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ABSTRACT

For modern universities, social media is a competitive environ-
ment and a platform to increase their brand awareness in global
and national rankings and promote educational, scientific and
innovative services to a social media audience using marketing
tools. The positioning of a modern university in social media is
an activity focused on presenting the university and its services
in the most advantageous way, popularising science. The aim
of the study is to examine global trends in the positioning and
digital transformation of university media activity in social
media based on open statistical data. The authors analysed
university presence indices in eight social networks (VK, Ins-
tagram, Facebook, YouTube, Telegram, Twitter, OK, Tik-Tok)
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of universities from the top 10 media activity rankings (2021),
taking into account the specifics of each social network. The
universities with the maximum media presence in each social
network are highlighted. It is noted that a prominent presence
on social media is based on working on the university’s posi-
tive media image and implementing global media positioning
trends into strategic development. Two different strategies for
positioning in the media space have been detected, and social
networks with great potential for positioning higher education
institutions in terms of age and the market segment capacity
they cover are noted. The study can be useful to sociologists,
economists, marketing experts and university professors.
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AHHOTALUMUA

[11st COBpeMEHHBIX YHUBEPCUTETOB COLIMAIbHbIE CETV — KOHKY-
peHTHas cpejia M IUIOMIAKa J1JIsl [IOBBIIIEHNS Y3HaBaeMOCTI
cBoero Open/ia B M100aIbHBIX M HALMOHAJIBHBIX PEVITMHTAX,
IIPOZIBVDKEHISI 00pa3oBaTeIIbHBIX, HAyYHBIX 1 MHHOBAIVIOHHBIX
YCIIYT ayAUTOPUN COLIMAIBHBIX CETEV C IIOMOIIBIO MapKeTVH-
roBOro MHCTpyMeHTapyst. [103UIMOHMpOBaHIe COBPEMEHHOTO
YHUBEPCUTETA B COLIMAIBHBIX CETSIX SIBJISIETCSI [eSITeIIbHOCTBIO,
OPMEHTUPOBAHHOV Ha HamboJiee BBIFOAHOE IIPeCTaBIIeHIE
YHUBEPCUTETA U €ro yCiIyT, momysisipusann Hayku. Llers mc-
CIIe[IOBaHSI — M3y4YeHMe [TI00aJIbHBIX TeHIEHIINIT B [IO3VIIVIOHV-
poBaHMM ¥ 1PPOBOVE TpaHCPOPMALIIV MEIUIHOVI aKTUBHOCT
YHUBEPCUTETOB B COLIMAJIBHBIX CETSIX Ha OCHOBE OTKPBITHIX CTa-
TUCTMYECKIX JJaHHBIX. ABTOpPaMI ITpOaHasIM3POBaHbI MHIEKCh
[IPUCYTCTBVISI YHMBEPCUTETOB B BOCbMMU cornasibHbIxX ceTsix (VK,
Instagram, Facebook, YouTube, Telegram, Twitter, OK, Tik-Tok)
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YHUBEPCUTETOB 13 TOI-10 perTUHTa MeIMITHOV aKTUBHOCTI
(2021) ¢ yueTom ocobeHHOCTeVT (PYHKIVIOHMPOBAHWS KaXKIOV
COIMAJTEHOVI CeTW. BhiesieHpl By3bl ¢ MaKCMaIbHBIM M-
HBIM IIPVUCYTCTBVEM B KaXkIOW comyanabHOM ceTr. OTMedeHo,
YTO B OCHOBE 3aMETHOTO IIPUCYTCTBUS B COIIMATBHBIX CETIX
JIeXUT paboTa Hajg dopMUpPOBaHNEM YHUBEPCUTETOM CBOETO
ITO3UTUBHOTO MeINITHOTO oOpas3a ¥ BHeIpeHMe TTT00aTbHbIX
TPeHIOB Me/IVa-ITO3UIIMIOHPOBAHS B CTpaTeTdecKoe pasBUTHe.
3adVKCUPOBaHEI [iBe pa3/TIHbIe CTPaTery TO3MITMOHMPOBAHIS
B MeIMaIlpOCTPaHCTBe, OTMEUeHHI COITMaTbHEIE CeT, 0bIaTaro-
1ITve OOJTBITMM TIOTEHIIVAIOM TS TTO3MIIMOHVPOBaHMS BY30B
IT0 KPUTEPSIM BO3pacTa M eMKOCTU OXBaTBIBA€MOTO CeTMeHTa
poIHKa. VccmemoBaHve MOXKeT OBITE ITOJTE3HO COIVOJIOTaM, 3K0-
HOMVICTaM, MapKeTosIoTaM, IIpeTtoiaBaTe/IsIM YHUBEPCUTETOB.

