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AHHOTAIUSA

B cratbe paccmaTpuBaercs BaXXHOCTh TPUMEHEHUS COLIMAIBHBIX CETEeH, KAK MHCTPYMEHTA
KOMMYHMKAIlM¥, B JESATEIbHOCTH IPOEKTHO-XyIOXKECTBEHHOTO BYy3a. JleMOHCTpupyercs
sGdexkTuBHAs  CTpaTerust  NPOABIMXKEHHUS  OpeHJa  00pa3oBaTENIbHOTO  YUPEKICHMUS,
aHAIM3UPYIOTCSI OTJEIIbHBIE €€ ATalbl (IPOBEACHNE aHAIMTUYECKON pabOThI IO OLEHKE 1€1EBOI
ayIUTOPHH, KOHKYPEHTOB; O(opMiIeHHe COOOIIECTBa; MPOJBMIKEHUE U HACTPOMKA pPEKIaMbl;
Mojepalusi W aAMUHUCTpUpOBaHME). PaccmaTpuBaroTCsl MPEUMYIIECTBA  HCIIOIb30BAHUS
CollCceTel [uIs TPUBJICUCHHUS BHUMAHHUS LEJIEBOW ayAUTOpPUU K OpeHIy MPOEKTHO-
Xy/J0KECTBEHHOTO BYy3a U BBIJICJICHHUS €TO0 CPEeIud KOHKYPEHTOB Ha PbIHKE 0Opa30BaTENIbHBIX
YCJIYT: TPOABUKEHUE CBOETO OpeH/a, YCIyr, MporpaMM, akTHBHOE B3aMMOJEHCTBUE C 11€1EBOI
aynuTopuei. JlokazaHa 3HaUMMOCTb cO3MaHusI SPPEKTUBHO «PabOTAIOIIEro» B COIUATBHON CETH
cooO1mecTBa, KOTOpoe OyneT BBIACIATH OpeH]| MPOEKTHO-Xy/lI0KECTBEHHOTO By3a B MHTepHeT-
MPOCTPAHCTBE CPEIU MHOKECTBA APYIUX YUPEKACHUI, a, 3HAYUT, CIOCOOCTBOBATH YBETUUECHHIO
MHTEpeca K HEMY II€JIEBOW ayIUTOPUM — 3aMHTEPECOBAHHBIX MOJOJBIX JIOACH, CTPEMSIIMXCS
BBIOpATh CBOEH mpodeccueil 0Hy 13 MOMYISPHBIX ClIeHaIbHOCTEN B cepe XyHd0KECTBEHHOTO
npoekTupoBanus. TeopeTnuecknuii GyHIaMEHT MCCIIEAOBAHUS COCTAaBUIIN MOHOTpa(HH, HaAyIHbIE
pabotsl B peuensupyembix kxypHanax PMHI] u BAK, akryanpHBIE CTaThbu, pa3MelEHHBIE Ha
HHTEpHEeT-pecypcax. Bo Bpems HamucaHus paboThl aBTOp o0OpaTHicSd K ILEIOMY Ppsay
HCCIIEZIOBATENILCKUX METOJIOB: TEOPETUUECKOMY (OO aHaIM3 MOHATHS «COLMAIIbHBIE CETU» U
UX MPEUMYIIECTB B MPOJIBUKEHUH OpeH/1a IPOEKTHO-Xy10’)KECTBEHHOI'O BY3a), IIPAKTUYECKOMY
(XapakTeprCTHKa KOHKPETHBIX MAPKETUHTOBBIX HHCTPYMEHTOB JJIs IPOABUKEHUS B COI[UATBHBIX
CeTsX), WHIYKIIMOHHOMY WJIM METOJy CHHTe3a (0000IIeHWME | CHCTeMaTh3alvsl HayIHBIX
CBEJICHUI, OTOOPaHHBIX U3 PA3TMYHBIX HCTOYHUKOB).
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BBenenue

B Hacrosimee Bpems B Poccum  cymecTByeT  3HauMTeNbHAs KOHKypeHIMsT B cdepe
00pa30BaTeNbHBIX YCIYI CPEAM BHICHIMX Y4eOHBIX 3aBelneHUN. C KaKIbIM TOJJOM KOJMYECTBO BY30B
Bce Oouspllie yBenmuuuBaercs. M, B mepByro ouepenb, MaHHBIA (AKT OTHOCHUTCS K YaCTHBIM
00pa30BaTEeNbHBIM YUPESKICHUSIM. [IpOMCXOIUT 3TO MO HECKOIBKAM MpUYMHAM. BO-TIepBBIX, UTpaeT
poJib pmHaHcoBas cropoHa. KonmmdecTBo OecriiaTHBIX MECT B TOCYAapCTBEHHBIX By3aX OTpaHUUYEHHOE,
a CTOUMOCTD y4eObl Ha MJIATHBIX OTJICJICHUSX JTOCTATOUYHO BHICOKA. YacTHBIC JK€ BY3bl YCTAHABJIMBAIOT
Ha CBOM YCIIYTM MEHbIIME I€Hbl. BO-BTOPBIX, KOMMEpPYECKHE BY3bl AKTUBHO OTKPBIBAIOTCSA H3-3a
WHTCHCUBHOTO HHBECTUPOBAHUS JICHEKHBIX CPEJICTB B chepy 0Opa3oBaHUsI KDYMHBIMU KOMITAHHSIMHU.
B-TpeTbux, HEKOTOpBIC MPEIIPHUSATHS OPTaHU30BBHIBAIOT CBOH BY3bI, YTOOBI BOCHOJIHUTH NEPUIIHT
KagpoB [ABcsaHHUKOB, 2007].

