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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.

Keywords: marketing research, analysis of macro- and microenvironment (SWOT-analysis),
marketing challenges and opportunities, search questions, hypotheses.
DOI: 10.32434/2415-3974-2021-13-1-155-160

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
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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 re levance of t he prob lem of t he
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, ². 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
Che mical Te chnology can be educated in
17 universities of the world;
– the university trains bachelors, masters in
spe cial ties
of
chem ical -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
156

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.

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. 2 Research results regarding sources of information about USUCT

Fig. 3. Research results of the influence of parents on the
choice of a university

Fig. 4. The result of the impact of having a double degree
program on choice of university

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:

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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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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Fig. 6. Distribution of respondents by gender
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Fig. 7. Distribution of respondents by age

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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ÌÀÐÊÅÒÈÍÃÎÂÅ ÄÎÑË²ÄÆÅÍÍß ÏÐÈÂÀÁËÈÂÎÑÒ²
ÂÈÙÈÕ ÍÀÂ×ÀËÜÍÈÕ ÇÀÊËÀÄ²Â
Ñóõà À.Ñ., Êð³ïêà Þ.ª., Áåçìåíêî À.Ä., ×óïðèíà Í.Ì.,
Ñàçîíîâà Â.Ñ., ×åðíèøåâà Î.Ì.
Â äàí³é ñòàòò³ áóëè ðîçãëÿíóò³ çàêîíîì³ðíîñò³ òà îñîáëèâîñò³ âèáîðó àá³òóð³ºíòàìè óí³âåðñèòåòó. Âèá³ð âèùîãî íàâ÷àëüíîãî çàêëàäó – öå çàâæäè ñêëàäíå ³ âàæëèâå ð³øåííÿ â
æèòò³ êîæíî¿ ëþäèíè, ÿêà âèð³øèëà çäîáóòè âèùó îñâ³òó.