[NosvmyonMpoBaHMe YHUBepCUTeTa, I poBas TpaHchOpMaliys, I7100aIbHbIe TPEH b ITO3ULIVIOHPOBaHMs, IJI00a/IbHbIE TPEeH/IbI
undposont TpaHcdopmaly, Meauacdepa, Meina-akKTUBHOCTb, MHTEPHET-IIPOCTPaHCTBO, COIMaIbHEIe CeTH, COLMalIbHbIe Mefia
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INTRODUCTION

Developing global trends in the field of educational,
scientific and innovative activities universities streng-
then their positions in global and national rankings due
to their competitive advantages and their media acti-
vity in the Internet space. Global trends in the position-
ing of universities are associated not only with digital
transformation, but also with the emergence of new me-
dia formats. The media activity of universities in the In-
ternet space and especially in social networks is aimed
both at creating a positive image of the university and
at promoting the university’s brand among a large num-
ber of Internet users around the world.

This actualizes the problem of studying and assessing
the media positioning of modern universities in the con-
text of global digitalization.

The aim of the study is to study global trends in the
positioning and digital transformation of the media ac-
tivity of universities in social networks.

For the study, we selected universities that are in the
TOP-10 according to the Ranking of University Media Ac-
tivity (M-RATE, October 2021). The overall rating of uni-
versity media activity' is based on the results of three me-
dia ratings: rating of university presence in social net-
works (Social Index)?, university rankings by media re-
lations (Index Mass-Media)?, site development rating (In-
dex Site)*. In our research, we focused on the study of the
university presence index in eight social networks: VK,
Instagram, Facebook, YouTube, Telegram, Twitter, OK,
Tik-Tok. For modern universities social networks are
both a competitive environment in the Internet space, and
a platform for promoting the university’s brand, a line
of educational, scientific and innovative services. In the
Internet space and the media sphere, modern universities
popularize not only higher education, but also science.

LITERATURE REVIEW

The Internet is the foundation of mediatization, trans-
mediation and remediation, since recently it has united
almost all forms of production and distribution of me-
dia [Markhamm, 2019]. The Internet has become a dai-
ly practice not only for individuals but also for corpora-
tions, businesses and universities. Like other actors, uni-

t General ranking of universities (M-RATE) (October 2021). Available
at: https://minobrnauki.gov.ru/ %D0%BE%D0%B1%D1 %89 %D0%B8
%D0%B8%CC%86.pdf (accessed 10.12.2021).

2 Universities ranking in social networks (Social Index) (October 2021).
Available at: https:/ /minobrnauki.gov.ru/ %D1%81%D0%BE%D1%86
%D1%81%D0%B5%D1%82%D0%B8.pdf (accessed 10.12.2021).

* Universities ranking by media relations (Index Mass-Medjia) (October
2021). Available at: https:/ /minobrnauki.gov.ru/ %D0% A1%D0%9C %D0%98.
pdf (accessed 10.12.2021).

* Site development rating (Index Site) (October 2021). Available at:
https:/ /minobrnauki.gov.ru/ %D0%A1%D0%90%D0%98%CC %86 %D0%A2.
pdf (accessed 10.12.2021).

66

versities are trying to use the Internet infrastructure, in-
cluding for commercial purposes - to increase consum-
ers of educational services. Thanks to the Internet space,
the loyalty of the target audience is maintained, com-
munication is carried out with a wide range of people
through various platforms, for example, social networks,
each of which unites a more or less homogeneous socio-
demographic group.

The Internet is “embedded, embodied and everyday”,
that is, it has become a common way of carrying out
interactions between different people and organizations
[Hine, 2015]. For example, it has been noticed that it is eas-
ier for applicants to write a message through social net-
works and receive a response from the university admis-
sions committee than to call or come for a personal consul-
tation. Speaking about students, one can turn to the study
of the daily use of Twitter in the educational process as
a factor in increasing student motivation to learn and re-
ceiving regular feedback [Nicholson & Galguera, 2013].
Continuing this logic, M. Poore notes that modern educa-
tion should be complemented by modern digital technolo-
gies that prepare students for building a career in a high-
ly competitive digital society [Poore, 2011]. As Russian re-
searchers note, students are actively involved in “media
creativity”, commenting, making reposts, but still Russian
students prefer media consumption [Atsuta, 2018].