Hemanast kOHKypeHIMsI CYIIECTBYET M CpEAM MPOEKTHO-XYJO0’KECTBEHHBIX BY30B, KOTOpBIE
TOTOBST CIEIUAMCTOB B IOBOJIbHO MOMYNISPHBIX, HA CETOIHSIHUN IEHb, 00JIaCTIX — apXUTEKTYPHOTO
MPOCKTUPOBAHUS, JW3aiiHa WHTEpPhEpa, MPEAMETOB OBITAa, JEKOpa, HOBEIMPHBIX YKpaIlCHUH,
aKCeCcCyapoB, KOHCTPYUPOBAHMUS OJICHKIbI.

[ToaTOMy MPOEKTHO-XYI0’KECTBEHHBIM BBICIIIMM YIECOHBIM 3aBEJCHUSM Ba)KHO BBIJCIIATHCS CPEIU
KOHKYPEHTOB, MPUBJIEKaTh K ce0¢ BHUMAHUE 1I€JIEBOU ayAUTOPUH, TEMOHCTPUPOBATH MIPEUMYILIECTBA
cBOMX oOpazoBaTenbHbIX ycnyr. HaumbGonee >(dekTHBHBIM CHOCOOOM MPHUBICYCHUS BHUMAHUS B
HACTOSIIEE BPEMs SIBJIICTCS HHTEPHET-TIPOCTPAHCTBO H, B TIEPBYIO OYEPE/Ib, COLICETH.

ConuanpHble CeTHU — COBpPEeMEHHas WH(GOPMAIMOHHO-KOMMYHUKAIIMOHHAS —Cpela, THAe
OJIHOBPEMEHHO HaxXO/ITCS YW B3aUMOJICHCTBYIOT MEXKIY COOOM MHJUIMOHBI MMojib30oBarenei. [loatomy
OHU SBISIOTCS HanbOonee H(PHEKTUBHBIM KOMMYHUKATHBHBIM CpPEACTBOM, HaIpaBICHHBIM Ha
MIpUBJICYCHNE BHUMAHUS [1EJIEBOM ayTMTOPHUH K OPEHTy BBICIIIETO Y4eOHOTO 3aBEACHUS.

[enpro HacTOSIIEH CTATHH SBIISETCS PACCMOTPETh, KAKUM 00pa3oM COIICETH TOMOTAIOT MPHUBIICYb
BHUMaHUE K OpeHy TPOCKTHO-XyA0KECTBEHHOTO BYy3a U MTOBBICHTH €TO BOCTPEOOBAHHOCTh HA PHIHKE
00pa30BaTeNbHBIX YCIIYT.

MarepuaJibl U METOAbI

Teopernueckoif 0a30if HCCIeNOBaHHS TOCIYXKHIA MOHOTpadguu, HaydyHbIE MyOJUKAIIMU B
peueH3upyembix xkypHasiax PUHL] u BAK, akryanbHbIe CTaTbu U3 MHTEPHET-PECYPCOB.

B xonme Hamumcanus paboThl aBTOPOM OBUIM NMPHUMEHEHBI CIEIYIOIME METObI HCCIIeIOBAHUS:
TEOpPEeTUYECKUH (aHAIU3 MOHATHS «COLIMAIBHBIE CETH» M X CHJIbH BIX CTOPOH B MPOJBUKEHUH OpeHzaa
By3a), NpaKTUYECKUN (OMHUCAaHWE KOHKPETHBIX  HMHCTPYMEHTOB TPOJBHKEHUS B COIICETSIX),
WHJIyKIIMOHHBINA WM METOJ CHHTe3a (0000IIeHne M CHUCTeMaTHU3aIHs MOMYyIeHHBIX U3 Pa3UYHBIX
MCTOYHUKOB JIAHHBIX).