Ñôåðà îñâ³òè äóæå ðîçâèíåíà â Äí³ïðîïåòðîâñüê³é îáëàñò³, íà
ñüîãîäí³øí³é äåíü íàë³÷óºòüñÿ äâàäöÿòü òðè âèùèõ íàâ÷àëüíèõ
çàêëàäè. Ìåòîþ äàíîãî äîñë³äæåííÿ º âèÿâëåííÿ ÷èííèê³â, ùî
âïëèâàþòü íà âèá³ð âóçó ñòóäåíòàìè Äí³ïðà ³ àá³òóð³ºíòàìè
³íøèõ îáëàñòåé ³ ì³ñò. Áóëî ïðîâåäåíî àíàë³ç ôàêòîð³â ìàêðî³ ì³êðîñåðåäîâèùà, òàê ñàìî ïðîâåäåíî SWOT-àíàë³ç, ï³ñëÿ
÷îãî áóëè âèä³ëåí³ ìàðêåòèíãîâ³ ïðîáëåìè, ìîæëèâîñò³, ïîøóêîâ³ ïèòàííÿ, â³äïîâ³ä³ íà ÿê³ áóëè çíàéäåí³ çà äîïîìîãîþ Ãóãëîïèòóâàííÿ ñåðåä ïîòåíö³éíèõ ñòóäåíò³â. Âèá³ð óí³âåðñèòåòó
íå âàðòî çàëèøàòè íà îñòàíí³é ìîìåíò, àëå ³ ïîñï³øàòè,
òàêîæ íå ïîòð³áíî. Íàïðèêëàä, ïîòð³áíî âèáðàòè ïðîôåñ³þ,
ÿêó âè õî÷åòå îïàíóâàòè â æèòòÿ. Áàãàòî ïñèõîëîã³â ðàäÿòü
âèçíà÷àòèñÿ ç ïðîôåñ³ºþ áëèæ÷å äî äåñÿòîãî êëàñó, òîáòî ó
ìàéáóòíüîãî ñòóäåíòà áóäå äîñòàòíüî ÷àñó äëÿ ï³äãîòîâêè äî
âñòóïíèõ ³ñïèò³â ³ äëÿ çâàæåíîãî ð³øåííÿ ùîäî îáðàíî¿ ïðîôåñ³¿. Äàíîìó àñïåêòó ðåêîìåíäóºòüñÿ ïðèä³ëèòè îñîáëèâó óâàãó, òàê ÿê ñàìå â³ä îáðàíî¿ ïðîôåñ³¿ áóäå çàëåæàòè ïîäàëüøèé
âèá³ð âèùîãî íàâ÷àëüíîãî çàêëàäó. Âèõîäÿ÷è ç ïðîâåäåíîãî ìàðêåòèíãîâîãî äîñë³äæåííÿ ³ çà ðåçóëüòàòàìè îïèòóâàííÿ ìîæíà ñêàçàòè, ùî íà âèá³ð ïðîôåñ³¿, à â³äïîâ³äíî, ³ âèùîãî íàâ÷àëüíîãî çàêëàäó, îñîáëèâèé âïëèâ ìàº äóìêà áàòüê³â àáî ¿õ
çãîäà. Àíàë³ç ïåðåâàã àá³òóð³ºíò³â ïîêàçàâ, ùî ìàéáóòí³ ñòóäåíòè âñòóïàòèìóòü äî óí³âåðñèòåò³â, äå: ñèëüíèé âèêëàäàöüêèé ñêëàä; âèñîêèé ð³âåíü çíàíü; ïðåñòèæí³ñòü ÂÍÇ òàêîæ
ìàº çíà÷åííÿ; íàÿâí³ñòü ãóðòîæèòêó äëÿ ïðîæèâàííÿ ³ íàÿâí³ñòü â³éñüêîâî¿ êàôåäðè; ïîäâ³éí³ äèïëîìè. Òàêîæ âåëèêå
çíà÷åííÿ â îñòàíí³ äâà ðîêè ìàº ì³ñöåçíàõîäæåííÿ âóçó, à âñå
öå ïîâ’ÿçàíî ç òèì, ùî ç 2019 ðîêó â Óêðà¿í³ ³ ïî âñüîìó ñâ³òó
- COVID-19. Íàâ÷àííÿ çà êîðäîíîì ñòàëî ïðîñòî íåìîæëèâèì. Òîìó, âåëèêèé â³äñîòîê àá³òóð³ºíò³â, ÿê³ ïëàíóâàëè íàâ÷àòèñÿ ó ÂÍÇ çà êîðäîíîì, âñå æ âèáðàëè óí³âåðñèòåòè Óêðà¿íè, òèì ñàìèì çá³ëüøèâøè â³äñîòîê âñòóïíèê³â.
Êëþ÷îâ³ ñëîâà: ìàðêåòèíãîâ³ äîñë³äæåííÿ, àíàë³ç
ôàêòîð³â ìàêðî- ³ ì³êðîñåðåäîâèùà (SWOT-àíàë³ç),
ìàðêåòèíãîâ³ ïðîáëåìè ³ ìîæëèâîñò³, ïîøóêîâ³ ïèòàííÿ,
ã³ïîòåçè.

