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Mediatization as a Fundamental Communication Strategy of University
Libraries in Kharkiv

Obijective. The aim of the study is to develop conceptual foundations for medialization as the most effective
communication strategy for university libraries. The unique experience of analytical and marketing practices in
scientific libraries of universities enables them to effectively monitor the impact of their official accounts on social
networks and messaging platforms, thereby contributing to the formation of their unique image. Methods. Employed
methods include observation, comparison, Internet marketing, content analysis of official university websites,
references to official web representations on social networks (messengers), statistical and mathematical methods, as
well as systemic and socio-communicative approaches. Results. The study clarified the extent of Kharkiv universities’
incorporation into the global communication space through their web presence activity on various social
networks/messengers. Rankings for the popularity of social networks/messengers (Facebook, YouTube, Instagram,
Telegram) among Kharkiv universities, as well as for their Telegram channels based on the number of subscribers
were developed. Conclusions. University libraries possess powerful analytical potential for enhancing the
effectiveness of universities’ branding campaigns through medialization — effective communication activities on
social networks/messengers. Systematic use of web analytics tools to monitor the effectiveness of communication
strategies and adapt content according to subscribers’ interests can improve the quality of communication and
marketing activities in higher education institutions.

Keywords: university libraries in Kharkiv; mediatization; social networks; messengers; Internet marketing;
branding

Introduction

Contemporary society is increasingly orienting towards digital communication,
accelerating the medialization process — the essence of which involves social networks and
messengers becoming the primary means of communication and interaction for millions of people
worldwide. Digital media are now the fundamental communication intermediary between society
and the higher education system. They have a decisive impact on potential applicants’ perceptions
of the status of a higher education institution (HEI) and the quality of its educational services. In
the highly competitive environment of educational services, the effectiveness of modern HEIs’
branding depends on their active use of social networks/messengers as a fundamental tool for
communicating with prospective and current students, alumni, and other stakeholders to shape the
institution’s unique image and its promotion within the global educational space.

Higher education institutions in Ukraine are facing competitive challenges to attract
prospective students both domestically and from abroad. In the context of russia’s full-scale
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invasion to Ukraine, foreign universities are offering Ukrainian applicants simplified and
advantageous admission conditions. Kharkiv, known as the student capital of Ukraine, has lost its
status because of its location in a conflict zone. As a result, Kharkiv universities need to intensify
their use of various digital media as communication channels to effectively position themselves in
the global communication space and attract a greater number of potential students. University
libraries, as the most qualified communication entities in the global digital media space, expertly
perform system analytical and marketing functions, systematically monitor universities’ official
web representations, enhancing the effectiveness of shaping and promoting HEI’s attractive image.
Libraries most effectively monitor the capabilities, capacities and popularity of digital media to
ensure that the content posted and promoted by HEIs achieves maximum impact and feedback.

Kharkiv higher education institutions are increasingly seeking new resources and
communication channels to develop effective branding strategies and enhance their corporate
image. Theoretical principles for solving this issue have been explored in the works of
M. Camilleri (2019), V. Baltezarevic (2023), Lai-Wan Wong and co-authors (2022), N. Tkachova,
O. Shevtscova (2020), A. Baranetska (2020), V. Berezenko and co-authors (2021) and others.
M. Camilleri (2019), in his article “Higher Education Marketing: Opportunities and Challenges in
the Digital Era”, conducts critical audit of the marketing environment in higher education
institutions using SWOT analysis for the assessment of internal and external factors that may
influence the development of an effective image and the implementation of services oriented
toward modern higher education students. According to V. Baltezarevic (2023), the author of “The
Role of Digital Marketing in the Education Sector”, among many digital marketing activities,
optimizing websites for search engines, content marketing on social networks, and engagement of
influencers have proven to be the most effective for users in the sector of higher education. Lai-
Wan Wong and co-authors (2022), in their article “Mobile Social Media Marketing: A New
Marketing Channel among Digital Natives in Higher Education”, study the specifics of mobile
marketing in social media, considering the fact that contemporary youth are a digital generation.
The authors demonstrate the effectiveness of mobile technologies and their ease of use, as well as
their strong social impact for attracting prospective students to HEIs. Researchers N. Tkachova
and O. Shevtsova (2020), in their article “Social Media as an Effective Method of Promoting
Educational Services in Times of Crisis”, provide a list of measures for effective promotion of
HEIs on the Internet, including website popularization, utilizing YouTube features, email
marketing, online surveys among high school students and their parents, etc.

Other scientific research, such as A. Baranetska (2020) in her article “Integrated
Communications: Interpretation of Advertising”, V. Berezenko and co-authors (2021) in
“Advertising in the Conditions of Digitalization: Ukrainian Realities”, Shelestova A., Solianyk A.,
Bachynska N., Novalska T., Kobieliev O. (2021) in “Libraries of Pedagogical Institutions of
Higher Education on Social Media”, and Davydova 1., Marina O., Solianyk A., Syerov Y. (2019)
in “Social Networks in Developing the Internet Strategy for Libraries in Ukraine”, fragmentarily
consider tools for enhancing the effectiveness of digital advertising on social networks.
Nevertheless, current publications lack a comprehensive branding strategy for HEIs with a
thorough list of digital web analytics tools which modern university libraries professionally utilize.