PesyabTaTsl

J1i1st TOTO, YTOOBI MPOEKTHO-XY0KECTBEHHOE BHICIIEE YueOHOE 3aBEICHHE, B YCIOBHIX CEPhE3HOM
KOHKYPEHIIMHM, MOTJIO TMOJJIEPKUBATh COOCTBEHHYIO KH3HECIOCOOHOCTh U  OOecrnednBaTh
CTpaTernyecKkoe pa3BUTHE CBOEro OpeHjaa, HeoOXOIMMO HCIOIB30BaTh MAapKETUHIOBBIM XOJ B
yrpayienuu [ABcsHHUKOB, 2007; benoycenko, 2018; Jlunkuna, 2006]. B coBpeMeHHOM MUpe caMbIM
3(eKTUBHBIM SBJISICTCA WHTEPHET-MApKeTHHT. JlJis mpoABMIKEHUS OpPEHIIOB B COLMANBHBIX CETIX
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MIPUMEHSIETCS TaKas €ro Pa3HOBHAHOCTh, Kak Social media marketing (SMM).

JIro6ast cornasbHasi CeTh, B TIEPBYIO OUEPE/Ib, BHICTYIAET KaKk HWH(GOPMAIIMOHHO-KOMMYHUKATUBHAS
mwiomaaka. OHa TpeicTaBieHa pa3MYHBIMUA aKKayHTaMH, OJOTaMH, TPYIIIaMH, COOOIECTBaMH,
nabnukamu, GopymamMu, B KOTOPBIX COCTOMT MHOKECTBO JIIOACH C LEIBIO MOTYYECHHIO KaKUX-JTHO0
cBeleHUN U oOueHus. B 3THX HHTepHET-0O0beAMHEHUSX OpPraHU3allMH, B YaCTHOCTH, MPOEKTHO-
XyIO’)KECTBEHHBIE ~ BY3bl, MOTYT TMpPOJBUTATh CBOEH OpeHxa, YCIyrd, a Takke aKTHBHO
B3aMMO/ICHICTBOBATH C LIeNIeBOM aynuTopueil [(hpekTuBHbIE MHCTPYMEHTHI ISl TPUBJICUYCHUS IEJIEBOM
ayaquTOpuu, WWw]|.

KiroueBbIMU  1EISIMH  TIPOJIBMKCHHSI B COIIMANBHBIX CETSAX JUISI BY30B paccMaTpUBaeMOi
HaIlpaBJICHHOCTH, SBISIOTCS: MPHUBIICYCHUE HOBBIX CTYJCHTOB, (JOPMHpPOBAHHE KOMMYHUKATHBHBIX
CBsI3€H C 1IEJIEBOM ayIuTOpUEH, yaydllleHne cOOCTBEHHOTrO OpeH/1a ¥ MOBBIIIEHUE €r0 Y3HaBaeMOCTH,
co3aHue cede MoNoKUTENFHOT0, CTATYCHOTO MMU/JIKA M PeryTaluu.

Kaxnmas comuanehas cetb (B PO ceituac Hanbosnee BoctpeboBanHbIe coriceTd — BKoHTakTe n
Telegram) comepkuT 1ebIl HA0OP MAPKETUHTOBBIX HHCTPYMEHTOB.

s Toro, 4toObl BBICTPOUTH MPOAYKTUBHYIO CTpPATETHIO MPOJBHXKEHHUS OpeHJa MPOEKTHO-
XYZIO’)KECTBEHHOTO BY3a CJIEIYET NMPUIACPKUBATHCS ONPEICICHHOTO AITOPUTMA.

IIposedenue ananumuueckoi pabomul

B mepByo ouepenp, eme 0 CO3IaHHUS COOOIIECTBA, HYKHO TIPOBECTH OOCTOSATEIBHYIO
aHAIUTHYECKYI0 paboTy. CremyeT ucclenoBaTh LENEBYIO ayIUTOPUIO, YTOOBI MOHSATH, KaKHM
MOJIB30BATEIISIM MOXKET OBITh MHTEPECHO COOOIIECTBO, BHUMAHME KAKUX JIIOJICH Ba)KHO MPUBJIEYD [
benoycenko, 2018; dexruBHBIE HHCTPYMEHTHI JJIs IPUBJICUEHUS LIeTIeBOU ayquTopun, www]. Kpome
TOTO, HEOOXOIUMO U3YUUTh PHIHOK KOHKYPEHTOB.

Taroke HY)KHO ONpENeNUTHCS C 33Ja4aMu Tpymibl. Kak mpaBuiio, OCHOBHBIMU HENSMHU CO3/IaHUS
co00IIeCTBa ISl TPOEKTHO-XY/I0)KECTBEHHBIX BY30B SIBJISIFOTCS: YBENWUYEHUE YKclia aOUTYpHUEHTOB, a,
CJIEZIOBATENIFHO, U CTYIACHTOB, (JOPMUPOBAHUE U YKPEINICHNE KOMMYHHKATUBHBIX CBS3CH C I€IEBON
aymuTopHueil, OpEeHJMHT BYy3a, JEMOHCTpaUus MNpo(eCCHOHATBHOTO YPOBHS IpeaIaraeMbIX
00pa30BaTeNbHBIX YCIYT Yepe3 pa3MellieHne KeicoB U 0(hOpMIICHUE TPYIIIbI.