Information networks, according to M. Castells, or the
“web of relations” according to G. Zimmel, emphasize
the importance of transforming the nature and direction
of relationships between people in the Internet space [Cas-
tells, 2004; Zimmel, 1996]. Thus, M. Granovetter notes
that “strong ties” form a stable local network of inter-
action, while “weak ties” in social networks allow in-
formation to spread faster and more widely [Granovet-
ter, 2009]. Thus, the effect of the “strength of weak ties”
is associated with the capture of more and more new par-
ticipants in the process of informing, positioning a cer-
tain brand, which may be a university brand [Granovet-
ter, 2009]. Consequently, social networks for universities
and their audience can perform various functions, includ-
ing communication (establishing contact), informational,
socializing, the function of forming identity (especially
through thematic posts and hashtags), entertainment®
[Sadygova, 2012]. Thanks to social networks, universi-
ties can carry out contactless audience research [Krysh-
tanovskaya, 2018]. All these evidences emphasize the im-
portant role of the digital transformation of the social in-
stitution of education, and it is logical that the state reg-
ulation of their activities in the Internet space becomes
more interesting through the analysis of the efficiency
of the university’s media activity.

* UNESCO (2011), Social media in teaching using ICT: analyt. note,
March, UNESCO Institute for Information Technologies in Education.
Available at: http:/ /iite.unesco.org/ pics/ publications/ru/files /3214685.
pdf (accessed 01.12.2021).
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The Media Activity Ranking of Russian Universities
(since 2021) emphasizes the importance of researching the
brand of the university and the nature of working with
the target audience at a new level. Monitoring is regular-
ly supplemented with new indicators, new ratings. Re-
searchers note that a certain position in the ranking of-
ten becomes the basis for a PR strategy for positioning
a university [Tsorina & Kaliyeva, 2017]. “Rating” is de-
termined by an important indicator of the effectiveness
of the university [Brikota et al., 2020]. It is logical to as-
sume that the emergence of a new rating will stimulate
universities to increase their competitive advantages
and capture an ever-larger Internet space, for example,
through the expansion of their media positioning in the
spectrum of social networks.

As the researchers note, the measurement has already
been carried out, including the media activity of univer-
sities through national ratings - the national university
ranking of the International Information Group “Inter-
fax”. However, the advantage of the M-RATE rating is its
focus on transparency and analysis of open information
of the media activity of universities, without taking in-
to account expert assessments [Petrosyants et al., 2015;
Chaplygin, 2017]. This became available due to the use
of mathematical methods of information influence and
collection of statistical data on Internet sites, including
the number of subscribers, likes and reposts [Vasilenko,
2020; Meshcheryakova, 2020].

METHODS AND MATERIALS

To analyze the media activity of universities in theo-
retical and methodological terms, an emphasis is placed
on works on digital society [Meshcheryakova, 2020], digi-
talization of universities [Guz, 2020], the potential of so-
cial networks of marketing strategies in educational organ-
izations [Donina, Shaidorova, 2018] and the brand of the
university [Brikota et al, 2020; Kovalev, 2016]. The study
is based on the theory of communication and the effect
of “the strength of weak ties”, which makes it possible to un-
derstand the role of subscribers and their activity on the
potential for promoting universities [Granovetter, 1973].

Work with open access materials was carried out consist-
ently. At the first stage, the Rating of media activity of ed-
ucational institutions of higher education and the adopt-
ed set of indicators (analysis of secondary information)
were used. Here, the key was the definition of the TOP-
10 universities of the Russian Federation in the Ranking
for October 2021. At the second stage, the focus shifts
to a specific group of indicators - the Social Index (ana-
lysis of secondary information), which allows to identi-
fy the involvement and prevalence of universities in so-
cial networks. At the third stage, social networks are
analyzed, the target audience is described, the number
of authors per month and the number of messages in them,

the advantages and disadvantages of each of the eight so-
cial networks are highlighted. At the fourth stage, prima-
ry information was collected, which is widely available
in the public domain through the official accounts of uni-
versities in social networks. Taking into account the pe-
culiarities of the functioning of each social network, in-
dicators of the representation and activity of universities
in them were recorded.