The objective of this research is to develop conceptual foundations for medialization as
the most effective communication strategy in university libraries.
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Methods

The research was conducted based on a content analysis of official university websites,
calls to official university web representatives on social networks (messengers), and each web
representation was subsequently examined for relevance and number of subscribers. The following
methods were employed to carry out the study: searching for official HEIs websites and identifying
their official web representations on social networks/messengers; analyzing the official web
representations of universities on social networks/messengers (such as Facebook, YouTube,
Instagram, Telegram, X (formerly Twitter), LinkedIn, etc.) by libraries; collecting and analyzing
data on the number of subscribers for each official web presence of universities on each social
network/messenger; applying statistical and mathematical methods for creating rankings of social
networks/messengers and identifying platforms, popular among universities. Using diagram
construction method allowed to visualize and organize the collected statistical data.
Methodological tools for systemic and socio-communicative approaches facilitated the
development of an effective branding communication strategy for HEIs based on the activation of
the medialization process by university libraries.

Results and Discussion

To investigate the state of HEIs’ integration into the modern web space, the official web
presences of 20 Kharkiv state-owned HEIs of I11-1V accreditation levels were analyzed. These
institutions have websites and web representations on social networks and messengers. Table 1
provides links to the official web presences on social networks and messengers collected from the
HEIs' official websites.

According to the data presented in Table 1, all Kharkiv HEIs have official web
representations on the Internet, registered on various platforms. However, most institutions are
present on the most popular platforms, which is understandable given that, in the context of
branding, promotion is more advantageous where the audience is larger.

Table 1

Official web representations of institutions of higher education of the I11-1V levels of
accreditation of the state-owned form of Kharkiv !

Name of the Link to the Link to  the Link to the
institution of Website official official Instagram Link to the official official Other social
higher URL Facebook YouTube page Telegram  networks
education page page page
State https://bio  https://www. https://www.insta  https://youtube.com
Biotechnologi  techuniv.e facebook.co gram.com/dbtu_o /@biotechuniv?feat
cal University  du.ua/ m/dbtu.offic  fficial/ ure=shared — —
ial
National https://kha  https://www. https://www.insta  https://www.youtub  https://t.m
Aerospace i.edu/ua/ facebook.co  gram.com/aerosp  e.com/channel/UC  e/aerospac —
University m/aerospace  aceuniversity/ CEZWQqQN- euniversity
«Kharkiv university 7101t343VCT10Q
Aviation
Institute»
! The data were collected by the authors as of June 30, 2024
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To maximize coverage of the target and potential audience, who may prefer different
platforms, it is advisable for higher education institutions (HEIS) to maintain web presences on
multiple platforms, each with its own specific characteristics. For example, most universities have
official pages on Facebook, where they post news, information about events, activities, academic
achievements of their students and faculties, and campus life, among other things. Importantly,
Facebook allows HEIs to interact with their audience through comments, messages, and polls. This
fosters the creation of an active community around the institution. Additionally, the platform is
used to disseminate promotional content for prospective students.

Instagram is also an extremely popular social network, especially among young people.
Most universities actively use Instagram for visual presentation of their life, as Instagram is more
oriented towards photos and short videos, and allows for live streaming. Most HEIs interact with
their audience through:

- publishing visual content, actively promoting advertising materials to attract prospective
students;

- Stories allows sharing temporary updates that disappear after 24 hours, making it
convenient for event announcements or showcasing daily life at the institution;

- IGTV and Reels: using longer videos on IGTV and short, dynamic videos on Reels helps
create diverse and attractive content that can involve more followers and maintain their interest.

YouTube is a powerful tool for higher education institutions to communicate with their
audience. Interaction occurs through the publication of video content in the following formats:

- educational content: recorded or live-streamed classes, lectures, and seminars;
instructional videos explaining complex topics or demonstrating practical skills;
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- informational and promotional content: institutional video introductions (educational
programs); video announcements about important news, events, etc.; information for prospective
students about admission conditions, deadlines, and program specifics in video format;

- promotion of events and content: promotional videos for upcoming events, conferences,
open days; live streams or recordings of significant events such as graduation ceremonies, festive
events, etc.;

- testimonials and success stories: videos featuring testimonials about studying and life at
the institution; interviews and stories about alumni successes and their professional achievements;

- research content: video presentations of research and projects results, etc.; interviews with
scholars, discussions with faculty and researchers about their work, relevant and successful
research projects;

- support and consultancy: videos offering advice concerning studying, career choice, exam
preparation; recorded webinars on various topics useful to higher education students;

- cultural and social events: videos of cultural events, concerts, exhibitions; videos about
social initiatives, charity events, and volunteer projects;

- vlogs: videos from students about their daily life, studies, and leisure; videos from faculty
about their teaching methods, projects, and research.

X (formerly Twitter) is less popular among higher education institutions than Facebook
and Instagram; however, some Ukrainian universities use it, particularly for international
communication. On this platform, institutions interact with their audience through:

- breaking news: X allows for rapid dissemination of brief news and announcements, which
is convenient for event announcements, schedule changes, or other important messages;

- professional communication: institutions use X for participating in professional
discussions, exchanging opinions with colleagues and researchers from other countries;

- hashtags: use of hashtags enhances the posts visibility and attracts a broader audience.
For example, hashtags like #Science, #Education, and #Ukraine help effectively locate relevant
content.

However, as the results of this study indicate, the X platform is not popular among higher
education institutions in Kharkiv as a communication channel.