Eme omHO BaxkHOE JeiicTBHE, KOTOPOE TpeOyeTcsl BBIOTHUTH MEpel CO31aHneM cooOIecTBa, —
BBIOPATh COIUANBHYIO CeTh. MOKHO COCPEIOTOYUTHCS HAa OJJHOM BapHaHTe, HO HauOonmpimii ekt
OyzeT, eclii IPEICTaBUTh BY3 B HECKOJIBKUX COICETSIX OJHOBPEMEHHO.

[Ipu co3ganum U pa3BUTHUH COOOIIECTBA HY)KHO 0053aTEIbHO YIUTHIBATh CIICIU(PUKY KOHKPETHOM
wionaaku [bemoycenko, 2018]. Tak, ecnu BKoHTakTe ABISE€TCS KIACCUYECKOM COLICETHIO, TO
Telegram BeImoONHSET ele U QyHKIUIO MecCeHDKepa. HekoTophie MmoIb30BaTeNl CYUTAIOT YIOOHBIM
Uit cebs mpucyrcTBUe UMEeHHO B rpynnax VK, apyrue oTaaroT npeanoyTeHue kaHanaM B Tenerpame.

Ogopmnenue cooowecmea

UroObl BBIIETUTHCS CPeIH MHOXKECTBAa KOHKYPEHTHBIX BY30B W MpPHUBIIEYh K ceOe BHUMAHHUE,
HEOOXOIMMO MPOoayMaTh 0GOpPMIICHHE TPYIII, TA0JIMKOB, aKKAYHTOB (CTPAHUII), KAHAIOB B COIICETSX [
benoycenko, 2018]. OcoGeHHO 3TO BaXXHO M TPOEKTHO-XYIOKECTBEHHBIX BY30B, TaK Kak
ACTETUYHBIN, CAETaHHBII CcO  BKycOM Ju3aiiH  coolmecTBa  Oyder  JI€MOHCTPHUPOBATh
npo(eCCHOHANBHBIN YPOBEHb OpraHM3aluM, paboTaTh HA €€ PEemyTalui0 M CTaTyc, IOBBIIATh
y3HaBaeMOCTh Openja. Jlu3aiiH malOnMka WM aKkayHTa JOJDKEH COOTBETCTBOBAThH OOIIEMY
(UpMEHHOMY CTHITIO YI€OHOTO 3aBEIICHHUSI.