The key is a comparative analysis, in general, it is not
supposed to identify an ideal university with maximum
indicators for all possible criteria, the main thing is to
compare the rates of presence and activity of universi-
ties in eight social networks. Obviously, various social
networks have their own target audience, mechanisms
of communication with the audience, suggest a special
focus for effective interaction. In a situation of high com-
petition in the educational services market, additional
formats and opportunities for targeted communication
arouse research interest, and the digital transformation
of the media sphere offers ample opportunities for ana-
lyzing open data on statistics of subscribers, photos, vide-
os, likes, reposts and many other criteria. All this, in turn,
underlines the importance of the development of digital
sociology as a branch of sociological knowledge.

The empirical study included descriptive statistics:
calculation of maximum, minimum and average values;
based on the data obtained, the range of variation; stand-
ard deviation and coefficient of variation. The obtained
values are necessary to assess the homogeneity of the
sample, namely, to what extent the TOP-10 universities
differ in their indicators of media activity, which will
make it possible to identify different vectors of the uni-
versities’ strategy in their media policy.

RESULTS

One of the facets of global trends in positioning and
digital transformation of the university is the media ac-
tivity of the university in the Internet space. The Pri-
ority 2030 strategic academic leadership program was
launched in July 2021, an independent rating of media
activity of 219 universities has been conducted month-
ly. In our research, we have applied to the results of the
Rating of Media Activity and highlighted the TOP-10
universities (Table 1).

The TOP-10 includes universities from different
cities of Russia: four universities from Moscow, one uni-
versity each from Perm, Ekaterinburg, Kazan, Tomsk,
Krasnoyarsk, Belgorod. In terms of types, we point out
that the TOP-10 includes 3 federal universities and 5 na-
tional research universities. They are included in global
and national rankings, occupy positions and strength-
en them not only through research, educational and in-
novative activities, but also through their active media
in the Internet space.
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Table 1. TOP-10 Universities in the Ranking of Media Activity, October 2021

- -
TOP-10 University Abbreviation M-RATE Socia Index Mass- | 1 jox site
Index Media
Plekhanov Russian
1 University of PRUE 51.962 26.002 79.095 49.615
Economics
Ural Federal University
2 named after the first UrFU 48.421 42176 39.771 78.212
president of Russia B.N.
Yeltsin
3 National Research Perm PSU 46.764 25550 68.399 45.920
State University
4 Bauman Moscow State BMSTU 44.822 33.644 49.881 57.060
Technical University
5 Peoples’ Friendship RUDN 41.368 36.179 44316 45.849
University of Russia
6 National Research TSU 40.278 20.830 34.828 90.073
Tomsk State University
7 Kazan Federal KFU 40.007 30.934 39.785 58.596
University
8 Moscow Institute of MIPT 39.164 20.891 58178 37.684
Physics and Technology
9 Siberian Federal SFU 35.124 23.810 33.419 61.164
University
National Research
10 University “Belgorod BelSU 34.732 19.965 22.252 89.227
State University”
Mean 42,2642 27.9981 46.9924 61.34
Min 34.732 19.965 22.252 37.684
Max 51.962 42176 79.095 90.073
R (Range) 17,95 22211 56.843 52.389
SD (Standard Deviation) 5.636339 7.471254 17.24927 18.52519
V (Coefficient of Variation), % 13.34 26.68 36.71 30.20

Compiled by the authors on the materials of the study

It should be noted that the calculated statistical
indicators show that the TOP-10 universities have sim-
ilar indicators in the M-RATE media activity index (the
lowest R and SD). However, due to significant differen-
ces in these indicators it can be assumed that the stud-
ied universities conduct media policy differently. It is in-
teresting to note that universities are more homogene-
ous according to the Social Index, due to their similar
leading positions in social networks.

Various social media are popular in Russia. We will
look at the following social media areas:

— anetwork for communication - Facebook, VK, OK;

— video hosting providing users with video storage
services - YouTube;

— exchange of media content - Tik-Tok, Instagram;

— anetwork for copyright records (platform for strea-
mers) - Twitter;

— messenger - Telegram.

68

The level of penetration of the Internet space in Rus-
sia is growing every day and is about 85 %, and social
networks are used by 67.8 % of the country’s population,
which is equal to 99 million people (January 2021). Appro-
ximately 42 % of 85 % of Internet users use social media
to find the information they need. Modern society in the
context of global digitalization and digital transformation
assigns a significant role to social networks, the popular-
ity and relevance of social media is reflected in Table 2°.