LinkedIn is a platform for professional communication. Some HEIs create official pages
on LinkedIn to interact with the professional community, stakeholders, alumni, and others. On
LinkedIn, universities communicate through:

- professional achievements: HEIs use LinkedIn to publish information about academic
work, faculty and students’ achievements, as well as their collaboration with other universities and
organizations;

- career opportunities: universities post job vacancies, internships, and other career
opportunities for students and alumni. This helps maintain connections with graduates and attract
new students and partners;

- networking: for HEIs, LinkedIn can become an effective tool for establishing professional
connections, participation in professional groups and discussions.

TikTok, as one of the most popular social networks among young people, can be an
effective tool for higher education institutions. This platform is distinguished by its creative
approach to video content, requiring short videos, unlike YouTube, which allows videos of any
length. The main types of communication that universities can utilize on this platform include:

- short videos to explain complex topics, concepts, or important facts;

- tips and hacks for effective studying, exam preparation, writing essays, term papers, and
graduation projects;
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- videos about admission conditions, deadlines, study programs, and opportunities for
higher education students;

- short videos for promoting upcoming events, conferences, and open days;

- reviews from higher education students and alumni;

- success stories of the institution, its faculty, and students;

- short videos about research, discoveries, and projects;

- videos of laboratory experiments, research and demonstrations;

- video reports from concerts, exhibitions, and festivals organized by the institution;

- videos about charitable and volunteer projects, social responsibility initiatives;

- video tips and recommendations for students concerning studies, career development,
exam preparation, etc.;

- short clips from webinars and workshops on various topics that may be useful for
students;

- videos from students about their daily life, studies, and leisure;

- challenges and trends (participating in popular TikTok challenges and trends which
engage the audience;

- interactive content: videos where the institution asks questions to its audience, conducts
polls, collects feedback; organizing competitions and contests among students, applicants, and
followers with prizes and rewards.

Vimeo is a platform for professional video content that can also be beneficial for university
branding, but it is not widely popular among HEIs. Universities most commonly choose YouTube,
with TikTok being less frequent, video content is also published on Facebook and Instagram. On
Vimeo, universities can publish:

- educational content such as lectures, webinars, and video classes;

- informational videos, presentations of educational programs, and event broadcasts;

- interviews and feedback;

- video presentations of scientific events, research, and projects;

- coverage of cultural events, activities, and social initiatives;

- advice for applicants and students from alumni or senior students, including webinars and
workshops;

- student work related to video art and animation;

- video blogs from students and faculty;

- students’ video projects, etc.

Another platform found among university communication channels is Pinterest, which is a
social network that allows creating visual content, organizing it into boards, and engaging
audiences through images, infographics, and other visual materials. Universities can use this
platform to communicate with their audience by posting: infographics to explain important data,
statistics, or processes; visual announcements about events, university news, deadlines, and other
important messages; visual explanations of concepts, theories, or examples; advice on studying,
with visual materials detailing educational programs, courses, and specializations; visual content
about educational programs, departments, and opportunities for students; photos from cultural,
social, and sports events involving the university; posters for upcoming events such as concerts,
performances, and conferences; infographics with career advice, job search tips, and resume
writing; graphic materials with quotes and testimonials from students and alumni; graphic posters
demonstrating research results and academic achievements; thematic boards related to specific
aspects of university life or particular specializations/educational programs.

As it is well-known, the popularity of the messaging application Telegram has been
increasing recently, and more and more HEIs are using it as a communication channel with their
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audience: official representations are being created on the platform for disseminating important
information to their audience, including prospective students, current students, faculty members,
researchers, and all interested parties. It is important to highlight the reasons for the growing
popularity of this platform in Ukraine in recent years.

Figure 1 displays statistics on the use of social networks/messengers for communication in
2022-2023 and for receiving news in 2022—2023. As we can see, in both cases, Telegram occupies
the top position (despite being a messaging application rather than a social network).

Advertising on Telegram, which specializes in Internet marketing research, Telegram’s
popularity as a fast and convenient communication tool is on the rise. As shown in Figure 1,
Telegram holds leading positions in both 2022 and 2023, with a trend towards increasing the
number of users. Such popularity is attributed to its user-friendly interface, the ability to send not
only text messages but also large files. It is constantly improving, can function even with a weak
Internet connection, etc.
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Fig. 1. Statistics on social media usage in 20222023 (http://surl.li/uvodrl)

Figure 2 demonstrates more detailed information regarding the reasons for Telegram’s
popularity among other messaging applications. Among the main reasons for Telegram’s
popularity are convenience, speed, and efficiency. These features attract users who live and work
in an environment characterized by extreme dynamism, rapid changes, vast information flows, and
the need to solve various tasks — both work and daily related — in a short time. Considering the
advantages of this messaging application, almost every higher education institution in Kharkiv
uses Telegram as a tool for engaging their audience, for quick and convenient communication, and
for timely dissemination of information. They operate not only an official Telegram channel but
also channels of faculties, departments, and educational programs aimed at engaging their target
audience. Telegram provides the opportunity to create:

o channels designed for disseminating information, which can be used as news lines

or blogs;
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o chats intended for communication, where all participants can write and send
messages;

o bots designed for content delivery; beyond that, bots can interact with external
services, collecting information from them and “responding” to user queries.
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Fig. 2. Reasons for the growing popularity of Telegram among Ukrainians
(http://surl.li/uvodrl)

As the research results show, all the analyzed official Telegram representations of state-
owned higher education institutions in Kharkiv, listed on their official websites, are the channels
created with the ability for users to leave comments (mostly in cases when the channel is
specifically oriented towards prospective students). However, some of the channels do not permit
comments (when the channel functions as a news line).

