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Summary. The article explores customer experience as a strategic factor shaping the perception and
competitiveness of higher education institutions in the context of digital communications. The study analyzes
contemporary scientific approaches to understanding digital communication channels and their role in building
relationships between universities and stakeholders. Particular attention is devoted to clarifying the essence and
structural components of customer experience in the higher education environment, as well as to identifying the
key digital touchpoints that influence trust, engagement, and satisfaction. The research is based on a comparative
assessment of the digital ecosystems of the TOP-5 Ukrainian universities according to the «TOP-200 Ukraine 2024»
ranking. The study evaluates institutional websites, social media presence, content strategies, international
positioning, and the level of digital innovation. A weighted system of indicators is applied to calculate an integral
competitiveness index, enabling a systematic measurement of the effectiveness of digital communication channels
from the perspective of customer experience management. The findings demonstrate that universities with
integrated digital platforms, interactive services, and consistent content strategies achieve higher levels of
perceived accessibility, usability, and loyalty among users. The article substantiates that effective governance of
digital customer experience contributes to strengthening institutional reputation, expanding international
visibility, and creating sustainable competitive advantages. The results emphasize the necessity of continuous
monitoring and strategic coordination of digital channels as a core management function in higher education. The
proposed analytical framework may serve as a practical tool for universities seeking to improve digital
engagement and adapt to the evolving expectations of modern learners and global educational markets.
Furthermore, the study highlights the growing importance of data-driven decision-making in optimizing digital
touchpoints and personalizing communication strategies. It argues that the integration of analytical tools and
feedback mechanisms enhances responsiveness to stakeholder needs and supports long-term institutional
development. The research contributes to the theoretical advancement of digital customer experience management
in higher education while offering practical recommendations for strengthening universities’ strategic positioning
in the global educational environment.
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Peztome. Jlocniodceno KaicHmcokuti 00C8i0 AK cmpameivHull YUHHUK OPMYBAHHI CIPULTHAMMA Md

KOHKYPEeHMOCHPOMOIICHOCII 3aK1a018 8Uuujoi oceimu 8 ymoeax yugposux komyHikayiu. Ilpoananizoearno cyuachi
HAyKogi NioXoo0u 00 pO3YMIHHA YUPPOBUX KOMYHIKAYIUHUX KAHANI6 ma iXHboi poni y 6ubyo008ysanHi
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Customer experience: the impact of digital communications on the perception of higher education

830AEMOBIOHOCUH MidiC YHIgepcumemamu ma cmetikxonoepamu. Ocobnusy yeazy npuoiieHo YmouHeHHIO CYMHOCMI
ma cmpyKmypHuxX KOMHOHEHMI8 KIIEHMCbKO20 00C8i0y V chepi 8uuoi 0ceimu, a maxkodc UHAYEHHIO KIHOYO8UX
YuPposuUx MOYOK 63AEMOOIl, WO 6HAUBAIOMb HA 008IpY, 3anyueHicmv I 3a00801enicmb. [J[oCaioxicenHs
IDYHMYEMbCA HA NOPIGHATbHOMY OYiHIo6anHi yugposux exocucmem TOII-5 ykpaincekux yuisepcumemis
6i0n06iono 0o peumuney « TOII-200 Ykpaina 2024». Oyineno oghiyitini éebcavimu, npUCymHicme y COYIanIbHUX
Mepedcax, KOHmMeHm-cmpamezii, MIZCHAPOOHe NO3UYIOHYBAHHS MA PiSeHb Yupposux iHHosayiu. /s po3paxyHKy
IHMezpanbHO20  THOEKCY KOHKYDEHMOCHPOMOICHOCHI  3ACMOCOBAHO  38AJICEHY  CUCEMY HOKA3HUKIG, WO
3abe3neyye cucmemHe GUMIPIOBAHH eQeKMUBHOCMI YUPPOBUX KAHANIE KOMYHIKayil 3 Nnosuyii ynpaeninHs
KIEHMCbKUM  00C8I00M. Pesynomamu  O0ocniodcenns 3aceiouyioms, wo YHieepcumemu 3 IHMe2PO8aHuMU
yupposumu nramg@opmamit, iHMepaKmueHUMU CePEiCamul ma y3200HCeHUMU KOHMEHM-CMPAmMe2isimMu 00Ca2aiomb
BUWI020  DIBHSI  CHPULHAMOL  OOCMYRHOCHI, 3PYYHOCMI BUKOPUCMAHHA MA  JOSAbHOCMI  KOPUCMYBAYIE.
Obrpynmosano, wo epekmusHe YHPAGIIHHA YUPDPOBUM  KILEHMCOKUM O0CBI0OM CHPUSIE  3MIYHEHHIO
iHcmumyyiiHol penymayii, po3utUpeHHI0 MINCHAPOOHOI SUOUMOCMI Ma QOPMYSAHHIO CMAIUX KOHKYPEHMHUX
nepesae. Hazonouweno na HeoOXiOoHocmi NOCMIIHO20 MOHIMOPUHZY U cmpameiyuHol KoopouHayii yu@posux
KaHauie sK Ko4o8oi ynpasnincbkol yHkyii' y cghepi euwyoi océimu. 3anpononosana anamimuuna Mooeib Moice
cayeysamu NPAKMUYHUM THCIPYMEHmoM OJi YHIBepCcumemie, sKi npacHyms ni0SUWUmMU pieeHb Yu@dpoeoi
83aeM00Il ma adanmyeamucsi 00 3MIHHUX OYIKY8AHb CYYACHUX 3000y6auie 0ceimu i 2100AIbHO20 OCEIMHbO2O
punky. Kpim moeo, niokpecieno 3pocmaroue 3HAUEeHHs YX6ANCHHS PIUleHb HA OCHOGI OaHUX OJii ONmuMizayii
yugposux mouok 63aemo0lii ma nepcouanizayii kKomynikayiunux cmpameeii. OOIPyHmMosano, wo iHmespayis
AHATTTMUYHUX IHCTMPYMEHMI6 [ MeXAHIZMI8 360POMHO20 36 3KY NiOGUYE YYMIUBICb 00 NOMped CMelKxo10epie
i niompumye 00620mpuganull THCMUMYYIIHULL pO3GUMOK. J{oCHiodcenss pobums 6HECOK y Meopemuynull
PO36UMOK KOHYenyii YnpaeuiHHs yupposum KiieHMCbKUM 00C8I00M Y cgepi euwjoi oceimu ma nponomye
NPAKMUYHI PEeKOMEHOayii w000 NOCUNIEHHST CIPame2itHo20 NO3UYIOHYB8ANHS YHIGEpCUmMemis y 2100a1bHOMY
0CBIMHLOMY CepedosULyL.

