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AOcTpaxT. Caiir 3akiaay B0 OCBiTH € BiuTiBkoo BH3, miardopmoro mis PR-koMyHiKartii
yHiBepcuteTy. Ha caiiti 3BO moBmHHI BimoOpakaroThcs BiZOMOCTI, IIO CTOCYIOTHCS OCHOBHUX cdep
JUSUTPHOCTI HAaBYAJILHOTO 3aKJajy, mojaBaTtucs oOQililiHi, HABYAIBHO-METOAWYHI, HOPMATHUBHI W iHIII
BiJOMOCTI, MpHU3HAYeHi 1 U1 30BHILIHIX, 1 AJS BHYTPIIIHIX KOpUCTyBauiB. CalT YHIBEpCUTETy €
OCHOBHOIO Tatopmoro st pearnizamnii PR-aktuBHOCTI 3BO. bpenn HaBuanpHOTO 3aKmany GopMyeThCs
3aBISKH CHCTEMHOMY BHKOPHCTAHHIO YITKO MPOAYMAaHUX KOMYHIKAIIHHAX CTPATETii.

[Iponiecn GopmyBaHHS KOMYHIKamiiHOI MOJITHKM YHIBEPCUTETYy — AWHAMIUHI Ta Oe3MepepBHi.
SIkmo Haj oprasizami€ro MPOMOIIIHOI KaMITaHii YCTaHOBH MPAMIOIOTHh MPOQecioHaNH, TO 1€ € KPUTEPIeEM
edexkTuBHOCTI iH(OPMAIIHHO-KOMYHIKAIWHOT MisIbHOCTI. J[0 KOMyHIKAIIiHOT MOJITHKN HaBYAIBHOTO
3aKjiazly BapTO BKIIOYATH COLIANbHI Mepexi, amke ixHiM (yHKLIIOHAIbHWUU MOTEHIiald HaA3BHYANHO
MOTY>KHUM: BCTAHOBJICHHS ~ KOHTaKTiB, iH(pOpPMYBaHHS, COLiami3alis, caMOaKTyaji3amii,
caMoTipe3eHTamis, iJeHTH]ikamis, po3Bard TOmo. BuKopucTaHHA cydacHHX iH(OpMAIiifHO-
KOMYHIKAI[IHHUX TEXHOJIOTIA HAaJa€ IIUPOKI MOMIIMBOCTI JJIs MiJBUIICHHA €(PEKTHUBHOCTI OCBITHBOT
JisUTbHOCTI yHiBepcuTeTy. [HpopmaliiiHa iHQpacTpyKTypa HaBYAJILHOTO 3aKJIagy € OJHHM 3 BAKIMBHX
¢akTopiB AKOCTi iH(pOpPMAIITHOTO 3a0e3MeveHHs] Ta MOXe BKJIIOYATH: HAsSBHICTh Ta SKICTh KaHAJiB
30BHIITHROTO 3B’SI3KY I JOCTYITY IO PECYPCIB Ta JOKaJIBHOI MEpexi 3aKiamy; sSKicTh iH(opMaIiiHo-
METOAWYHOTO HANIOBHEHHS [HTepHET-cepBepiB; SIKICTh MPOTPAMHUX MPOAYKTIB Ui iHpopMaTh3amii
HABYAILHO-BUXOBHOTO TIPOIIECY il YIIpaBIIiHHS; HAsSBHICTh OPTaHI3aAIMHAX CTPYKTYp IUIs 3a0e3neueHHs
JIOCTYIY 0 1H(POPMAIIITHAX PECYPCiB, 30KpeMa JI0 YHIBEpPCUTETCHKOTO CaiTy.

Kawuosi caoBa: Opena, mpomouisi, PR-komyHnikamii, caldT yHiBepcuTery, iH(popMariiHi
TEXHOJIOT11, KOMYHIKalliifiHa CTpaTeTisl, ayIUTOPIA.
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Abstract. The website of the institution of higher education is the visiting card of the university,
a platform for the university's PR communications. The website of the Higher Education Institution
should display information related to the main areas of activity of the educational institution, submit
official, educational and methodological, regulatory and other information intended for both external and
internal users. The website of the university is the main platform for the PR activity of the Higher
Education Institution. The brand of an educational institution is formed thanks to the systematic use of
clearly thought-out communication strategies. The processes of forming the university's communication
policy are dynamic and continuous. If professionals work on the organization of the institution's
promotional campaign, then this is a criterion for the effectiveness of information and communication
activities. The educational institution's communication policy should include social networks, because
their functional potential is extremely powerful: establishing contacts, informing, socializing, self-
actualization, self-presentation, identification, entertainment, etc. The use of modern information and
communication technologies provides ample opportunities for increasing the effectiveness of educational
activities of a higher educational institution. The information infrastructure of an educational institution is
one of the important factors of the quality of information provision and may include: the availability and
quality of external communication channels for access to resources and the local network of the
institution; quality of informational and methodical content of Internet servers; the quality of software
products for informatization of the educational process and management; availability of organizational
structures to ensure access to information resources, in particular to the university website.
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