ÌÀÐÊÅÒÈÍÃÎÂÛÅ ÈÑÑËÅÄÎÂÀÍÈß
ÏÐÈÂËÅÊÀÒÅËÜÍÎÑÒÈ ÂÛÑØÈÕ Ó×ÅÁÍÛÕ
ÇÀÂÅÄÅÍÈÉ
Ñóõàÿ À.Ñ., Êðèïêà Þ.Å., Áåçìåíêî À.Ä., ×óïðèíà Í.Í.,
Ñàçîíîâà Â.Ñ., ×åðíûøåâà Å.Ì.
Â äàííîé ñòàòüå áûëè ðàññìîòðåíû çàêîíîìåðíîñòè è
îñîáåííîñòè âûáîðà àáèòóðèåíòàìè óíèâåðñèòåòà. Âûáîð âûñøåãî ó÷åáíîãî çàâåäåíèÿ – ýòî âñåãäà ñëîæíîå è âàæíîå ðåøåíèå â æèçíè êàæäîãî ÷åëîâåêà, êîòîðûé ðåøèë ïîëó÷èòü âûñøåå îáðàçîâàíèå. Ñôåðà îáðàçîâàíèÿ î÷åíü ðàçâèòà â Äíåïðîïåòðîâñêîé îáëàñòè, íà ñåãîäíÿøíèé äåíü íàñ÷èòûâàåòñÿ äâàäöàòü òðè âûñøèõ ó÷åáíûõ çàâåäåíèÿ. Öåëüþ äàííîãî èññëåäîâàíèÿ ÿâëÿåòñÿ âûÿâëåíèå ôàêòîðîâ, âëèÿþùèõ íà âûáîð âóçà
ñòóäåíòàìè Äíåïðà è àáèòóðèåíòàìè äðóãèõ îáëàñòåé è ãîðîäîâ. Áûë ïðîâåäåí àíàëèç ôàêòîðîâ ìàêðî- è ìèêðîñðåäû, òàê
æå ïðîâåäåí SWOT–àíàëèç, ïîñëå ÷åãî áûëè âûäåëåííûå ìàðêåòèíãîâûå ïðîáëåìû, âîçìîæíîñòè, ïîèñêîâûå âîïðîñû, îòâåòû íà êîòîðûå áûëè íàéäåíû ñ ïîìîùüþ Ãóãë-îïðîñà ñðåäè
ïîòåíöèàëüíûõ ñòóäåíòîâ. Âûáîð óíèâåðñèòåòà íå ñòîèò îñòàâëÿòü íà ïîñëåäíèé ìîìåíò, íî è òîðîïèòüñÿ, òàêæå íå
íóæíî. Íàïðèìåð, íóæíî âûáðàòü ïðîôåññèþ, ëèáî ïðîôåññèè, êîòîðóþ âû õîòèòå ïðèîáðåñòè â æèçíè. Ìíîãèå ïñèõîëîãè ñîâåòóþò îïðåäåëÿòüñÿ ñ ïðîôåññèåé áëèæå ê äåñÿòîìó
êëàññó, òî åñòü ó áóäóùåãî ñòóäåíòà áóäåò äîñòàòî÷íî âðåìåíè äëÿ ïîäãîòîâêè ê âñòóïèòåëüíûì ýêçàìåíàì è äëÿ âçâåøåííîãî ðåøåíèÿ íàñ÷åò âûáðàííîé ïðîôåññèè. Äàííîìó àñïåêòó ðåêîìåíäóåòñÿ óäåëèòü îñîáîå âíèìàíèå, òàê êàê èìåííî
îò âûáðàííîé ïðîôåññèè áóäåò çàâèñåòü ïîñëåäóþùèé âûáîð
âûñøåãî ó÷åáíîãî çàâåäåíèÿ. Èñõîäÿ èç ïðîâåäåííîãî ìàðêåòèíãîâîãî èññëåäîâàíèÿ è ïî ðåçóëüòàòàì îïðîñà ìîæíî ñêàçàòü,
÷òî íà âûáîð ïðîôåññèè, à ñîîòâåòñòâåííî, è âûñøåãî ó÷åáíîãî çàâåäåíèÿ, îñîáîå âëèÿíèå èìååò ìíåíèå ðîäèòåëåé è èõ ñîãëàñèå. Àíàëèç ïðåäïî÷òåíèé àáèòóðèåíòîâ ïîêàçàë, ÷òî áóäóùèå ñòóäåíòû áóäóò ïîñòóïàòü â óíèâåðñèòåòû, ãäå: ñèëüíûé ïðåïîäàâàòåëüñêèé ñîñòàâ; âûñîêèé óðîâåíü çíàíèé; ïðåñòèæíîñòü âûñøåãî ó÷åáíîãî çàâåäåíèÿ òàêæå èìååò çíà÷åíèå; íàëè÷èå îáùåæèòèÿ äëÿ ïðîæèâàíèÿ è íàëè÷èå âîåííîé
êàôåäðû òîæå íåìàëîâàæíî; äâîéíûå äèïëîìû. Òàêæå áîëüøîå çíà÷åíèå â ïîñëåäíèå äâà ãîäà èìååò ìåñòîíàõîæäåíèå
âóçà, à âñå ýòî ñâÿçàíî ñ òåì, ÷òî ñ 2019 ãîäà â Óêðàèíå è ïî
âñåìó ìèðó – COVID-19. Îáó÷åíèå çàãðàíèöåé ñòàëî ïîïðîñòó
íåâîçìîæíûì. Ïîýòîìó, áîëüøîé ïðîöåíò àáèòóðèåíòîâ, êîòîðûå ïëàíèðîâàëè ó÷èòüñÿ â ÂÓÇå çàãðàíèöåé, âñå æå âûáðàëè óíèâåðñèòåòû Óêðàèíû, òåì ñàìûì óâåëè÷èâ ïðîöåíò ïîñòóïàþùèõ.
Êëþ÷åâûå ñëîâà: ìàðêåòèíãîâûå èññëåäîâàíèÿ, àíàëèç
ôàêòîðîâ ìàêðî- è ìèêðîñðåäû (SWOT–àíàëèç),
ìàðêåòèíãîâûå ïðîáëåìû è âîçìîæíîñòè, ïîèñêîâûå
âîïðîñû, ãèïîòåçû.
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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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