When working with Telegram channels, the presentation of information is crucial, i.e. the
content must be structured: the text should be divided into paragraphs, sentences should be concise,
and the use of hashtags will help organize and later locate the content easily. Additionally, the use
of emojis in texts should not be neglected, as they make the content more visual, appealing, and
emotional. This is particularly important when working with young people, who are the primary
target audience of higher education Telegram channels and tends to better perceive visualized
information.

Some higher education institutions, in addition to channels, create Telegram bots that allow
users to receive various consultations, calculations, news, answers to questions, etc. For example,
Simon Kuznets Kharkiv National Economic University after has several external testing (EIT)
bots designed to assist prospective students in preparing for exams in various subjects, and they
also offer prize draws for academic achievements. Figure 3 displays a list of Telegram bots, and
Figure 4, 5 provides an example of the “EIT Mathematics” bot interface. Consequently, chatbots
enable the automation of certain processes and provide users with necessary information promptly.

As previously mentioned, HEIs predominantly utilize Telegram channels. This study
analyzed all the links to official Telegram channels listed on the official websites of these
institutions as one of their communication channels. Additionally, information was collected
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concerning the number of subscribers for each analyzed Telegram channel of the institutions as of
June 30, 2024. The relevant information is presented in Table 2.

Table 2

List of telegram channels of institutions of higher education of the I11-1V levels of
accreditation of the state-owned form of ownership in the city of Kharkiv?

N f the institution of high . -
ame o e(IjnS Ity fon oT higher Link to the official Telegram page Number of
education followers
State Biotechnological University
National Aerospace University https://t.me/aerospaceuniversity 1,916
«Kharkiv Aviation Institute»
National Technical University «Kharkiv https://t.me/sINTU_KhPI_press 1,990
Polytechnic Institute»
National University of Civil Defence of https://t.me/nuczu_vstup 222
Ukraine
National University of Pharmacy
Yaroslav Mudryi National Law https://t. me/NLU1804official 6,605
University
Ukrainian Engineering and Pedagogical https://t. me/uepakharkiv 336
Academy
Ukrainian state university of railway https://t.me/UkrDuzt_of 514
transport
Kharkiv State Academy of Design and
fine Arts
Kharkiv State Academy of Physical https://t. me/hdakvstup2023 421
Culture
Kharkiv State Academy of Physical
Culture
Kharkiv National Automobile and https://t.me/khnahu/ 870
Highway University
2,445

Simon Kuznets Kharkov National
University of Economics

https://t.me/abitura_2019

2 Data collected by the authors, as of June 30, 2024, taken from the official websites of higher education institutions
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Kharkiv National Medical University https://t.me/KhNMUof 978
Kharkiv National University of Internal https://t.me/khnuia 2,092
Affairs
V. N. Karazin Kharkiv National https://t.me/karazinuniver1804 7,134
University
H.S. Skovoroda Kharkiv National https://t.me/Skovoroda_university 2,223

Pedagogical University

Kharkiv National University of Arts
named after I. P. Kotlyarevsky

O.M. Beketov National University of https://t.me/beketovuni_vstup 1,802
Urban Economy in Kharkiv
Kharkiv National University of Radio https://t.me/nure_osvita 1,219
Electronics

According to the content analysis of official websites of state-owned higher education
institutions (HEISs) of 111-1V accreditation levels in Kharkiv, they prefer using Telegram — the most
popular and convenient messenger among the available and accessible messengers for
communication with the target audience. As Table 2 shows, 15 out of 20 HEIs have their official
Telegram channels, which constitutes 75% of the total number of institutions surveyed.
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Fig. 3. Examples of Telegram bots offered by the Simon Kuznets Kharkiv National
University of Economics
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Fig. 4. "ZNO Mathematics" Bot by Simon Kuznets Kharkiv National University of
Economics

BaT oie pospaxyHcy koHeyposoro Gamy

Fig. 5. "Admission Score Calculation | VSTUP" Bot by Simon Kuznets Kharkiv National
University of Economics

Table 2 indicates that most HEIs use Telegram as a communication channel. It is also
noticeable that the number of subscribers varies significantly, as larger HEIs generally have more
subscribers, particularly those with the university status, which typically implies a larger audience
due to the extensive range of educational programs offered across various fields.

Based on the collected data, the authors have ranked the Telegram channels of Kharkiv
HEIs by the criterion of the number of subscribers, as presented in Table 3 and visualized in Figure
6.
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Table 3

Rating of telegram channels of institutions of higher education 111-1V levels of
accreditation of the state-owned form of Kharkiv (by the number of followers)3

