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In this article we examined the patterns and features of choosing a university by applicants.
Choosing a higher education institution is always difficult and this is an important decision
in the life of every person who has decided to get higher education. The field of education
is very developed in Dnipropetrovsk region, today there are twenty three higher educational
institutions. The purpose of this study is to identify the factors influencing the choice of a
university by students from Dnipro and applicants from other regions and cities. An
analysis of the factors of macro- and microenvironment as well as SWOT-analysis were
carried out, after which the marketing problems, opportunities, search questions were
identified while answers to them were found through a Google survey among potential
students. The choice of the university should not be left to the last moment, but there is
no need to hurry either. For example, you need to choose a profession, or profession that
you want to acquire in life. Many psychologists advise to be determined with a profession
closer to the tenth grade, that is, the prospective student will have enough time to prepare
for the entry exams and for a balanced decision about the profession chosen. It is
recommended to pay special attention to the given aspect, as exactly the subsequent
choice of the university will depend on the chosen profession. Based on the marketing
research and according to the survey results, we can conclude that the choice of a profession
(university) is particularly influenced by the opinion of parents and their consent. An
analysis of the preferences of applicants showed that future students will go to universities
where: a strong teaching staff; high level of knowledge; the prestige of the university is
also important; availability of a hostel for living and the presence of a military department
are also very important as well as double diplomas. Also the location of university has a
great importance during past two years, because of the fact that there has been the pandemic
situation (COVID-19) in Ukraine and all around the world since 2019. Studying abroad
has become simply impossible. Therefore, a large percentage of applicants who were
planning to study at a university abroad chose the universities of Ukraine, thereby having
increased the percentage of applicants.
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Introduction

Studying at universities in the context of a
pandemic has made its own adjustments. The training
system itself has reached an another level.
Digitalization of education went at an accelerated
pace. This is definitely a positive moment. However,
communication, both with students and applicants,
also requires personal communication to assess the

perception of new material, its understanding, as
well as an application in practice. Now a large number
information is taught to students electronically. This
opportunity of the university can attract prospective
students. Universities can create some educational
platforms and projects, hold meetings online, thereby
attracting more and more applicants.

Today, there is a fairly high competition

© Sukha A., Kripka J., Bezmenko A., Chupryna N., Sazonova V., Chernysheva O., 2021

This article is licensed under Creative Commons Attribution 4.0 International License (CC-BY)

ISSN 2415-3974. Exonomiunuii eichux JABH3 YIXTY, 2021, Ne 1(13)

155



Sukha A., Kripka J., Bezmenko A., Chupryna N., Sazonova V., Chernysheva O.

between universities high competition, because the
number of students decreases every year. This is
influenced by a number of factors: demographic
situation, economic situation, threshold in the form
of IEE, departure of applicants, studies in foreign
universities [1].

Each university tries to attract attention by any
means, gets into the heart of every applicant, as well
as his parent. Lots of universities appear on social
networks, actively develop pages, thereby attracting
the attention of future students. And in the modern
world social networks for teens are the most useful
tool for exchange and receipt of various information
[2].

Analysis and research of publications

The relevance of the problem of the
attractiveness of domestic universities, increasing their
competitiveness, both in the domestic and foreign
markets, especially in terms of the interest of
applicants in obtaining knowledge at Ukrainian
universities have led to an increase in attention to
this problem by well-known scientists. Among them:
O. Kanishchenko, O. Komelina, O. Mnykh,
M. Oklander, V. Rzhepishevska, V. Solovyov,
A. Starostina, A. Nekiforov, I. Shevchenko and
others.

Purpose of the article

To determine the criteria by means of which
applicants choose higher educational institution in
Ukraine.