[Ipu odopmiieHnn corceTel CleayeT MpUASPKUBATHCS OMPEICICHHBIX MTPABUI OPSHINPOBAHUSL
HazBanue cooOmecTtBa [ODKHO OBITh JIAKOHUYHBIM M OTpakKaTh HAaWMEHOBaHHME (JIOTOTHI)
00pa30BaTENBHOTO YUPESIKICHUS M €T0 (PUPMEHHBIH CTHIIb.
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HyxHO perymsipHO pasMmenmarh akTyadbHYI0 HHQOPMALHIO, KOTOpash MOXET OBITh IOJIe3Ha
ayIUTOPHH, a TalKe TTOCTOSIHHO MOMOJHATH (oTO- U BuAeoansooMbl [ benoycenko, 2018].
IIpoosudicenue
Cy1ecTByeT HECKOJIBKO CIIOCOOOB MPOBUKEHHS COOOIECTBA B COLUATIBHBIX ceTsiX. [Ipuuem, mis
KaKIOH COIICETH OHU CBOM.
s matdopmer «BKoHTakTe» TPUMEHSIFOTCS CIIEIYIONME METO/IBI:
— CO37IaHH€ KAueCTBEHHOTO KOHTEHTa (peryispHble NyOJMKallMM HMHTEPECHBIX M IOJIE3HBIX
MaTepHuasoB);
— aKTUBHAass KOMMYHHUKAIlMsi C TOANUCYAKAMHU (OTBETHI Ha KOMMEHTApWHU, YdJacTHE B
00CYXIEHUSIX);
— TAPTHEPCKUE MPOEKThI, HHTETPAIHS C APYTHMH TPYNIaMH (B3aMMHbBIE CCHIJIKM Ha MaTepPHAIIbI
Ipyr Apyra, pernocTsl);
— MpoBeAeHNE Pa3HOOOPA3HBIX KOHKYPCOB, PO3BITPHIIIEH MPH30B;
— pacchuUIKa MaTepHAJIOB Yepe3 00Ta;
— TapreTHpOBaHHAs peKaMa (aJpecHOe MPOIBHUIKEHHE C TTOMOIIBIO0 BCTPOSHHBIX amropuT™MOB VK,
HaIpaBJIEHHOE, MPH KOPPEKTHO BBICTABJIEHHBIX IMapaMeTpax, UCKIIOUYUTENFHO Ha ILEJeBYIO
Ay TOPHIO);
— IpyrHe BHJBI PEKIaMbl: TJIaTHas pexiama y OJoTepoB, B JAPYIHX, CXOXKHX IO TEMaTHKe,
cooOrecTBax, npojasmxeHue uepes paszznen «VK Pexnamay, 3anucu B JeHTe.
VY Telegram cyIecTBYIOT CBOM HHCTPYMEHTBI JUIS IIPOIBUKCHHUS:
— B3aUMHBIN THAp C IPYTUMH KaHAJIaMHU;
— MPUMEHEHUE XeITETOB;
— MyONHMKAIMsI aHOHCOB Ha JIPYIUX TUTOIIAJIKAX;
— Kpocc-TipoMonus (pa3MenieHre cChUTOK Ha TemerpaM-KaHal B APYTHX COIICETSX);
— MPOJBMKEHUE BO BHYTPEHHEM, BCTPOCHHOM ITOMCKE, KOTOPBIA ecTh y Telegram sist koHTakToB,
COOOIICHUH, YaTOB, KaHAJIOB);,
— NMpUMEHeHue crieruanbHoi mnardopmel Telegram Ads, Tae MOKHO pa3MeniaTh peKiamy.
Mooepayus u aomunucmpuposanue
[lpu BeneHum coodiiecTBa 0CO00C BHUMAHUE CIEAYET YACHSATh MOJICPAllid U Ka4eCTBEHHOMY
aIIMUHUCTPUPOBAHHIO — MIPOBEPATh M CTUMYIHPOBATh OOCY)KACHHUS, CICTUTHh 3a pazHooOpasueM u
aKTyaJIbHOCTBIO T€M, yJAOOCTBOM HaBHTIallMd, OBICTPO OTBEYAaTh HA BOIPOCHl MOJB30BATENCH,
pEryasipHO ITyOJUKOBATh 3aBJICKAIOIMI, TOBBIMAOIMNA JIOSUIGHOCTh KOHTEHT — BUKTOPHHBI,
KOHKYPCBI, ONEPaTHBHO Pa3MEIIATh CCHUIKM Ha CTOPOHHHE MHTEPHET-pEecypchl — MapTHEPOB BY3a,
DJIEKTPOHHBIE OMOJIMOTEKH, pa3TUYHbIe ydeOHBIE MaTepHajbl, CBOCBPEMEHHO YHHYTOXXaTh CIaM
[benoycenko, 2018].
l'oBopst 0 crienuduke MPONBHKEHUST MPOCKTHO-XYO0KECTBEHHOTO BY3a B COIIMAIBHBIX CETSIX,
CIIEyeT TIOQYEPKHYTh, YTO COIICETH SBIISIIOTCS BAXXHBIM HHCTPYMEHTOM JUUISl TIOBBIIICHHS
MPECTHKHOCTH MUMHU/PKAa 00pa30BaTENbHOIO YUPEXKICHUS YKa3aHHOW HarpaBiieHHOCTH. J[ist Openna
MPOEKTHO-XY/IO’)KECTBEHHOTO BYy3a 0CO00 3HAYMMYIO pOJIb WIPAeT BU3YalbHas COCTABIISIONIAS,
KOTOpasi MOXKET OBITh SIPKO M BBIPA3UTEIBHO IPEACTABICHA B collceTsX. [IpernosaBarenu U CTyIEeHTHI
MOTYT BBIKIAJBIBATh 3/I€Ch CBOW JIydllie paOOThI, HAIMOJHSSA COOOIIeCTBa KeicaMu, KOTOpPBIE
MOKA3bIBAIOT MPOQECCHOHATBHBINA YPOBEHb Y4eOHOTO 3aBe/ICHUS, KAUECTBO IPEIaraéMbIX IIPOTrpaMm
1 00pa30BaTENbHBIX YCIYT U MPUBJIEKAIOT BHUMaHKE MOJIOBIX JIFOJIEH, HAXOAAIMXCsL Ha 3Tare BeIoopa
y4eOHOTO 3aBEJICHHS C IIEJIBIO TIOCTYILICHUSI.
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Corcern U1l TPOEKTHO-XY/IOKECTBEHHOTO By3a OYCHb BAKHBI C TOUKH 3PCHHS] KOMMYHHKAIIAH.
3/1ech MOXXKHO IUTAHMPOBATh HMCCIIEAOBATENLCKYIO M Y4eOHYIO JAEATeNbHOCTb, OpPraHU30BBIBATH
pasTuYHBIE MacTep-KIacChl, TBOPUECKHE BCTPEUH, CEMUHAPHI, KOH(PEPEHIINH, BBICTABKUA padOT, Kak
BHYTPHU BY3a, Tak W 3a ero pamkamu [Manbsimesa, 2013]. Ananusupys OoT3bIBBI U KOMMEHTapUH B
COLIMATIBHBIX CEeTSX, MOYKHO KOPPEKTHPOBATh CTPATErui0 HPOABMKEHMs By3a M paboTaTh HaJ
KaueCcTBOM IpenocTaBiisieMbix yeiyr [Tumodeesa, 2022].