Name of the |n5tltyt|on of higher Link to the official Telegram page / Number of
education followers
V. N. Karazin Kharkiv National https://t.me/karazinuniver1804 7134
University
Yaroslav Mudryi National Law https://t.me/NLU1804official 6605
University
Simon Kuznets Kharkov National https://t.me/abitura_2019 2445
University of Economics
H.S. Skovoroda Kharkiv National https://t.me/Skovoroda_university 2223
Pedagogical University
Kharkiv National University of Internal https://t.me/khnuia 2092
Affairs
National Technical University «Kharkiv https://t.me/sINTU_KhPI_press 1990
Polytechnic Institute»
National Aerospace University https://t.me/aerospaceuniversity 1916
«Kharkiv Aviation Institute»
O. M. Beketov National University https://t. me/beketovuni_vstup 1802
of Urban Economy in Kharkiv
Kharkiv National University of Radio https://t.me/nure_osvita 1219
Electronics
Kharkiv National Medical University https://t.me/KhNMUof 978
Kharkiv National Automobile and https://t. me/khnahu/ 870
Highway University
Ukrainian state university of railway https://t.me/UkrDuzt_of 514
transport
Kharkiv State Academy of Culture https://t.me/hdakvstup2023 421
Ukrainian Engineering and Pedagogical https://t.me/uepakharkiv 336
Academy
National University of Civil Defense of https://t.me/nuczu_vstup 222
Ukraine

State Biotechnological University
National University of Pharmacy

Kharkiv State Academy of Design and
fine Arts
Kharkiv State Academy of Physical
Culture
Kharkiv National University of Arts
named after I. P. Kotlyarevsky

3 JlaHi cranom Ha 30.06.2024
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Fig. 6. Ranking of Telegram channels of State Higher Education Institutions of 111-1V
accreditation levels in Kharkiv (by number of subscribers)

According to the data obtained, the largest number of subscribers is held by V. N. Karazin
Kharkiv National University with 7,134 subscribers and Yaroslav Mudryi National Law
University with 6,605 subscribers. The Telegram channels of Kharkiv National Economic
University named after Simon Kuznets, Kharkiv National University of Internal Affairs, and
H. S. Skovoroda Kharkiv National Pedagogical University have between 2,000 and 3,000
subscribers. The channels of M. E. Zhukovsky National Aerospace University “Kharkiv Aviation
Institute”, National Technical University “Kharkiv Polytechnic Institute”, O. M. Beketov Kharkiv
National University of Municipal Economy, and Kharkiv National University of Radio Electronics
have up to 2,000 subscribers. This states that there is potential to gain a larger number of
subscribers with an active communication strategy, notwithstanding the type of student contingent
at HEls.

During this study, information was collected and structured regarding the number of web
representations of HEIs, which indicates the level of their incorporation into the modern web
space. Table 4 presents data concerning the availability of official web presences of HEIs on
various platforms.

Table 4

Data on the availability of higher education institutions with an official web presence on
one or another platform*

X

Name of the institution of Instagra  YouT . Linke TikTo . Pinte Telegra
. : Facebook (Twitt Vimeo
higher education m ube en) din k rest m
State Bio_techn_ological N N N
University
National Aerospace
University «Kharkiv + + + +

Aviation Institute»

4 The data were collected by the authors from the official telegram channels of higher education institutions, as of June 30, 2024.
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National Technical
University «Kharkiv + + + + + + +
Polytechnic Institute»
National University of

Civil Defence of Ukraine * * * * *
National University of N N N +
Pharmacy
Yaroslav Mudryi
National Law University * * * * * *
Ukrainian Engineering
and Pedagogical + + + +
Academy
Ukramlgn state university N N N +
of railway transport
Kharkiv State Academy + + +
of Design and fine Arts
Kharkiv State Academy + + + +
of Culture
Kharkiv State Academy + + +
of Physical Culture
Kharkiv National
Automobile and Highway + + + +
University
Simon Kuznets Kharkov
National University of + + + + + + +
Economics
Kharkiv National
Medical University * * * * * * *
Kharkiv National
University of Internal + + + + +
Affairs
V. N._ Karazm_ Kha_rklv + + + + +
National University
H.S. Skovoroda Kharkiv
National Pedagogical + + + +
University
Kharkiv National
University of Arts named + +

after I. P. Kotlyarevsky
O.M. Beketov National
University of Urban + + + +
Economy in Kharkiv
Kharkiv National
University of Radio
Electronics

Based on the data in Table 4, it is possible to state that among digital communication tools,
Kharkiv HEIs prefer the four most popular among Ukrainians, platforms: Facebook, YouTube,
Instagram, and Telegram. HEIs actively use these platforms to attract prospective students,
highlight the conditions and rules of the admission campaign, provide consultations and
communicate with applicants (and/or their parents), inform and showcase various aspects of HEI
life, announce events, and communicate with students, faculty, staff, and other interested parties.
In contrast, the use of LinkedIn by HEIs is primarily focused on establishing business connections
with alumni, stakeholders, partners, and researchers. Such platforms as X, Vimeo, and Pinterest
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are not particularly popular as communication channels, neither among the HEIs (information has
not been updated for several years) nor among users. For example, the official page of the National
Technical University “Kharkiv Polytechnic Institute” on Vimeo (https://vimeo.com/presskhpi)
(see Figure 7) shows that the last post was dated 2017 and the number of subscribers is 15.
Therefore, it is possible to make a conclusion that this channel of interaction with the audience is
not currently relevant.

Fig. 7. Data from the official vimeo page of the National Technical University "Kharkiv
Polytechnic Institute” as of 01.07.2024

Based on the data in Table 4, the authors developed a ranking of social networks used by
higher education institutions of I11-1V accreditation levels in Kharkiv, as presented in Table 5.