Main material

In the course of the study, a SWOT analysis
was carried out for the Ukrainian State University
of Chemical Technology (USUCT). Let’s consider
the strengths of the university. Strengths are:

— the university is the only specialized higher
educational institution of chemical profile in Ukraine;

— this university is known in the Dnipropetrovsk
region;

— the university employs a large number of
Professors, Doctors and Candidates of Sciences;

— the university ranks first among technical
universities of Ukraine in the international
scientometric database Scopus, takes the second place
in the region and 15th place among 200 universities
of Ukraine;

— students of Ukrainian State University of
Chemical Technology can be educated in
17 universities of the world;

— the university trains bachelors, masters in
specialties of chemical-technological,
pharmaceutical, food, biochemical, economic,
engineering and computer directions (18 specialties
and more than 30 educational and professional
programs) [3].

Weaknesses of the university:

— today, thanks to the introduction of the IEE
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system, applicants with the highest scores of the
IEE try to enter the most prestigious universities,
more often their preferences relate to the universities
of Kyiv, Kharkov, Lviv and Odesa;

— in addition, due to the decline in the birth
rate, the number of applicants dropped sharply;

— introduction of an indicative price for some
of the specialties of the university.

The country needs to encourage the acquisition
of technical education, the university can count on
additional income from the budget. Thus, despite
the presence of weaknesses in the university and the
presence threats in the external environment, the
activities of the university can be considered as quite
effective.

In the course of marketing research using the
questionnaire method the quite interesting tendencies
were revealed. The survey was attended by university
entrants, students and graduates.
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Fig. 1. Answers of respondents regarding knowledge
about the USUCT

Based on the data obtained, we can note that
80.5% of respondents have known or heard about
the Ukrainian State Chemical Technology university,
19.5% haven’t known or heard.

Sources of information influenced the
recognition of the university as follows way: 3.9%
have learned (heard) about USUCT from the social
network Instagram, 76.6% — from friends and
acquaintances, 1.3% — Facebook ads, 16.9% — have
not heard and haven’t known about the university,
1.3% — came across on the Internet when looking
for a suitable university for admission.

According to the research results, we can see
that every year the independence of school graduates
is increasing, the world is losing borders for them
(not to mention the cities of Ukraine), parents more
listen to the opinion of their children and take it
into account: 51.9% of respondents answered that
the opinion of parents influences the choice of the
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Fig. 4. The result of the impact of having a double degree
program on choice of university
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Fig. 5. Distribution of respondents by place of residence

university, 48.1% — the opinion does not affect.

The USUCT has a program for obtaining
double diplomas with European universities partners.
Does this fact somehow influence the choice
university?

Based on the results of the research carried
out, it can be concluded that when choosing a
university for 59.7%, the possibility of obtaining a
double diploma is important, 40.3% — do not
consider this as an important point.

The geographic distribution of respondents
looks like this:
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The number of respondents who took part in
the survey live in the following cities of Ukraine:
79.2% of respondents live in the city of Dnipro,
2.6% — Kharkiv, 1.3% — Kyiv, 7.8% — Kamyanske,
2.6% — Novomoskovsk, 1.3% — Zhovti Vody, 1.3%
— Zelenodolsk, 1.3% — Tomakivka, 1.3% —
Lyubymivka.

Distribution of respondents by gender who
participated in the study:

The survey was attended by 51.9% of women,
42.9% — of men, 5.2% — did not want to disclose
this information.
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Fig. 6. Distribution of respondents by gender
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The strategy of the University for attracting applicants
should take into account the social media networking
not only as a way of advertising but also as a tool of
communication between applicants and their friends
and acquaintances. Attending the parents meeting
as well as the conduction an «Open Day» should be
used for informing the parents and applicants about
the University’s strength and as the tools for
expending the community around of the University.
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Age section of the respondents who took part
in the research:

The research involved 77 people. By age they
were distributed as follows: 9.1% (7) of the
respondents were aged 15-17 years old, 46.8% (36)
— 18-20 years old, 39% (30) — 21-23 years old,
2.6% (2) — 24-26 years old, 1.3% (1) — 27-35 years
old, 1.3% (1) — 40+ years.

