34

I'YKBA OJIbI'A

XapkiBChKHH HaIliOHAILHUN YHIBEPCUTET
imeni B. H. Kapa3zina

M. XapkiB (Ykpaina)

CTPATETIA MONYJISAPU3AILIIL YHIBEPCUTETIB
BUKOPUCTOBYIOYH ITIOTEHIIAJI HOBITHIX MEJAIA

CyuyacHi yHiIBEpCUTETH MPUHMaIOTh 0araTo BUKJIMKIB Cy4acHOCTI, IO MOTPEOYIOTh MPOSIBUTH
NEBHI SKOCTI, BiJ KUX 3aJCKHUTh YCHIIIHICTh iX iCHYBaHHS: FHYYKiCTh, aJallTUBHICTh Ta BOJHOYAC
BMiHHS 30epertu Tpaauuii. Bipryanizania B3aemoaii, rmodanbHi TpEHIU Ta cTpaTeriyHa BaXJIMBICTh
inpopMmaniifHoi Ta iMigkeBOi KOMyHikalii He 3amumIa€e OCTOPOHb 1 YHIBEPCUTETH. IHTepHET
MPUCKOPHUB TMPOIEC CTBOPEHHS Ta Tepemadi iHGopMmallii, CTBOPHBIIM YMOBH IJIsi ICHYBaHHS
«IIPO30PUX OpTaHi3allii», KOJHM YCIIITHICT, Oprafizamii BHMIPIOETBCS B TOMY YHCII 1 piBHEM
1H(GOPMOBAHOCTI PO Hel.

bpennuHT yHIBEpCHUTETIB — II€ HE Maris, II¢ €JIEMCHT CTPATEridHOTO YMpaBIiHHI. IMiTK,
penyTaris, OpeHa — Kareropii, SKi MOTPEOyIOThH MEPEOCMHUCIICHHS Ta CTPATETiYHOTO 3aCTOCYBAHHS.
Mwu HEe MOXeMO TepeadaduTH MaibyTHe, OE3MOMHIKOBO CINIAHYBATH Ta BUOKPEMHUTH YCi PU3UKH,
10 MOXYTh BUHHUKATH, aJI¢ MU MOKEMO KEPYBATH ITUM MPOIIECOM.

CydJacHHH PHHOK OCBITHIX MOCIYT BIAPI3HAETHCS KOHKYPEHTHHM CEPEIOBHUINEM 1, TIPH IIHOMY,
HU3bKUM piBHeM audepeHifiamii oCHOBHUX (aKTOPiB caMe YHIBEPCHTETIB Ta BIJCYTHICTIO CTpaTerii
MOMYJIsIpU3alii, Ik Ha BHYTPINMIHROMY IPOCTOPi, Tak 1 Ha MDKHApOAHIN apeHi. bpeHIuHT — 11e HE
TiIABKY 1 HE CKUTBKHW MapKETHHTOBA MpaKTUKa, — II¢ IIJIECIIPIMOBaHEe KOHCTPYIOBAHHS 1JEHTUIHOCTI
VHIBEPCHUTETY, K cka3zaB E. JltopkreiiMm «popMyBaHHS MOIYTTS OCOOIMBOTO THITY».
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STRATEGY OF THE UNIVERSITY POPULARIZATION USING THE
POTENTIAL OF NEW MEDIA

Modern universities face many challenges in contemporary world that demand to demonstrate
such qualities as flexibility, adaptability and the ability to preserve traditions at the same time,
because the existence of universities mostly depends on them. Virtualization of interaction, global
trends and strategic importance of information focuses on image communication and also concerns
universities. Internet has accelerated the process of creation and transmission of information by
creating conditions for the existence of «transparent institutions» when the success of the
organization is measured by the level of technological awareness. Brand strategy of a university is
not magic - it is the element of a strategic management. The image, reputation and brand are
categories that need to be reconsidered and strategically implemented. We cannot forecast the future
accurately, point out all the risks that may arise, but we can control this process. Modern education
market is a new competitive environment and, at the same time, it has low level of differentiation of
the major actors, so universities are lack of strategies of promotion both in the domestic market and
in the international arena. Branding is not just a marketing practice, it is a purposeful design of
identity of the University, as Emile Durkheim would say, «construction of the sense of a special

type.»
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