marketing information and marketing 

decision-making (segmentation and selection of target segments, competitiveness 
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assessment, positioning, etc.); planning of marketing activities (development of a 

marketing strategy and marketing plan); formation and implementation of a 

marketing mix. 

I.N. Gerchikova believes that the company's marketing activities are aimed at 

establishing specific current and mainly long-term (strategic) goals, ways to achieve 

them, and real sources of economic resources based on market demands. The 

company also determines the range and quality of its products, their priorities, the 

optimal production structure, and the desired profit. 

The concept of individual marketing has been put into practice as a result of 

the success of custom-made products, the widespread use of computers and the 

Internet, and direct marketing, which involves selling products without 

intermediaries. 

The theoretical basis of marketing in the field of educational services is 

service marketing, which has developed as one of the branches of general marketing 

philosophy. 
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