The leader of the social network by the number of mes-
sages per month is VK (Table 1). The number of posts per
month on the VK network exceeded almost three times
the Instagram. And if you study the statistics of social
media by the number of authors per month, then Insta-
gram takes the first place in October 2021, and VK - the
second. More than half of the authors on social networks

¢ Brand analytics “Social networks in Russia: numbers and trends,
autumn 2021”. Available at: br-analytics.ru (accessed 12.12.2021).
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Table 2. Social media rating in Russia by Brand analytics agency, October 2021

Number of Number of
Rating Social network messages authors per Male Female Age Age, %
R month authors, % | authors, %

under 18 121

18-24 19.2

VK 25-34 29

1 408.8M 23.8M 45.1 54.9 35_44 218

45-54 9.7

55 and older 8.3
2 Instagram 135.3M 38.1M 22.1 77.9 -
3 OK 88.5M 51M - - -
4 Twitter 31.1M 0.6M 62.3 37.7 -
5 YouTube 28.1M 8.5M 60.2 39.8 -

up to 18 0.1

18-24 24

25-34 14.4

6 Facebook 22.5M 2.9M 39.9 60.1 35_44 313

45-54 31.3

55 and older 20.6
7 Tik-Tok 8.5M 4.0M 44.6 55.4 -
8 Telegram - - - - -

Source ¢

are women: VK, Instagram, Facebook, Tik-Tok, while
more than half of the authors are male on the following
networks: Twitter, YouTube. VK is popular among the
age group: 25-34 - 29 %, and Facebook is interesting for
35-54 - 62.6 %. Unfortunately, Brand analytics did not
provide all or part of data on social networks: OK, Tele-
gram. Analyzing the index of the media activity of univer-

sities according to the Social Index Ranking, we will trace
the presence of universities in social networks (Table 3).
According to the indices in social networks, there is al-
so a large dispersion of values (SD is very different from
zero) among universities. This suggests that each uni-
versity may differ in its strategy of working with young
users. So, RUDN and PRUE are focused on Facebook,

Table 3. Ranking of universities in social networks (Social Index), October 2021

et Index Index Index Index Index Inc.lex Index OK I.ndex
VK Instagram Facebook YouTube | Telegram Twitter Tik-Tok
PRUE 33.057 23.997 45.679 15.649 36.409 3.182 0.000 5.272
UrFU 60.890 31.574 14.418 1.453 72.658 55.963 13.507 62.695
PSU 65.189 11.113 6.635 4.384 27.891 18.980 0.000 0.000
BMSTU 62.034 36.593 12.898 2.466 29.195 22.377 0.000 72.345
RUDN 37.326 58.990 62.310 12.587 18.505 23.510 0.000 94.573
TSU 23.780 25.503 12.341 13.994 34.401 31.762 0.595 0.000
KFU 53.154 56.827 16.206 23.543 17.412 0.000 0.000 0.000
MIPT 34.298 17.907 22.078 7.779 30.691 3.133 0.000 0.000
SFU 35.122 18.067 1.362 0.708 52.307 13.795 0.000 9.243
BeLSU 19.438 11.150 12.687 3.709 50.589 19.326 20.235 2915
Mean 0.3499 42.4288 29.1721 20.6614 8.6272 37.0058 19.2028 24.7043
Min 0.148 19.438 11.113 1.362 0.708 17.412 0 0
Max 0.674 65.189 58.99 62.31 23.543 72.658 55.963 94.573
R 0.526 45.751 47.877 60.948 22.835 55.246 55.963 94.573
SD 0.194644 16.55952 17.17924 18.80786 7.537502 17.01964 16.50129 36.70788
vV, % 55.63 39.03 58.89 91.03 87.37 45.99 85.93 148.59

Compiled by the authors based on the research materials
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Figure 1. The index of media activity of universities in social networks according
to the Social Index Rating, October 2021

KFU - YouTube, and UrFU, PSU and BMSTU are more
present on Instagram. The highest V for the Tik-Tok in-
dex is due to the fact that only three universities (UrFU,
MIPT and RUDN) focused their activities as much as pos-
sible on this social network. Many universities have not
yet adjusted their media positioning strategy on the so-
cial network Tik-Tok due to the fact that they did not
realize its great potential to influence the age group from
16 to 24 years old.

A graphical representation of the media activity indi-
ces of 10 universities are displayed in Figure 1.