After conducting market research to increase
the recognition of the university it is necessary:

— conduct an «Open Day» on the territory of
the university;

— send students and university representatives
to city schools to attracting applicants, you can also
attend parenting meetings;

— run ads on social networks;

— invite university graduates to meet with
applicants at the «Open doors»;

— create university Instagram and Tik-Tok
accounts as well as other social network accounts.

Conclusions

Therefore, the information from friends and
acquaintances, influence of parents and a possibility
to study by double degree program are the main
criteria to choose the university by the applicants.
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MAPKETUHI'OBE JOCIIIKEHHA ITPUBABJINBOCTI
BUIIINX HABYAJIbBHUX 3AKJ/IA/IIB

Cyxa A.C., Kpinka IO.€., beamenxo A./l., Yynpuna H.M.,
Cazonoea B.C., Yepnumeea O.M.

B daniii cmammi 6yau pozeasnymi 3axonomiprocmi ma oco6-
augocmi eubopy abimypicumamu yHisepcumemy. Bubip euwjoeo Ha-
84A1bHOR0 3GKAA0Y — UYe 3a8xHc0U CKAAOHe | 8aNcauee DiuleHHs 8
acummi KOXWCHOI A00uHU, Ka eupiuuia 3000ymu euuiy oceimy.
Cepepa oceimu dyance poszsunena 6 JIHinponempogcokiil obaacmi, Ha
CbO2OOHIWHII OeHb Hariuyemobcs 08a0ysMs MPU BUUUX HABYANbHUX
3akaaou. Memoio danoeo docaiddncentsn € 6uA6AeHHS YUHHUKIG, U0
enausaroms Ha eubip y3y cmydenmamu JIninpa i abimypienmamu
iHwux obaacmeti i micm. Byno nposedeno ananiz pakmopie maxpo-
i mikpocepedosuwa, maxk camo nposedeno SWOT-ananiz, nicas
4020 Oyau eudineHi mapkemuHeo8i npodaemu, MONCAUBOCME, NOULY-
K08i numaHHs, 8ionosidi Ha ki Oyau 3HadeHi 3a donomoeoro lyen-
onumyeanHs ceped nomeHuitinux cmydenmie. Bubip yrieepcumemy
He eapmo 3aiumiamu Ha OCMAHHIU MOMeHm, aie i nocmiwamu,
makoxc He nompioro. Hanpukaad, nompiono eubpamu npogeciro,
AKY 8u xoueme onanysamu 6 ycumms. baeamo ncuxonoeie padsme
susHauamucs 3 npogeciero bauxncue 0o decsimoeo kaacy, moomo y
Matibymuvo2o cmydenma 6yde docmammubo yacy 04 nioeomosku 0o
BCMYNHUX ICNUMIB [ 0451 36AJCeH020 DilleHHs w000 00paHoi npo-
ghecii. lanomy acnekmy pekomeHOyembcs npudiaumu 0cooausy yea-
2y, mak K came 8id obparoi npoghecii 6yde 3anexncamu nodanrvuiuii
8UOIp U020 HABHANBbHORO 3aKAady. Buxodsuu 3 nposedernoeo map-
Kemune06020 00CAi0NCeHHs | 3a pe3yabmamami ONUMy8aHHs MONC-
Ha ckazamu, wo Ha eubip npoghecii, a 6i0nogiono, i euuj0e0 Ha-
84a1bHO0 3aKaady, ocobaueull enaue mae dymka 6amoekie abo ix
3e00a. Ananiz nepesae abimypienmie nokasae, w0 MalOymui cmy-
deHmu ecmynamumyms 00 yHieepcumemie, de: CUAbHUL GUKAA0AUb-
KUl ckaad; eucokuil pigeHv 3HaHv, npecmuicticms BH3 makoc
Ma€ 3HA4eHHsl; HAABHICMb 2YPMONCUMKY Ol NPOICUGAHHA | HA-
sAeHicmb 8ilicbk060i Kaghedpu,; nooesitini duniomu. Taxoxc eeruxe
3HAYeHHS @ OCMAHHI 08a POKU MAE MiCUe3HaxX00iceHHs 8y3Y, a 8ce
ye nos’s3ano 3 mum, ujo 3 2019 poky e Ykpaini i no eceomy ceimy
- COVID-19. Hasuanus 3a KOpOOHOM CMAAO NPOCMO HEMONCAU-
eum. Tomy, eeauxuil eidcomok abimypieumie, AKi nAaHyeaiu Ha-
suamucs y BH3 3a kopdoHnom, ece yc eubparu ynieepcumemu Yi-
painu, mum camum 30inbWuUsUYU 8i0COMOK 6CMYNHUKIB.