Table 5

Rating of social networks used by higher education institutions of the 111-1V levels of
accreditation of the state-owned form of Kharkiv®

Place in the The number of
rating The name of the social network/messenger institutions of Amount in percent
higher education
1 Facebook 20 100%
YouTube 20 100%
2 Instagram 19 95%
3 Telegram 15 75%
4 X 7 35%
5 LinkedIn 5 25%
6 TikTok 3 15%
7 Vimeo 1 5%
Pinterest 1 5%

The ranking is based on the quantitative measure of how many Kharkiv HEIs have a web
representation on each social network/messenger. According to these indicators, Facebook and
YouTube take the first place, with 100% of the analyzed HEIs having official presences; Instagram
holds the second place with 95% of the analyzed HEIs having official presences; Telegram is in
the third place, with 75% of the analyzed HEIs having official presences; the fourth, fifth, and
sixth places are taken by X, LinkedIn, and TikTok, with 35%, 25%, and 15% of the analyzed HEIs

5 Data collected by the authors, as of July 1, 2024
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having official representations respectively. Each university has one representation in Vimeo and
Pinterest, accounting for 5% each, which corresponds to one HEI, placing them in the final seventh
position. It is also important to note that these presences have not been updated with current
information for a long time.

Based on the data presented in Table 5, the authors created a visualization of the ranking
of platforms used by higher education institutions to position themselves in the online space (see
Figure 8).

Popularity of Platforms among Higher Education Institutions of lil-IV Accreditation
Levels in Kharkiv

Facetook

18

e 8 5
~ -

R g &

Namu of Social Notwork Messunger

a

Percentage

Fig. 8. Popularity of platforms among state higher education institutions of I11-1V
accreditation levels in Kharkiv

Figure 8 shows social networks (messengers) ranked by popularity among HEIs of I11-1V
accreditation levels in Kharkiv. The research indicates that Facebook and YouTube are the most
popular social networks, with 100% of HEIs using them; thus, all 20 HEIs have official
representations on these platforms. Instagram follows in the second place, used by 95% of HElIs,
while Telegram ranks third with 75%.

The popularity of these social networks (messengers) is attributed to their versatility.
Facebook and Instagram, while being primarily social networks, also offer their own messengers,
facilitating both content publication and direct communication with the interested users. Telegram,
being inherently a messenger, provides tools for convenient and efficient content publishing and
dissemination. Additionally, these platforms provide an opportunity to distribute various content
formats, including texts, images, videos, and animations, which explains the lesser focus of HEIs
on other platforms specializing in specific content formats, such as video (TikTok) or text (X).

The popularity of YouTube is conditioned by the fact that video content is inherently
popular among users. Some higher education institutions also use TikTok to distribute video
content, but as the research shows, only 20% of HEIs are engaged in this, and not all of them have
a significant number of subscribers or content. However, such institutions as Kharkiv Semen
Kuznets National Economic University and Kharkiv V. N. Karazin National University actively
maintain this communication channel, with 2,492 and 8,550 subscribers respectively, as illustrated
in Figure 9.
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Fig. 9. Data from official TikTok pages of V.N. Karazin Kharkiv National University and
Simon Kuznets Kharkiv National University of Economics

The data collected, analyzed, and described in this study allowed the authors to compile a
summary statistic on the number of subscribers for each HEI on the most popular platforms (see
Figure 8) as of June 30, 2024. This statistic, showing which HEIs use these platforms as official
communication channels with their target audience, is presented in Table 6.

Table 6

Generalized statistics on the number of subscribers on the most popular platforms among
Kharkiv institutions of higher education ®

S . . Number of followers
Name of the institution of higher education Facebook Instagram YouTube Telegram
State Biotechnological University (DBU) 1500 1161 8 —
National Aerospace University «Kharkiv
Aviation Institute» (M. E. Zhukovsky NAU 3200 8699 18500 1916
"KHAI")
National Technical University «Kharkiv
Polytechnic Institute» (NTU "KhPI") 7600 6916 634 1990
National University of Civil Defense of
Ukraine (NUCSU) 2300 1621 2400 222
National University of Pharmacy (NPAU) 6900 3007 1008 —
Yaroslav Mudryi National Law University
(NYU named after Yaroslav the Wise) 16000 15400 7570 6605
Ukrainian Engineering and Pedagogical
Academy (UEPA) 3300 1605 2310 336
Ukrainian state university of railway transport
(UEPA) 1500 3417 789 514
Kharkiv State Academy of Design and Arts
(KHADM) 1300 1588 217 —
Kharkiv State Academy of Culture (KhSAC) 551 750 163 421
Kharkiv State Academy of Physical Culture
(KSAPC) 1600 1985 588 —
Kharkiv National Automobile and Highway
University (KNAHU) 1900 1504 327 870
Simon Kuznets Kharkiv National
University of Economics (KhNU of 3800 8238 2810 2464
Economics)
Kharkiv National Medical University
(KNMU) 7000 4738 1730 978
Kharkiv National University of Internal
Affairs (KNUIA) 12000 13700 6860 2092

6 The data were collected by the authors as of June 30, 2024
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V. N. Karazin Kharkiv National University

(KhNU) 29000 22500 5001 7134
FéfdaZ'ZZV.ﬁéfﬂanﬂ?;ﬁ'yv (NK?\tJISCJ?I 6500 3532 1006 2223
oMo U AR g e
oM s T I Uy o e o
Kharkiv National University of Radio 3200 14400 5800 110

Electronics (KNURE)

The data collected and displayed in Table 6 are visualized in Figure 10, which illustrates
the popularity of each platform based on the number of subscribers for each individual HEI and
provides an opportunity to compare their subscriber counts.

