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Tami .0. «PoJab conianbHuX Mepe:k y GpopMyBaHHI OCBITHIX ynogo0aHb NOKOJIiHHSA Z:
keiic OHEY»
Kpamigikarmiiina pobora Ha 3700yTTs OCBITHBOTO CTyIeHs OakanaBpa 31 CHEliaJbHOCTI
075 «MapkeTrHr»
3a OCBITHBOIO IIPOrpamMor0 MapKeTHHT Ta M>KHApPOIHA JIOTICTHUKA
Opnecpkuil HaIliOHAIBHUI €KOHOMIYHUE yHiBepcuteT. — Opeca, 2025
JlumiioMHa poboTa mpHUCBsSYCHA JOCTIHKEHHIO POJIi COIiabHUX MEPEeX y (OpMyBaHHI
OCBITHIX YIom00aHb MOKOJIHHA Z Ha mnpukiaal OIechbKOro HAIIOHAIBHOTO E€KOHOMIYHOTO
yHiBepcutery (OHEY).

VY nmepriomy po3ait po3mISIHYTO TEOPETUYHI 3acay BIUIMBY HU(POBOTO CepeoBHIA HA
MOBEIIHKY MOJIOI, OXapaKTEpU30BaHO OCOOIMBOCTI MOKOJIHHS Z, MeXaHi3MU (OpMYyBaHHS
OCBITHIX yro0o0aHb Ta pojb COLIATFHUX ME/lia Y CY9aCHOMY HaBYAIILHOMY Ipolieci. Y Jpyromy
pO3IiTi TpOaHATI30BaHO MApKETUHIOBE CEPENOBUINE Ta KOHKypeHTocrnpoMoxHicth OHEY 3
BukopuctanHsiM SWOT-, STEP-anaini3iB, a TakoX pe3y/JbTaTiB OMHUTYBAHHS CTYIEHTIB ILIOAO
BIUIMBY IU(GPOBUX KOMYHIKalliii Ha BUOIp OCBITHBOI Mporpamu. TpeTid po3Ail MPUCBIYCHO
po3pod1i peKoMeHAalid 3 YIOCKOHAJEHHS KOHTEHT-CTparerii yHIBEpCUTETy B COLIaJbHUX
MepeKax JUIsl 3JIy4eHHs 1 YTPUMaHHS MOJIOIIKHOI ayauTopii, popMyBaHHS OCBITHBOTO OpeHIy
Ta I IBUIICHHS KOHKYPEHTOCIIPOMOXXHOCTI 3aKJIa Iy BUIIIOT OCBITH.

Pesynbratn nochipkeHHS MalOTh MPAKTHYHY LIHHICTH 1 MOXYTh OyTH BHUKOPHCTaHI B
MapKETHHIOBIN JisUTHHOCTI YHIBEPCUTETY IS ONITUMI3allii KOMYHIKAIIH 13 MOKOMIHHSAM Z.

Kntouoei cnoea: couianbHi MEpeXi, TOKOJMIHHSA Z, MapKeTHHT OCBITH, OCBITHI
yImomo0aHHs, KOHTEHT-CTPAaTeTisl, MUPPOBI KOMYHIKaIlii, KOHKYPEHTOCIPOMOXKHICTb.
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The diploma thesis is devoted to the study of the role of social media in shaping the
educational preferences of Generation Z, using the case of Odessa National Economic University
(ONEU). The first section examines the theoretical foundations of digital influence on youth
behavior, the characteristics of Generation Z, the mechanisms of educational preference formation,
and the role of social networks in the modern educational process. The second section analyzes
the marketing environment and competitiveness of ONEU using SWOT and STEP analysis, as
well as the results of a student survey on the impact of digital communication on educational
choices. The third section presents recommendations for improving the university’s content
strategy in social media aimed at attracting and retaining a youth audience, strengthening the
educational brand, and enhancing the university’s competitiveness.

The research results are of practical significance and can be applied to the marketing
strategy of the university to optimize communication with Generation Z.

Keywords: social media, Generation Z, educational marketing, educational preferences,
content strategy, digital communication, university competitiveness.