B comcersx MOXHO BBIKIAAbIBAaTh aKTyalbHYHO MHGOPMALMIO Pa3HOIO IUIaHa, KOTOpas
paccuMTaHa Ha pa3IM4Hble OOILECTBEHHBbIE IPYNNbl — aOUTYpPUEHTOB, CTYAEHTOB, MOJIOJBIX
CHEIHUAIMCTOB, HAYYHBIX COTPYIHUKOB, HCCIEIOBaTeNel, MpenojaBaTeneii (pacnucaHue 3aHsSTUH,
YCJIOBUS MOCTYIJICHUS, CBEAEHUS O BCTYIUTENIbHBIX K3aMEHAX, Y4EOHBIX POrpaMMax, O BaKaHCHSIX
B NpOQUIBHBIX KOMIIAHUSX, O TPEACTOSIMX HAyYHBIX KOH(EPEHIUAX, TBOPUECKUX H
HCCIIEZIOBATENIbCKUX IPOEKTaxX U Jp.). MaTepuayibl 00 MHTEPECHBIX MPOEKTaX, BBIKIAbIBAEMBIE B
COIICETSIX XYMOKECTBEHHOTO BY3a, MOTYT JaXe IPHUBJICYh BHUMaHHE OW3HECMEHOB C IIEJIBIO
MHBECTUPOBAHMUSL.

Corcern cnocoOHBI TAKKE PACIIMPUTh BO3MOKHOCTU JMCTAaHIIMOHHOIO OOy4eHUsl B IMPOEKTHO-
XYIO’)KECTBEHHBIX BY3aX, UYTO B Hallle Bpems KpaiiHe BOCTpeOOBaHO B 00pa3oBaTelbHOH cdepe
[MassimeBa, 2013].

OO6cy:xxknenue

B Hacrosimee Bpems Tema NPOJBHUIKEHHUS 00pa30BaTEIbHBIX YCIYT SBIJIAETCS AKTYaJbHOW JUIs
BBICIIGH IIIKOJIBI, TIO9TOMY OHa HaXOAMTCA B cepe HHTEpEecOB MHOTUX HccienoBareneid. [lpu
HAllMCaHUU CTaThbM aBTOPOM OBIIM PACCMOTPEHBI PsJ MPEACTABISAIONMX HAydHYIO LIEHHOCTb
nyOIMKaUil o JAHHOMY BOIIPOCY.

JI. BeGep B cBoeil MoHOrpaduu, NMOCBAIIEHHON HHTEPHET-MapKEeTHHIY, TOBOPUT O TOM, 4TO
MapKeToJIoTaM B COBPEMEHHOM MHUPE CTAHOBUTCS BCE CII0KHEE B3aUMOEHCTBOBATH C MOTPEOUTEISIMU
yepe3 TpaauimonHsie CMU, moromMy 4To O4YeHb Majo JItOJel ceiiuac yuTaeT OyMakHble Ta3eThl U
’KypHaJIbl, MEHBILIE CTAJIM CIYIIATh OOBIYHOE PAJANO U CMOTPETh TEJIEBU30P, 4, B OCHOBHOM, BCE MHOI'O
BPEMEHU IPOBOJAT BO «BCEMUPHOM NayTHHE». B Takux yciaoBUSAX NMpPOABUIaTh YCIyrd, MpOAaBaTh
TOBapbl CTAaHOBUTCSl BCE CIIOXKHEE, MOATOMY TpeOyercs oOpalaTbCs K HOBBIM MapKETHHIOBBIM
MHCTPYMEHTaM, K KOTOpbIM OoTHOcsTCS HTepHEeT U counanbHblie cetu [Bedep, 2010].

M. Crem3Hep paccka3blBaeT O HOBBIX BO3MOXHOCTSX BeO-NpOJBMXKEHUS M O Hauboiee
3(eKTUBHOM €ro HanpaBJ€eHUU — KOHTEHT-MapkeTuHre. lMccienoBarenb yTBEp)KIaeT, YTO CEKPET
3(PEeKTUBHOCTH TaHHOTO HAIPABICHUS B TOM, YTO OH JaJIeK OT Ha30MIIMBOM U arpeCCUBHOM PEKIaMBbl,
OT KOTOPOU JIFOJ YK€ yeTalid. KOHTEHT-MapKeTUHT, MPEeACTaBICHHbIN B ceTh HTEpHET, B 4aCTHOCTH,
B COIICETSIX, NEHCTBYET MSATKO, €CTECTBEHHO. TO €CTh 3TO MpUMEp HAaTUBHOMU (CKPHITON, HE3aMETHOH)
pexiambl. llenp MapkeTHHra, JeHCTBYIOIIEro 4Yepe3 KOHTEHT (MOCTBI, CTaTbd, (GOTO- U
BHJIEOMATEepUalbl, KOHKYPChl, BHUKTOPUHBI), — JaTh IIOJIE3HYI0O U HYXKHYI0 HHQOpMaIHio
I10JIB30BATENSAM, I10-HACTOSILIEMY 3auHTepecoBath ux [Crensuep, 2013].