Analyzing the indices of media activity of universities
in social media (October 2021), the maximum presence

in social networks is visualized at the RUDN and the
UrFU. Based on the received and processed data, we in-
dependently compiled ratings of the presence of 10 uni-
versities in eight social networks (Tables 4-10).

In terms of the number of subscribers, the KFU took
the first place, then UrFU and the RUDN. The VK social
network is popular among users aged 18 to 44. These age
categories constitute the target audience of all educational
products of the university, in this regard, the develop-
ment of the presence of the brand of Russian universities
in the VK social network is one of the important tasks
of the media positioning of the university.

Table 4. Rating of the presence of 10 universities in the VK social network, on December 8, 2021

Rating University Number of subscribers Number of articles | Number of videos
1 KFU 58.2K 32 400
2 UrFU 56.6K 301 431
3 RUDN 55.8K 6 572
4 PRUE 53.5K 153 338
5 BMSTU 50K 86 239
6 MIPT 41.5K 333 457
7 SFU 39K 526 157
8 TSU 37.3K - 435
9 PSU 32.8K 148 682
10 BelSU 17.1K 38 325
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End of table 4

Rating University Number of subscribers Number of articles | Number of videos
Mean 42622.22 180.3333 403.6
Min 17100 6 157
Max 56600 526 682
R 39500 520 525
SD 12905.21 173.4568 152.3346
V, % 30.28 96.19 37.74

Compiled by the authors based on the research materials

Descriptive statistics conducted on the ranking of the
presence of universities in VK confirm the hypothesis
about the different strategies of universities in media po-
sitioning and work with the target audience in this social
network. Thus, a large dispersion is noted in the number
of articles. And in terms of the number of subscribers, the
group is rather homogeneous, with the exception of the
BelSU, which lags behind the average by almost 2.5 times.

According to statistical analysis, the media positioning
policy of universities on Instagram (Table 5) is even more
different than on VK. Perhaps this is due to the fact that this
social network has recently begun to be used by universi-
ties as their media platform. If on VK almost everyone had
an equally large number of subscribers, then on Instagram
the spread is already very large by universities. The data
shows which universities have just started their branding
in this social network, and who have already consolidated
their positions and are actively present in this media space.

The social network Instagram is more relevant among
users between the ages of 18 and 34. These age categories
constitute the main target audience for some of the univer-

sity’s educational products. The development of the uni-
versity brand on the Instagram social network is important
for the strategic development of the university and better
recognition among potential applicants and their parents.

It is important to note that according to descriptive
statistics, the media positioning strategies of universi-
ties on Facebook are fundamentally different (Table 6).
The differences in the number of subscribers and likes
by SD are very significant. In the ranking of the pre-
sence on Facebook, the following universities occupy the
leading positions in terms of the number of s followers:
RUDN, MIPT, PRUE. The content of Facebook is inter-
esting to users aged 35 to 54 years. These age categories
are not the main target audience of the university’s ed-
ucational products, but more often than not, most of the
users of this network are the parents of potential applicants.

Significant differences are demonstrated by the indica-
tors (Table 7) of the presence of universities on YouTube.
Here V is everywhere more than 100 %, and in terms of the
number of views, it is almost 200 %. This suggests that
the universities represented have different views of the

Table 5.The rating of the presence of 10 universities in the social network Instagram, on December 8, 2021

R iy Numbfer of Nun.lbe{' of Numl'aer. of Nl'lmber. of p}lblications
subscribers publications subscriptions with university hashtag
1 KFU 37.7K 2.6K 177 285K
2 RUDN 32K 1.8K 85 222.2K
3 UrFU 19.4K 5K 261 119.8K
4 BMSTU 18.7K 1.4K 47 1.9K
5 TSU 15.5K 21K 466 324.4K
6 SFU 12.5K 1.2K 282 120.4K
7 MIPT 12.2K 738 3.1K 36.2K
8 PRUE 11.9K 1.3K 137 83.5K
9 PSU 9K 1.3K 125 35.5K
10 BelSU 2.8K 1.7K 106 71.9K
Mean 17170 1913.8 187.3333 112866.7
Min 2800 738 47 1900
Max 37700 5000 466 324400
R 34900 4262 419 322500
SD 10535.87 1201.774 130.0721 102177.9
V, % 61.36 62.80 69.43 90.53

Compiled by the authors based on the research materials
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Table 6. The ranking of the presence of 10 universities in the social network Facebook, on December 8, 2021

Rating University Number of subscribers ;‘;ﬁn,llze;fotfhtﬂ;ensis;:i}:;