KirouoBi ciioBa: MapKeTWHTOBI HOCIIIXKEHHS, aHali3
dakTopiB Makpo- i MikpocepenoBumia (SWOT-ananiz),
MapKETUHTOBI TIPOOJIeMU i MOXJIMBOCTI, IOIITYKOBI ITUTAaHHS,
rinore3u.
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MAPKETUHI'OBBIE UCCJIEJOBAHUA
ITPUBJIEKATEJIbHOCTH BbICIIINX YYEBHBIX
3ABEJIEHUN

Cyxas A.C., Kpunka IO.E., besmenxo A./l., Yynpuna H.H.,
Cazonoea B.C., Yepnvimesa E. M.

B dannoii cmamue 6viau paccmompenst 3aKo0HOMepHOCMU U
ocobeHHoCcmU 8bl100pa abumypuenmamu yHugepcumema. Bvibop evic-
we2o yueOH020 3a6edenus — Mo 6cee0a CA0NCHOE U BAJICHOE pelie-
HUe 8 JCUZHU KANCO020 4en08eKa, KOMOpblil peultn NOAYHUMb BbiC-
wee obpazoeanue. Ciepa obpazosanus ouerv pazguma 6 J{Henpo-
nemposcKoll obaacmu, Ha ce200HAWHUL OeHb HACHUMbIBaemcs 08a0-
yame mpu evicuiux y4ebuvix 3aeedenus. Lleavto dannoeo uccredo-
6aHUS ABNAEMCS BblAGACHUE PAKMOPO8, GAUAIOWUX HA 8bI00D 8Y3a
cmydenmamu /[nenpa u abumypuenmamu dpyeux obaacmeti u 20po-
006. bvin nposeden ananuz ghakmopoe maxpo- u mukpocpedst, max
ace npogedern SWOT—ananu3z, nocae ueeo 6bviau gvideneHHble Map-
KemuHnao8ble npobaembl, 603MOICHOCMU, NOUCKOBbIE BONPOCHL, OM-
embl Ha Komopble Obiau HatideHsl ¢ nomouwpto [yen-onpoca cpedu
NOMEHYUANbHBIX cmYydeHmos. Bvibop ynueepcumema ne cmoum oc-
maensims HA NOCACOHUL MOMEHM, HO U MOPONUMbCS, MAaKice He
Hyucro. Hanpumep, Hyxcno eviOpamv npogeccuro, aubo npoghec-
cuu, Komopyr 6wl xomume npuobpecmu 6 scuznu. MHoeue ncuxo-
02U co8emym onpedeasimscs ¢ npogeccuetl bauxce K 0ecamomy
Kaaccy, mo ecms y Oydyweeo cmydenma 6ydem 0docmamouHo epe-
MeHU 0451 NOO2OMOBKU K 8CMYNUMENbHIM IK3AMEHAM U 045 836e-
WeHHO20 peuleHus Hacvem evlOpanHou npogeccuu. anHomy ac-
nekmy peKomeHdyemcs yoeaums 0coboe HUMAHUe, Mak KaK UMeHHO
om eblbpanHoll npogeccuu Oydem 3agucemsv NOCAEOVIOULULL 8blOOD
svicuee0 y4ebHo2o 3aeedenus. Mcxoos uz nposedeHno2o Mapkemun-
208020 UCCAC008AHUSL U NO PE3YAbMAMam Onpoca MOJICHO CKA3amb,
umo Ha evlbop npogheccuu, a COOMBEEMCMBEHHO, U biCUIE20 YHeOHO-
20 3agedenusi, 0coboe gausAHUe UMeem MHeHue pooumenel U ux co-
enacue. Anaausz npednoumeHui abumypueHmos nokasan, 4mo 0y-
dywue cmydeHmot 6ydym nocmynams 8 yHueepcumemst, 20e: CUib-
Hbll npeno0agamenvckull cocmae,; 8biCOKULL YPoBeHb 3HAHULL, npe-
CIMUIICHOCMY BbiCUIe20 YHeOH020 3a6e0eHUs MaKdice umeem 3Haue-
Hue; Haauyue obujexcumus 04 NPONCUBAHUS U HAAUUUE B0CHHOU
Kaghedpobl modice HeMan08aicHo,; 0solinble duniomsl. Takice 601b-
woe 3HaueHue 8 nocrednue 06a 200a umeem MecmoHAX0NCOeHue
8y3a, a ece 3mo ces3aHo ¢ mem, ymo ¢ 2019 eoda ¢ Ykpaune u no
ecemy mupy — COVID-19. O6yuenue 3aepanuyeil cmaio nonpocmy
Hee03MoxcHbIM. [loamomy, 6oabuioll npoyenm abumypueHmos, Ko-
mopule naanuposanu yuumocs 6 BY3e 3aepanuyeil, ece jce eviopa-
AU yHUGepcumemyl YKpaunl, mem camoiM Y8eAudU8 NpoyeHm no-
CMYNaWux.