Knrouosi cnosa: xnienmcokuii 00c6io, yu@posi KoMyHIKayii, 3aknaou euwjoi oceimu, yu@posa
KOHKYDEHMOCAPOMONCHICMb, YUPDPOSE MOUKU 83AEMOOIL.

[lama naoxooorcenns 16.02.2026
Hama npuiinssmms 01.03.2026
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Problem statement. In the context of rapid digital transformation, higher education
institutions increasingly compete not only through academic quality but also through the
customer experience they create across digital communication channels. Prospective and
current students interact with universities primarily through websites, social media, learning
platforms, messengers, and other digital touchpoints that shape their expectations, trust, and
overall perception of the institution [1]. Digital communications should therefore be considered
a strategic asset that requires systematic design, coordination, and management in the same way
as other key institutional resources.

However, many higher education institutions still treat digital communication as a
set of fragmented promotional or informational activities rather than as an integrated
experience ecosystem. Insufficient attention to the quality, consistency, and personalization
of digital interactions often leads to gaps between institutional positioning and actual user
experience. This weakens engagement, reduces satisfaction and loyalty, and negatively
affects the perceived value of educational services. Despite growing recognition of the
importance of customer experience in the service sector, the mechanisms through which
digital communications influence the perception of higher education remain underexplored,
which limits the ability of institutions to build sustainable competitive advantages and long-
term relationships with their stakeholders.

Analysis of recent research and publications. Among the scholars who have devoted
their research to the study of digital communication channels, both international and domestic
contributions should be highlighted. In particular, among foreign researchers, it is worth
distinguishing the works of Comai A. [2], Kisiolek A., Karyy O., & Kulyniak I. [3],
Gomez Sierra C. J. [4], Kusumawati A. [5], and Savita G. and Liyagat B.[9]. Equally,
noteworthy are the studies of Ukrainian scholars, in particular [6-8, 11] and others, which
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substantially enrich the theoretical and methodological foundations of digital communications
research.

At the same time, despite the considerable body of academic literature on the topic,
current trends in promoting higher education communities through digital communication
channels remain insufficiently explored. This gap in the literature underscores the need for
further systematic research in this scientific field. Overall, the growing role of digital
environments in shaping stakeholder perceptions of higher education institutions confirms the
relevance of deepening interdisciplinary inquiry into customer experience, communication
strategies, and digital engagement models in the educational sector.

Purpose of the study. In the context of digitalization of the educational environment, where
higher education institutions invest significant resources in developing digital communication
infrastructures and online interaction channels, understanding the nature of customer experience
and its influence on institutional perception is becoming increasingly relevant. The formation and
maintenance of sustainable competitive advantages through effective management of digital
communications and student experience represent a complex task. Therefore, particular importance
is attached to clarifying the essence of customer experience in higher education, identifying its
structural components, determining the key digital factors that shape stakeholder perceptions, and
substantiating the conditions for ensuring effective management of digital communication
strategies that strengthen the reputation and attractiveness of higher education institutions.