1 RUDN 19.2K 17.6K

2 MIPT 8.9K 8.4K

3 PRUE 7K -

4 TSU 5K 4.5K

5 KFU 41K 3.8K

6 UrFU 3.9K 3.4K

7 BMSTU 24K 2K

8 BelSU 2.2K 2K

9 PSU 1.4K 1.3K

10 SFU 114 84
Mean 5421.4 4335.5
Min 114 84
Max 19200 17600
R 19086 17516
SD 5502.799 5546.358
V, % 101.50 127.93

Compiled by the authors based on the research materials

Table 7. The rating of the presence of 10 universities on the YouTube social network, on December 8, 2021

Rating University Number of subscribers Number of views

1 KFU 55K 18.5M

2 MIPT 21.6K 2.4M

3 UrFU 15.2K 5.4M

4 RUDN 12.5K 7.2M

5 TSU 6.2K 625K

6 BMSTU 5.9K 978K

7 PRUE 3.35K 337.4K

8 BelSU 1.8K 379K

9 pPSU 1.34K 444K

10 SFU 1K 162.8K
Mean 12389 2923340
Min 1000 7200
Max 55000 18500000
R 54000 18492800
SD 16446.83 5710994
V, % 132.75 195.36

Compiled by the authors based on the research materials

media potential of YouTube and their target orientation
in this media space. In terms of the number of subscri-
bers, KFU took the first place, then the MIPT, the UrFU.
But the leading place in the number of views of videos
on YouTube video hosting at the RUDN.

The media positioning in Telegram among universi-
ties (Table 8) is also different, which is supported by da-
ta on the standard deviation. The most significant dif-
ference is the number of subscribers (SD = 3894.378).
Universities underestimate the media potential of this
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social network, with the exception of UrFU, SFU, PRUE
and KFU. Telegram is a social network with analytical
content that is more interesting for the 25-44 age group
with a high level of employment. This age category of me-
dia users is interested in raising the level of their educa-
tion, they are interested in educational programs not on-
ly for bachelor’s and specialties, but also educational pro-
grams for master’s and postgraduate studies, advanced
training programs. Telegram channels are often used
by employers and university partners. In this regard,
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Table 8. The rating of the presence of 10 universities in the social network Telegram, on December 8, 2021

Rating University :::;:Icl:;;fs Number of photos Number of videos

1 UrFU 13.4K 1.5K 49

2 PRUE 8.2K 1.3K 46

3 TSU 5.2K 749 11

4 BelSU 5.2K 737 42

5 SFU 5.1K 1.5K 134

6 BMSTU 3.9K 139 11

7 KFU 2.2K 1.1K 54

8 MIPT 1.9K 136

9 RUDN 1.2K 33

10 PSU 123 54
Mean 4642.3 724.8 35.4
Min 123 33
Max 13400 1500 134
R 13277 1467 133
SD 3894.378 604.8546 40.66721
V, % 83.89 83.45 114.88

Compiled by the authors based on the research materials

the development of the university brand in Telegram
in recent years has become a global trend in the media
positioning of the university.

Descriptive statistics of university media positioning
on Twitter also support our hypothesis about different
vectors of strategy on social media. In terms of the num-
ber of subscribers, the heterogeneity here is not very high
(V =63.63 %), with the exception of the PRUE (V =42.2 %).

However, in terms of the number of tweets and the num-
ber of followers, the coefficient of variation is very high,
while the standard deviation, which shows the spread
in the sample, is very large here.

In terms of the number of readers / subscribers, the
UrFU took the first place, then the MIPT, the TSU. The
social network Twitter is popular among users aged 25
to 44. The strategic track of the media development of the

Table 9. The ranking of the presence of 10 universities in the social network Twitter, on December 8, 2021

Rating University Nun;z;zgiéiijersl Number of tweets | Number in read
1 UrFU, Russian version 5.7K 32.5K 425
UrFU, English version 1.6K 4.3K 1.3K
2 MIPT 4.3K 1.5K 445
3 TSU 2.7K 10.3K 60
4 RUDN 2.7K 730 5
5 PSU 2.6K 4.7K 116
6 KFU 2K 4K 41
7 BMSTU 2K 3.3K 314
8 SFU 14K 8K 64
9 BelSU 1.1K 5.9K 209
10 PRUE 211 882 121
Mean 2391.909 6919.273 281.8182
Min 211 730 5
Max 5700 32500 1300
R 5489 31770 1295
SD 1521.874 8975.194 370.7816
V, % 63.63 129.71 131.57