KinoueBbie ¢/10Ba: MapKETMHTOBBIC MCCIICIOBAHUS, AaHATU3
dakTopoB Makpo- u MmMukpocpeab (SWOT—ananus),
MapKETUHTOBbIE MPOOJEMbl U BO3MOXHOCTHU, TMOUCKOBBIE
BOIPOCHI, TUTTOTE3bI.
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In this article we examined the patterns and features of
choosing a university by applicants. Choosing a higher education
institution is always difficult and this is an important decision in the
life of every person who has decided to get higher education. The
field of education is very developed in Dnipropetrovsk region, today
there are twenty three higher educational institutions. The purpose
of this study is to identify the factors influencing the choice of a
university by students from Dnipro and applicants from other regions
and cities. An analysis of the factors of macro- and microenvironment
as well as SWOT-analysis were carried out, after which the marketing
problems, opportunities, search questions were identified while answers
to them were found through a Google survey among potential students.
The choice of the university should not be left to the last moment,
but there is no need to hurry either. For example, you need to choose
a profession, or profession that you want to acquire in life. Many
psychologists advise to be determined with a profession closer to the
tenth grade, that is, the prospective student will have enough time to
prepare for the entry exams and for a balanced decision about the
profession chosen. It is recommended to pay special attention to the
given aspect, as exactly the subsequent choice of the university will
depend on the chosen profession. Based on the marketing research
and according to the survey results, we can conclude that the choice
of a profession (university) is particularly influenced by the opinion
of parents and their consent. An analysis of the preferences of
applicants showed that future students will go to universities where:
a strong teaching staff; high level of knowledge; the prestige of the
university is also important; availability of a hostel for living and the
presence of a military department are also very important as well as
double diplomas. Also the location of university has a great importance
during past two years, because of the fact that there has been the
pandemic situation (COVID-19) in Ukraine and all around the
world since 2019. Studying abroad has become simply impossible.
Therefore, a large percentage of applicants who were planning to
study at a university abroad chose the universities of Ukraine, thereby
having increased the percentage of applicants.

Key words: marketing research, analysis of macro- and
microenvironment (SWOT-analysis), marketing challenges and
opportunities, search questions, hypotheses.
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