Statement of the task. The main objectives of the study are: to analyze the official websites
of leading Ukrainian universities, including an assessment of their structure, content quality,
functionality, and adaptability, based on the TOP-5 institutions in the «TOP-200 Ukraine 2024»
ranking; to examine universities’ activity in social media by comparing publication frequency,
audience reach, and content quality; to evaluate the content strategies of the selected
universities, including the use of YouTube, cross-channel content integration, and thematic
diversity; to investigate international positioning practices through the use of professional
digital platforms for global communication, such as LinkedIn; to assess the level of digital
innovation through the implementation of modern technologies, including chatbots, virtual
tours, interactive forms, and electronic registration tools; and to develop a comparative ranking
of universities in the digital environment according to the defined evaluation criteria.

Statements of the main material of the study. The assessment of the effectiveness of
digital communication channels of higher education institutions within this study was carried out
based on the latest national university ranking, «TOP-200 Ukraine 2024». The 2024 ranking of
Ukrainian universities, compiled using a multi-criteria approach, confirmed the importance of
evaluating higher education institutions according to academic research and social indicators.
Universities’ success in the ranking reflects their ability to adapt to contemporary challenges,
including the implementation of the UN Sustainable Development Goals and innovative approaches
to teaching and governance [16]. For comparative analysis, the TOP-5 institutions were selected
according to this ranking: the National Technical University of Ukraine «lgor Sikorsky Kyiv
Polytechnic Institute»; Taras Shevchenko National University of Kyiv; Lviv Polytechnic National
University; V. N. Karazin Kharkiv National University; and Sumy State University [12-15, 17].

To analyze the digital environment, the study focused on several key dimensions, namely:

— websites: examination of structure, content, and functionality in comparison with other
Ukrainian and international universities. The main evaluation parameters included navigation
convenience, mobile adaptability, multilingual support, and search engine optimization (SEO);

— social media presence: comparison of activity levels, number of followers, posting
regularity, and content quality across social networks (Facebook, Instagram, LinkedIn,
Telegram) relative to competitors;

— international positioning: evaluation of the use of platforms for international
communication (e.g., LinkedIn) in comparison with other universities;
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— innovation: assessment of the implementation of modern digital technologies, such
as chatbots, interactive forms, electronic registration systems, and virtual campus tours.

For each competitiveness indicator, weighting coefficients were established (Tabl. 1),
determined according to the degree of influence each factor has on the subjective perception of
usability, accessibility, trust, and satisfaction.

A university website represents the first and often the most prolonged point of contact
between a user and a higher education institution. A structured, adaptive, and user-friendly platform
with personal accounts, access to learning materials, and self-service features creates a positive
impression and increases loyalty. The website effectively forms the institution’s «digital facade».

Social media ensures a continuous emotional connection with the university
community. Through social platforms, users receive up-to-date information, answers to
inquiries, and exposure to the institution’s «human face». These platforms facilitate trust-
building and the development of a community around the university brand.

Content oriented toward the interests of target audiences — including video tours,
authentic student stories, infographics, and faculty interviews — helps establish value-based
engagement, enhances transparency, and increases audience involvement. Clear, honest, and
visually appealing content improves satisfaction and supports institutional reputation.

Innovation is expressed through the availability of digital services that significantly
increase convenience, reduce time spent on administrative procedures, and create a perception
of modernity and technological maturity. This is a critical factor in meeting the digital
expectations of younger generations.

International positioning is particularly important for certain stakeholder groups, including
international students, research partners, and global donors. The presence of an English-language
website and participation in international initiatives strengthen institutional image, although their
impact on the everyday customer experience of the average student is comparatively limited.

The total sum of weighting coefficients equals 1.0, ensuring a balanced evaluation of
the key components of digital customer experience in the higher education environment.

Table 1. Weighting coefficients of competitiveness indicators in the digital environment*

Areas of comparison Significance coefficient
Website 0.25
Social Media 0.25
Content Strategy 0.2
International Positioning 0.15
Innovation 0.15
Total 1.0

*Source: compiled by the authors.

Following a comprehensive analysis of the digital environment of the selected
universities, the results presented in Table 2 were obtained and an integral competitiveness
coefficient was calculated. It should be noted that the evaluation was conducted according to
the following scale used by the authors:

3 — information fully available;

2 — information partially available;

1 — minimal amount of information;

0 — absence of digital communication channels.