Figure 10 illustrates the results of a comparative analysis of the number of subscribers on
the most popular platforms among HEIs of I11-1V levels of accreditation in the city of Kharkiv
(Facebook, Instagram, YouTube, Telegram). Each institution is represented separately on the
diagram, with the number of subscribers indicated for each platform. This allows for an
examination of which platform has the highest number of subscribers within each individual HEI
as well as across all analyzed HEISs.

Let's review the statistics from the diagram in Figure 10 for each platform:

Facebook:

the largest number of subscribers is observed for Kharkiv V. N. Karazin National
University (29,000 subscribers).

high figures are also seen for Yaroslav the Wise National University of Law (16,000
subscribers) and the National Technical University “Kharkiv Polytechnic Institute” (12,000
subscribers).

Instagram:

Kharkiv V. N. Karazin National University also leads in the number of subscribers on
Instagram (22,500 subscribers).

Yaroslav the Wise National University of Law has 15,400 subscribers, Kharkiv National
University of Radio Electronics has 14,400 subscribers, and Kharkiv National University of
Internal Affairs has 13,700 subscribers.
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Fig. 10. Comparison of number of subscribers on Web platforms most popular among state
higher education institutions of 11—V accreditation levels in Kharkiv

YouTube:

the number of subscribers on YouTube is somewhat lower across all higher education
institutions compared to other platforms; however, M. E. Zhukovsky National Aerospace
University “Kharkiv Aviation Institute” has the largest number of subscribers (18,500
subscribers).

other notable figures include Yaroslav the Wise National University of Law (7,570
subscribers), Kharkiv National University of Internal Affairs (6,860 subscribers), and Kharkiv V.
N. Karazin National University with 5,001 subscribers, as well as Kharkiv National University of
Radio Electronics with 5,800 subscribers.

Telegram:

the largest number of subscribers is found at Kharkiv V. N. Karazin National University
(7,134 subscribers).

other notable figures include Yaroslav the Wise National University of Law
(6,605 subscribers), Kharkiv Semen Kuznets National Economic University named after
(2,464 subscribers), Kharkiv H. S. Skovoroda National Pedagogical University (2,223
subscribers), and Kharkiv National University of Internal Affairs (2,092 subscribers).

Based on the data presented in Figure 10, it is possible to draw the following conclusions:

- Facebook and Instagram are the most popular platforms among higher education
institutions in Kharkiv in terms of the number of subscribers.

- Kharkiv V. N. Karazin National University has the highest number of subscribers across
three out of four platforms: Facebook, Instagram, and Telegram that may indicate a high level of
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activity and effective communication strategies provided by the university on these social
networks/messengers.

- Telegram channels of Kharkiv higher education institutions are also popular, although the
number of subscribers is somewhat lower compared to other platforms. Nevertheless, they should
be actively involved in the branding process.

- YouTube channels have fewer subscribers compared to other platforms, which may
indicate less activity and interest in this format among the students. An exception is the YouTube
channel of M.E. Zhukovsky National Aerospace University “Kharkiv Aviation Institute”, which,
as of June 30, 2024, has 18,500 subscribers, reflecting a strong promotion strategy of the institution
for this communication channel among potential users.

The obtained data indicate that higher education institutions with fewer subscribers should
more actively use social networks/messengers to enhance their integration into the global
communication space, attract new subscribers, and develop an effective brand.

Conclusions

Therefore, the study involved a content analysis of the official websites of 20 higher
education institutions of 11I-1V accreditation levels with state ownership in Kharkiv, aimed at
identifying effective online representations. Based on the collected information, a ranking of social
networks/messengers for these HEIs was established. This ranking was formulated based on the
number of HEIs among the selected ones, which have a presence on each platform. The research
enabled the identification of the most popular social networks/messengers among the target
audience of HEIs of 111-1V accreditation levels with state ownership in Kharkiv, namely: Facebook
(100% of HEIs), YouTube (100% of HEIs), Instagram (95% of HEIs), and Telegram (75% of
HEISs).

Assessment of each platform popularity, analysis of its advantages and communication
capabilities allows for specifying the following observations:

Facebook is the most popular platform among HEIs of 111-1V accreditation levels with state
ownership in Kharkiv. It is highly effective for disseminating news, engaging the audience, and
facilitating further interaction.

YouTube is widely used by HEIs to create long-lasting video content and to highlight
events, activities, publish educational, informational, promotional, and cultural content. It is highly
effective for providing a HEI's “showcase”, sharing educational content, recording lectures,
presenting scientific research, promoting events and information about the institution.

Instagram is a platform popular among youth, offering high effectiveness for visual
presentation, increasing audience engagement, and promoting events, advertising materials, and
reporting the HED’s life through photos and short videos with brief textual descriptions. The use
of hashtags is effective for better content promotion and attracting more followers.

Telegram is a messenger that is becoming increasingly popular among Ukrainians in
general and HEIs specifically, due to its speed and convenience for information distribution. It is
highly effective for prompt communication, informing, sending news updates, announcing events,
supporting communities, and providing feedback from students, prospective students,
stakeholders, etc.

