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MirteBa B.M.«Y10CKOHAJIEHHSI MAPKETUHIOBUX KOMYHIKALiil MiANPUEMCTBA »

Kpanidikamiitna po6ota Ha 3100yTTs OCBITHBOTO CTymeHs OakajiaBpa 31
cunemianbHocTi 075 «MapkeTHHr» 3a OCBITHBOIO MPOTpaMoi0 «MapKeTUHT Ta
MDKHApOJIHA JIOTicTHKaY. - OnechKuil HAIlIOHAIbHUNA €KOHOMIYHUNA YHIBEPCUTET. —
Opeca, 2025. YV poOOTI pO3IJISHYTO TEOPETUYHI Ta TMPaKTUYHI aCIEKTH
yIOCKOHAJICHHSI MAPKETUHTOBUX KOMYHIKallii mignpueMcTBa. OcoOIMBO BUALTUIN
CydacHI TEHJIEHIlI PO3BUTKY KOMYHIKAI[IHHOT TMOJITHKH, 30KpeMa BIUIUBY
HU(POBUX TEXHOJOTIH, COLIAJIBHUX MEPEX Ta IHTErPOBAHUX MAPKETHHIOBUX
MIIXOMIB Ha B3aEMOJII0 3 IIIJIbOBOIO ayauTopiero. Ha ocHOBI aHamizy
KOMYHIKamiiHo1  mismbHOCTI  OJechKoro  HaIiOHAIBHOTO  €KOHOMIYHOTO
yHiBepcutety (OHEY) Oyino BuHSBIEHO HHU3KY Hpo0JieM, TMOB’S3aHUX 13
HEJIOCTaTHHOIO €(hEKTUBHICTIO KaHAJIIB B3a€MO/IIi 3 MOTEHIIMHUMHU a0iTyplEHTaMHU,
CTyJICHTaMHU Ta TMapTHEpaMu. Y MPOIECl AOCIIIKEHHS OYyJIO MPOBEICHO OLIHKY
€(EeKTUBHOCTI MOTOYHHMX I1HCTPYMEHTIB MAapKETUHIOBUX KOMYHIKAI[ld Ta
MPOAHANI30BaHO iX BIUIMB Ha (OPMYBAaHHS TMO3UTHUBHOTO IMIDKY 3akiamy. Y
MPaKkTUYHIA  YacTHHI  pO3pOOJICHO  PEKOMEHJAIlll 100  BJAOCKOHAJICHHS
koMyHikamiitHoi ctparerii OHEY: 3ampomoHoBaHO BHPOBaJKEHHS Cy4YaCHUX
digital-iHCTpyMeHTIB, ONITUMI3allil0 MPUCYTHOCTI B COLIAIBHUX MEPEkKax, a TaKOxK
BUKOPHUCTAHHS IHTETPOBAHMX KaHATIB ISl IUTICHOT KOMYHIKAIlli 3 ayJIUTOPIEIO.
Takox OyJl0 BUKOHAHO EKOHOMIYHE OOTPYHTYBAHHS 3alpONOHOBAHMX 3aXOJiB.
Pe3ynbraTti MOCHIPKEHHS MOXKHAa BHUKOPHCTOBYBATH IS TIOKPAIICHHS IMIKY Ta
niaBUIIEHHS KOHKypeHTocrpoMokHOCTI OHEY sk cyyacHOTo OCBITHROTO 3aKiIamy.
PoGoTa mae mpukiagHe 3HAYEHHs, OCKUIBKM OKpECJEeHI 3aX0qu MOXYTh OyTH
BIPOBaKeH1 He auiie B aisuibHicTh OHEY, a #i ananToBaHi A 1HIIMX OCBITHIX
YCTaHOB, SIKI MPAarHyTh MIiJBUIIATHA BII3HABAHICTh OpPEHIY, PO3IIMPUTH IILITHOBY
ayIUTOPIIO Ta MOOYyBaTH JOBIOCTPOKOBI B3AEMOBHUTI/IHI CTOCYHKH 3 TTapTHEPaMU,

CTYJIEHTaMHU Ta TPOMAJICHKICTIO.



JlunimomHa poOoTa CKIIAIAa€ThCs 3 TPHOX PO3JILIIB. Y MEPIIOMY PO3ALTI
BUJIVICHO TEOPETUYHI OCHOBHM MapKETUHTOBUX KOMYHIKAIIIH, KIacu(iKOBaHO
OCHOBHI IHCTPYMEHTH Ta MIAXOU A0 iX opraHizaiii. ¥ Ipyromy pos3aiti
MPOaHaJI30BaHO Cy4YacCHUM cTaH KoMyHikalliiiHoi aisuibHocTi OHEY, BusiBieno
cJ1abKi CTOPOHM Ta PE3EPBHU I MOKPAIIEHHS. Y TPETbOMY PO3/LJi - KOHKPETHI
3aX0JIM 3 yIOCKOHAJIEHHSI MApKETUHIOBUX KOMYHIKaIliii, 00TpyHTOBaHO
JOIIJIBHICTh 1 EKOHOMIYHY €()eKTUBHICTh BIIPOBAPKCHHS 3aIPOIIOHOBAHUX

pIIICHb.
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colianbHI MEpexi, IiIboBa ayauTopis, OJecbKuii HalllOHAIBHUI €KOHOMIYHUNA YHIBEPCUTET
(OHEY), imix 3aknany, digital-iHCTpyMeHTH, IHTETpOBaHI KaHAJIM, CTPATETis] KOMYHIKaIIii,
KOHKYPEHTOCIIPOMOXKHICTh, OCBITHIH 3aKiaf, OpeH., peKoMeHaallii, eKOHOMIYHE
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ANNOTATION
Mitieva V. «Improving the company’s marketing comminications»

Qualifying work on obtaining a bachelor's degree in the specialty «075
Marketing» for the educational program «Marketing and International Logisticsy. -
Odesa National Economics University. — Odesa, 2025. The article considers
theoretical and practical aspects of improving marketing communications of an
enterprise. Particular emphasis is placed on current trends in the development of
communication policy, in particular, the impact of digital technologies, social
networks and integrated marketing approaches on interaction with the target
audience. Based on the analysis of the communication activities of Odesa National
Economic University (ONEU), the article identifies a number of problems related to
the lack of efficiency of channels of interaction with potential applicants, students
and partners. The study assessed the effectiveness of current marketing
communications tools and analysed their impact on the formation of a positive image
of the institution. In the practical part, recommendations for improving the ONEU's

communication strategy were developed: the introduction of modern digital tools,



optimisation of the presence in social networks, and the use of integrated channels
for holistic communication with the audience were proposed. An economic
justification of the proposed measures was also carried out. The results of the study
can be used to improve the image and competitiveness of ONEU as a modern
educational institution. The work is of applied importance, as the outlined measures
can be implemented not only in the activities of ONEU, but also adapted for other
educational institutions seeking to increase brand awareness, expand the target
audience and build long-term mutually beneficial relationships with partners,

students and the public.

The thesis consists of three chapters. The first chapter outlines the theoretical
foundations of marketing communications, classifies the main tools and approaches
to their organisation. The second chapter analyses the current state of ONEU's
communication activities, identifies weaknesses and reserves for improvement. The
third section describes specific measures to improve marketing communications,
substantiates the feasibility and cost-effectiveness of implementing the proposed

solutions.

Keywords:marketing communications, communication policy, digital technologies, social
networks, target audience, Odessa National Economic University (ONEU), institutional image,
digital tools, integrated channels, communication strategy, competitiveness, educational
institution, brand, recommendations, economic justification, analytics, marketing tools,

educational marketing.