Based on the conducted analysis of the universities’ digital environment and taking into
account the obtained weighting coefficients of competitiveness indicators in the digital space,
an integral competitiveness index of the universities was calculated.

The results of the integral competitiveness index calculation indicate that the leader in
the digital environment, from the perspective of customer experience management, is the
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National Technical University of Ukraine «lgor Sikorsky Kyiv Polytechnic Institute» [12],
while the second position is shared by Sumy State University and V. N. Karazin Kharkiv
National University [17]. The competitive advantages of Igor Sikorsky Kyiv Polytechnic
Institute are primarily associated with a well-designed university website and the active
implementation of modern interactive technologies, including chatbots, digital registration
systems, and virtual campus tours, which significantly enhance usability and user satisfaction.

Table 2. Assessment of the digital environment of the TOP-5 universities in Ukraine and the integral
competitiveness index of universities*

Areas of SumDU KhNU KNU KPI NU «LP»
comparison D | D | D | D | D |
Website 2.8 0.7 3 0.75 2.8 0.7 2.8 0.7 2.8 0.7
Social Media 2.5 0.625 2.7 0.675 2 0.5 2.7 0.675 2.5 0.625
Content 2 0.4 3 0.6 2 0.4 3 0.6 1 0.2

Strategy

International |, | 53 | 0 0 0 > | 03 | 1 | o015
Positioning

Innovation 3 0.45 3 0.45 2 0.3 15 0.225 2.8 0.42
Integral index 2.475 2.475 1.9 2.5 2.095

*KPIl — National Technical University of Ukraine «lgor Sikorsky Kyiv Polytechnic Institute»; KNU — Taras
Shevchenko Kyiv National University; NU «LP» — Lviv Polytechnic National University; KNU — V.N. Karazin
Kharkiv National University: D — Digital environment assessments; | — Integral competitiveness index.

Source: calculated by the authors.

V. N. Karazin Kharkiv National University demonstrates strong performance through a
clear and well-structured website and a content-rich YouTube channel that supports transparent
communication and engagement. However, the absence of a LinkedIn presence creates a gap in its
international digital communication strategy, which limits its ability to manage customer
experience for global stakeholders. Sumy State University reveals substantial potential in shaping
a positive customer experience due to its high academic standards, compliance with international
benchmarks, developed infrastructure, and active international cooperation. At the same time,
institutional challenges such as limited financial resources, talent outflow, and intensified
competition from domestic and foreign universities may constrain further digital development.

A more detailed examination of website traffic (Fig. 1) provides additional insights into
user engagement patterns.

My Traffic Share Traffic Share By Competitor See all competitors

Ipnu.ua 3282

2533%  wywou-

® sumdu.edu.ua (you, 25.33%
My Share ‘ . I = )

® karazinua 20.76

\ 6
——— - L 0.26 pp . knuua 19.68%

® pk.kpiua 1.41% + 0.53 pp

Figure 1. Comparative analysis of the traffic share of the SumDU website and competitors*

*Generated by the authors based on the resource [10].

Lviv Polytechnic National University (lpnu.ua) accounts for 32.82% of total traffic,
remaining the leader in traffic share despite a weekly decrease of 2 percentage points. Sumy State
University holds second place with 25.33% and demonstrates positive weekly growth of +3.51
percentage points, indicating increasing user interest. V. N. Karazin Kharkiv National
University (karazin.ua) accounts for 20.76% with a weekly decline of 3.42 percentage points.
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Taras Shevchenko National University of Kyiv (knu.ua) records 19.68%, showing positive
weekly growth of +2.42 percentage points but a slight annual decrease of 1.16 percentage
points. Igor Sikorsky Kyiv Polytechnic Institute (pk.kpi.ua) represents a comparatively small
share of 1.41%, with minimal fluctuations, suggesting stable but limited traffic concentration.

Conclusions. The study confirms that effective management of digital customer
experience is becoming a decisive factor in the competitive positioning of higher education
institutions. Igor Sikorsky Kyiv Polytechnic Institute emerges as the digital leader due to its
integrated website ecosystem and the active adoption of interactive technologies that streamline
user journeys. Karazin University distinguishes itself through high-quality multimedia
communication but weakens its global customer experience due to insufficient professional
networking presence. Sumy State University demonstrates strong alignment with international
standards and active cooperation, reinforcing its reputation among external stakeholders.

Overall, the findings highlight the necessity of continuous monitoring and strategic
management of digital communication channels as a core component of customer experience
governance. Systematic improvement of digital touchpoints enables universities to strengthen
trust, increase engagement, enhance perceived service quality, and expand opportunities for
international collaboration. In the long term, institutions that treat digital experience as a
strategic asset are better positioned to achieve sustainable development and maintain
competitive advantage in the global higher education market.
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