Compiled by the authors based on the research materials
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Table 10. The ranking of the presence of 10 universities in the social network Tik-Tok, on December 8, 2021

Rating University Numbfer of Nu1¥1ber of Numl.aer' of bl;l;;ntlilzrsl'fli‘:lle:i‘;\’iiy

subscribers likes subscriptions o

1 RUDN 26.8K 562.7K 0 14.1M

2 UrFU 6.1K 280.8K 34 10.7M

3 BMSTU 3.9K 272.6K 9 20.5M

4 CSFU 2.6K 174.7K 84 27.4M

5 PRUE 902 10.1K 15 15.2M

6 BelSU 821 57.3K 46 1.7M

7 PSU 649 9.6K 0 10.eM

8 TSU 306 934 49 1.9M

9 KFU - - - 22.2M

10 MIPT - - - 11.5M
Mean 5259.75 171091.8 29.625 13580000
Min 306 934 0 1700000
Max 26800 562700 84 27400000
R 26494 561766 84 25700000
SD 8929.107 196254.2 29.31083 8267312

V, % 169.76 114.71 98.94 60.88

Compiled by the authors based on the research materials

presence of the brand of Russian universities on the social
network Twitter is one of the important tasks of the media
positioning of the university in the modern world of me-
dia consumption. As part of the study, it was revealed
that UrFU on the Twitter social network follows the strat-
egy of positioning its brand through two official accounts
in Russian and English, where various content is presented.

TOP Russian universities pay almost no attention to OK.
It contains the official accounts of only two universities out
of ten - the UrFU and the BelSU, while the OK social net-
work ranks third among social networks in terms of the num-
ber of messages written per month - 85M (October 2021).
The OK social network is popular among users aged 25
to 44. These age categories are active consumers of educa-
tional, scientific and innovative content in the media sphere.

It should be noted that the calculated descriptive sta-
tistics (Table 10) revealed significant differences in the
media positioning of universities in Tik-Tok. So, the stan-
dard deviation reaches the highest values in terms of the
number of views by hashtag of the university, then there
is a significant difference in the number of likes.

In terms of the number of subscribers to TOP-10 unive-
rsities, the group is absolutely heterogeneous (V = 169.76 %).
It is interesting that the lowest value of the coefficient
of variation in this table in terms of the number of views
(V =60.88 %), the group is less heterogeneous. If we ex-
clude the BelSU with the lowest value, then V decreases
to 50.8 %. This indicator shows the potential of the Tik-
Tok media platform. The media audience shows great in-
terest in the stories in Tik-Tok and actively watches them.
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In the ranking of the presence of 10 universities in the
social network Tik-Tok. In terms of the number of sub-
scribers, the RUDN took the first place, then UrFU and
the BMSTU. The social network Tik-Tok is the youngest
among Russian users and more relevant among users
aged 16 to 24. Modern universities, in their media po-
sitioning strategy, should focus on creating interesting
content for users of the Tik-Tok network in order to form
a positive image of the university among young people.
This category of Tik-Tok users is the target audience for
all universities.

DISCUSSION

After analyzing the collected open data on the pre-
sence of 10 universities in eight social networks it was
revealed that the TOP Russian universities that occupy
high leading positions in media activity ratings are inten-
sively working to form a positive image of the universi-
ty for users of social networks. In the process of media
positioning, the university independently chooses social
networks in which the maximum presence is manifes-
ted. It was revealed that the following universities have
the maximum presence in social networks: the first place
is UrFU, the second is RUDN, the third is KFU.

Modern universities are simultaneously working to form
a positive image of the university and daily work not
only on new media content, but also follow new trends:

— timely expansion and replenishment of the line
of icons on the official website of the university, in the official
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accounts of the university in social media, which forms
a competent media consumption of official information;

— expanding its presence in the Internet space and
promoting the university’s brand in other social media,
for example, such as WeChat, LinkedIn, Twitch, Snap-
chat, LiveJournal, Likee, Clubhouse;

— formation of media content about the university
in specific social networks, taking into account the needs
and age group of the target audience of social network users;

— creation of media content about the university,
taking into account the peculiarities of the direction of the
social network: from a network for communication and
exchange of media content to a network with copyright
records and video hosting.

The universities have different strategies for positio-
ning in the media space. One vector of strategic media
positioning is concentration on individual social media
platforms, and the second vector, using the example of the
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