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It cannot be denied that nowadays there is growing competition between various types of higher
education institutions. Out of the whole spectrum of available marketing instruments that the marketing
departments of these schools have at their disposal, the Internet cherishes a privileged status. These areas
get integrated and constitute a fruitful ground for research into the role of the Internet in the marketing
activity of higher education institutions. An analysis along these lines becomes additionally relevant in the
comparative context of two markets of educational services, i.e. Poland an the Ukraine, and set out for a
specific marketing tool, in this case e-marketing.

Advertisement is a type of promotion that aims to inform and persuade potential customers to buy
products offered by a given company [4, p. 105]. Traditionally, it appearsin press, on theradio, TV or inthe
form of outdoor advertisement. Y, it was aready in the ningties of the 20th century that researchers observed
that online marketing is markedly different from other forms of traditional marketing in the sense that the
former offers unique opportunities that no other medium can provide. The topic has recently been discussed by
D. Plata-Alf, G. Mazurek, A. Miegon [7, p. 313-347], J. Krolewski, P. Sadla[5], D. M. Scott [8].

In recent years, marketing activity of higher education institutions has been the subject matter of an
extensive exchange of opinions on both domestic and international arena. A number of scholars, including
M. J. Armstrong [1], B. R. Clark [2], H. Hall [4] and A. Pabian [6], have explored it at length.

The study was carried out in the period from 6 Feb. 2017 to 28 June 2017 as part of the
international research project entitted “The Internet in the marketing activity of higher education
institutions’. 123 Polish and 62 Ukrainian schools took part in the study.

In both countries, display with the emphasis on the traditional forms, plays the dominant rolein the
sphere of Internet marketing. Other derivative formats seem less popular with both the Polish and the
Ukrainian higher education institutions. Video e-marketing emerges as the most prospective form of e
advertisement and it is to be expected that its share in the market will gradually increase.

Precise targeting is one of the biggest advantages of e-marketing and, in this respect, geographic
and demographic targeting are commonly used by both Polish and Ukrainian higher education institutions.
Behavioural targeting is significantly less popular, and in Poland it is even less popular than in the Ukraine.
This type of targeting is expected to gain on importance in the foreseeable future.

In both Poland and the Ukraine, it is social media that constitute the most popular and high-ranking
e-marketing instrument. This is due to the fact that they gather both present and potential students. One
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may risk the assumption that part of the so-called student life has transferred to SM, which is why this
channel currently isand is bound to be so vital for each and every higher education institution.

The research results presented may serve as the background for dicussions as well as the point of
departure or further research, especialy in the areas characterised by biggest dynamics, eg. video
advertising, programmatic advertising, aswel as the entire sphere of advertising in social media.
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3 METOIO MiABUIICHHS e)eKTUBHOCTI TIsSUTBHOCTI, B YMOBax YKOPCTKOI KOHKYPEHIII, MiIIpHEMCTRA
AKTUBHO IIyKAalOTh Ta BHUKOPHUCTOBYIOTh Cy4acHI MHiAXoau A0 poOoTh 3 kiieHTamMu. OJHUM 3 TaKuX
migxoaiB € nudpoBuil MapKeTHHT. BUKOpHCTaHHS TUQPPOBOr0 MapKETHHTY, SIK OJHOTO 3 KIIOYOBHX
IHCTPYMEHTIB TMiJBUINEHHS €QEKTUBHOCTI IISUIBHOCTI BITYM3HSIHUX MIANPHEMCTB, BUKIMKaHE HEOOXij-
HICTIO 3a0e3MeueHHs] CTabiIBbHOTO PO3BUTKY EKOHOMIKH.

Okpemi acrieKTH Teopii Ta MPaKTUKH PO3BUTKY Ta BUKOPHCTAHHS MAapKETHUHTY PO3TIITHYTO B MpAIsxX
0araTbOX BITYM3HSHHMX HAYKOBIIIB, B ToMy uwcii, €.1. Berrepa, M.A. Oxmanmepa, JI.B. fmroka ta inmmx [1-3].
[poTe B HasSBHUX HAYKOBHMX MpAISX HEMOBHOIO MIPOIO 3HANIIUTH BiOOpaXKEeHHs Cy4acHi TEHJICHIIIi pO3BUTKY i
BITPOBA PKEHHS IU(POBOr0 MAPKETHHIY. Y CE 1€ 3yMOBHJIO aKTYaIbHICTh JOCIIIKCHHS.

HudpoBuit MapKeTHHT — 1€ CYKYIHICTh MU(PPOBUX TEXHOJOTIH, SKi BHKOPUCTOBYIOThCS TSI TIPOCY-
BaHHS KOMITaHii i 3aJTy4eHHs CIIO)KMBaviB. JlaHWi1 B MApKETHHTY BUKOPHUCTOBYETHCS HA Pajiio, B MOOUTHHUX
TEXHOJIOTi5IX, TeriebaueHHi, [arepHeTi, iHMmMX THHax nuppoBux Hociie. L{udpoBuilt MapkeTHHT — 116 KOMILIEKC,
KU BHUKOPHCTOBYE HE TUIBKM IHTEpHET, ajie W iHI BHAM MapKeTHHTy. ChOromHi HUM aKTHBHO BHKOpPHC-
TOBYIOThCS TPAIMIIiiTHI (hOpMHU pEeKIIaMH, Taki K U(poBi TabI0 Ha BYJIHMIIIX, 3ac00H 383Ky 1 QR-Kkomu [1].

Kontentiist Ta METOI0MOTiS PO3BUTKY MAPKETHHTY HOCSITH YHIBEpCAIBLHHN XapakTep i CPSMOBYIOTHCS
Ha TABUINEHHSI KOHKYPEHTOCIPOMOXKHOCTI TianpueMcTB. OHAK B Cy4acHUX YMOBaX IM(POBOI eKOHOMIKH
KJTaCHYHI TEOPETHUYHI TOJOKEHHSI MapKETHHTY HaOyBaloTh Crenu(iyHuX (OpM, aganTylouduch A0 3MiHH
TEXHOJOrYHOro 6a3ucy BupoOHuUITBa. HOBI mndpoBi MeToan 0OpoOKH Ta BUKOPHCTaHHS iHQOpMAITil CTaloTh
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