The next stage of the study involved analysis of the web representatives regarding the
information relevance and the number of followers. Based on the statistics concerning the number
of followers, a ranking of Telegram channels for HEIs, which are rapidly gaining popularity, was
created. The largest Telegram channels are those of Kharkiv V.N. Karazin National University
with 7,134 followers and Yaroslav the Wise National Law University with 6,605 followers.
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Additionally, a comparison was conducted of the number of followers for the official web
representations of HEIs across the four most popular platforms identified in this study (Facebook,
YouTube, Instagram, Telegram). This comparison allowed to determine which platform is the
most popular for each HEI, and provided practical recommendations for enhancing the
effectiveness of HEI presence in the modern web space.

Based on the results of the study, conceptual principles for improving the effectiveness of
HEI branding campaigns through mediatization — effective communication activities on social
networks/messengers — are developed:

diversification of network communication channels gives a synergistic effect in covering
the target audience of information consumers;

regular content updating and engagement in interactive dialogue with the audience
contribute to a significant increase in the number of followers on all web platforms;

systematic use of analytics to track the effectiveness of communication strategies and
content adaptation according to followers’ interests is a crucial tool for enhancing the quality of
HEI communication and marketing efforts;

engaging SMM (Social Media Marketing) specialists for improving the quality of
maintaining accounts in social networks/messengers directly correlates with an increase in the
number of followers;

the most effective communication strategy for HEIs is involving followers in creative co-
creation and interaction for the promotion of educational services through network media.

The experience of leading HEIs in Kharkiv indicates that the library, as the most qualified
communication intermediary, possesses significant potential to enhance the effectiveness of media
engagement and brand management. Future research should focus on studying the state of media
engagement in libraries at prominent HEIs in the central and western regions of the country to
identify the most successful cases and disseminate best practices.
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MeniaTu3anisi ik 0a30Ba KOMyHIKaliilHA cTpaTerisi yHiBepCUTETCHKHUX
0i0sTioTexk XapkoBa

Meta. MeToro JOCTIIKEHHS € Po3po0Ka KOHIENTYaJIbHUX 3acaj] MeaiaTu3allil K HailOiabil e)eKTUBHOT
KOMYHIKaI[IfHOT cTpaTerii yHIBEpCHUTETChKUX O010Ji0TeK. YHIKaJIbHHUN TOCBIJ aHATITHYHHUX Ta MApKETHHTOBHX
MIPAKTHUK HAYKOBHX 0i10JTIOTEK YHIBEPCUTETIB TO3BOJISIE IM €(PEKTHBHO BiJICTE)KYBATH BILTUB CBOIX O(IiHHUX aKayHTIB
y COIaNBHUX Mepekax Ta IuraTdopmax OOMiHY MOBIIOMIICHHSIMH, THM CaMUM CIPHUSIOYH (HOPMYBAaHHIO CBOTO
VHIKQJIBHOTO iMiIpKy. MeTomamka. BHKOPHCTaHO METOAM CIIOCTEPEXKEHHS, NMOPIBHSAHHS, IHTEPHET-MapKETHHIY,
KOHTEHT-aHaNi3y OQIIIHAX CaWTIB YHIBEPCHTETIB, MOCWJIAHh Ha OQIIiiiHi BeOMpEeICTaBHUITBA B COLIAIBHUX
Mepexax (MeceHmIKepax), CTATUCTUYHI Ta MaTeMaTHYHI METO/IH, a TAKOXK CHCTEMHHUH 1 COIiaIbHO-KOMYHIKaTHBHUH
nigxoau. Pesyabraru. JlocmipkeHHs JO3BOJIMIIO 3'SICYBaTH CTYIiHb IHTETPOBAHOCTI XapKiBCHKUX YHIBEPCUTETIB Y
rnobanpHA KOMYHIKAIiTHUI TPOCTIp Yepe3 aKTHBHICTh TXHBOI BEONPHUCYTHOCTI B PI3HHX COIIaNbHHX Mepexax /
MeceH/pKepax. Po3pobiaeHo peHTHHrH MOMyJISIPHOCTI comiansHux Mepek / mecenmxkepiB (Facebook, YouTube,
Instagram, Telegram) cepe XapKiBChbKHX YHIBEPCHUTETIB, a TAKOXK ixHiX Telegram-kaHaiB 3a KiTbKICTIO M AMUCHHUKIB.
BucHoBKH. YHIBEpCHTCTCHKI 0i0TIOTEKH BOJOIIIOTh MOTYKHHM aHAJITHIHUM IOTCHI[IAJIOM IS IIiABHIICHHS
e(eKTUBHOCTI OPEHIMHIOBUX KaMIIaHiil yHIBEpCUTETIB uepe3 MeliaTh3aliio — e(heKTHBHY KOMYHIKaliiHy AisIbHICTD
y coliaibHUX Mepexax / MeceHpkepax. CHCTeMaTHYHe BUKOPUCTAHHSI iHCTPYMEHTIB BeOaHATI THKY AJIsI MOHITOPHHTY
e(eKTUBHOCTI KOMYHIKAaLlIHHUX CTpaTerii Ta ajanTtamnii KOHTEHTY BIANOBITHO IO IHTEPECIB MiIMHCHUKIB MOXe
IABHUIUTH SKICTh KOMYHIKaIiHHOI Ta MAPKETUHTOBOI JisUTEHOCTI 3aKJIa/(iB BUIOI OCBITH.

Kniouosi cnosa: yHiBepcuTeTchKi 0i0iioTexn XapkoBa; MeniaTH3allisl; COLiaJIbHI MEpPEexXi; MECEHIUKEPH;
IHTEpHET-MapKETHHT; OpEHINHT
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