H. ABcsuaukoB u E. JlunkuHa B cBoMX MOHOTpadusx IMOTYCPKABAIOT BAKHOCTh MPUMEHEHUS
MapKeTUHIOBBIX HHCTPYMEHTOB B cepe oOpazoBanus. [1o MHEHHIO aBTOPOB, B COBPEMEHHOM MHUPE,
KOIJla IMOCTOSIHHO YBEJIMYMBAETCS YHUCIO KOHKYPUPYIOLMX MeXay coO0oil ydeOHBIX 3aBelEHUH,
THIATEJILHO MPOJyMaHHasl U MPaBUJIbHO BICTPOCHHASI MADKETUHIOBAS CTPATErUsl MOXKET TIOMOYb BY3Y
MOBBICUTB CBOKO KOHKYPEHTOCIIOCOOHOCTb, 3aHATh TOIOBOE MECTO B PEHTHHTE, IPUBJIEYb BHUMAHUE K
CBOEMY OpEeH/y, YCHJIUTh COOCTBEHHYIO BOCTPEOOBAHHOCTb.
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Ha B3rnsin uccnenoBareneil, npoJyMaHHbII MapKETUHT [1O3BOJISIET YUEOHBIM 3aBEIACHUSAM CIEAUTD
3a CIPOCOM Ha 00pa30BaTEIbHOM PBIHKE M CBOEBPEMEHHO PearnpoBaTh Ha U3MEHSIONMECs YCIOBUS,
ONEpPaTUBHO paclmpsisi IepeueHb CIEeNHalIbHOCTEeH, pa3padaTbiBas BOCTPEOOBAaHHBIE MPOTPAMMBI
[ABcsinaMKOB, 2007; Jlunkuna, 2006].

Uccnenosarenu [I. benoycenko, A. I'opmkos, A. I'ypeeBa, JI. Kopuarosa, K. Tumodeena, /I.
XanuioB JenaloT akKIEeHT Ha MapKeTMHIe HMEHHO B colceTsX. OHU BBIIEISIIOT €ro IJIaBHBIE
IPEUMYILECTBA: BBICOKUN YPOBEHb AJPECHOCTH, OPUEHTAIMs MMEHHO Ha LEJIEBYIO ayIUTOPHIO;
IpuUBJIeYCHUE OOJBILOTO 4YHCIA 3aUHTEPECOBAHHBIX M JIOSUIIBHO HACTPOEHHBIX I10JIb30BATENIEH
Omarogapsi MSTKOMY BO3ZICHCTBHIO, O€3 IBHOM M HACTOIYMBON pEKIIaMbl; BBICOKHE KOMMYHUKATHBHBIC
JOCTOMHCTBA M dS(peKTUBHBIE KaHAJIbl CBSA3M; MaclraOHble BO3MOXXHOCTU Juld OpeHJIuHra
[benoycenko, 2018; 'opmko, 2011; I'ypeera, 2015; Kopuarosa, 2019; Tumodeera, 2022; Xanmios,
2014].

JI. KopuaroBa u K. AnaxsepmoBa B cBOeil NyOJIMKallMd CpPaBHUBAIOT pa3Hble METOJbI
IIPOJIBU)KEHMU S, IPUMEHSIEMbIE B HECKOJIBKMX MOCKOBCKMX By3ax: pexiamy B CMU (mpecce, Ha panuo
U TEJICBUJCHNH ), HAPYKHYIO peKIaMy, N€YaTHYI U CYBEHUPHYIO POJYKLHIO, BEICTABKU U SIPMAPKH,
CBsI3aHHBIE C 00pa30BaHUEM, JHH OTKPBITHIX JBEpEi, HayuHble KOH(PEPEHIINU U CEMUHAPbI, THTEPHET-
pexiaMy, HNpPOIBHKEHHME 4epe3 CcalThl M colMaidbHble ceTH. Ha oOcCHOBaHMU NPOBEIECHHOIO
HKCIIEPUMEHTAIBHOTO aHAJIM3a, aBTOPHI IPUXOAT K BBIBOY, 4TO HanOosee YPPeKTHBHBIMUA METOIaMH
NPOABMKEHUSI OpeHsa By3a SBJISIIOTCA PAcKpyTKa caiiTa M MpPOABM)KEHUE B COLIMAIBHBIX CETAX
[KopuaroBa, AnaxsepaoBa, 2015].

Ocoboe 3HaueHHWE Ui TEMBbl HACTOSILIEIO HCCIeNoBaHUS uMeer pabora H. Manbimesoid,
OCBELAIOIIEH BONPOCHl MPUMEHEHUs COICeTel B AEATENBHOCTH XYIO’KECTBEHHBIX BY30B. ABTOD
OTMEYAeT, 4YTO COLIMAIbHBIE CETU SBIAIOTCS BAXKHBIM HHCTPYMEHTOM Ul pPa3BUTHUSL TaKOU
COBpeMEHHON (oOpMbI TOJMydeHUs OOpa3oBaHMs, KaK IUCTAHIMOHHOE OOyuyeHHe, TaK KaK OHHU
HalleJIeHbl BBIMOJHATH cienyoume GyHKUUU: S(QPEeKTUBHO KOOPAMHUPOBATH JEATEIBHOCTD
CTYZIEHTOB W IPENoJaBaTelieii; ONIEPaTUBHO U CIIAKEHHO OPraHM30BbIBATH COBMECTHBIE TBOPUECKHUE U
U CCIIEZIOBATENIbCKUE MPOEKTHI ¢ YUaCTUEM I1€JaroroB, yJallXcsl, a TakKe CTOPOHHUX YYaCTHUKOB, HE
MMEIOIMX OTHOUICHHS K BY3Yy; JEMOHCTPHUPOBATH CBOU JOCTHIKEHUS Uepe3 pasMelleHne mopTdonmo.
MarblmeBa Take J1eJ1aeT akleHT Ha TOM, UYTO PUCYTCTBUE B COLICETAX MMO3BOJISIET XyJJOKECTBEHHOMY
BY3Y aKTHBHO 3asBJISITh O ceOe Ha pbIHKE 00pa3oBaTenbHbIX yeayr [Mansimesa, 2013].

3aKJII04YeHne

HOI[BOI[}I HUTOI'M HUCCIICAOBAHUA, OTMCTUM, YTO COLMAIBHBIC CCTU Y)KC OABHO IICPECTAIN OBITH
HCKITIOUNTENILHO pa3BlieKaTenbHON cdepoil. OHH SBISIFOTCS MOIIHBIM HHCTPYMEHTOM 0C000
BOCTpEOOBAaHHOTO, HAa CETOMHSIIHUNA JI€Hb, MHTEPHET-MapKeTHHTa U S(PPEKTUBHBIM CPEICTBOM
KOMMYHHKAIIMHU, OObEANHSIONM MHOXECTBO JIFOJIel B €JMHOM HH(DOPMAIIMIOHHOM TOJI€.

Jnst mo00r0  TPOEKTHO-XYHAOXKECTBEHHOTO By3a celdac BaxHO co31aTh A(PGEKTHBHO
«paboTarolee» COOOMECTBO B COLMAIBHOW CETH, KOTOpOE OyleT BBIACIATH €r0 B BUPTYAIbHOM
MPOCTPAHCTBE CpEIM MHOXKECTBA JAPYIUX AaHAJIOTUYHBIX TPYII, a, 3HAYUT, CIOCOOCTBOBATH
YBEJIIMYCHUIO UHTEpPECa K HEMY CpPEIH 1IEJIEBOM ayIMTOPUU — 3aMHTEPECOBAHHBIX MOJIOABIX JIIOJIEH,
JKENalNMX BbIOpaTh cBoed mpodeccuell oqHY M3 BOCTPEOOBAHHBIX CIEHMAIBHOCTEH B 00JIaCTH
XyJ0’)KECTBEHHOTO MPOEKTUPOBAHUSL.

[lonoxuTenbHBIM UMUK Y4€OHOTO 3aBEIEHUsS, KOTOPBIM CO3MAeTCs B COIICETH, CTPOUTCS, B
MEPBYIO OYepe/ib, Ha JEMOHCTPALIMHU BBICOKOTO MpodeccuoHaln3Ma OpeHa.

Kazarezov A.A.
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Abstract

The article examines the importance of using social networks as a communication tool in the
activities of a design and art university. It demonstrates an effective strategy for promoting an
educational institution's brand, analyzing its key stages: conducting analytical research to assess the
target audience and competitors; community design; promotion and advertising setup; moderation
and administration. The advantages of using social networks to attract target audience attention to
the university brand and differentiate it from competitors in the educational services market are
explored, including brand promotion, service marketing, and active engagement with the target
audience. The study proves the significance of creating an effectively functioning social media
community that distinguishes the design and art university brand in the digital space among
numerous other institutions, thereby increasing interest from the target audience - young people
seeking to pursue popular specialties in artistic design. The theoretical foundation of the research
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includes monographs, scientific works from RSCI and HAC peer-reviewed journals, and current
articles from online resources. The author employed various research methods: theoretical (general
analysis of the concept of “social networks" and their advantages in promoting a design and art
university brand), practical (characterization of specific marketing tools for social media
promotion), and inductive/synthesis method (generalization and systematization of scientific
information selected from various sources).
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