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Abstract:

Mobile marketing is the process of
marketing to the people via their
mobile devices in scientific
environment. This is really just an
extension of internet marketing, as
more and more proffesors and students
are starting to spend more time on their
mobile devices and less time on their
computers it was inevitable that the
internet marketers would move into
this form of marketing. With the
increasingly widespread use of
smartphones, app usage has also
greatly increased. Therefore, mobile
marketers have increasingly taken
advantage of smartphone apps as a

marketing resource. That allows direct

MOBLTbHA MAPKETUHT OBA
KOMYHIKALISI Y HAYKOBOMY
CEPEJIOBUIIII

AHOTALIA

MoOipHUN MapKETUHT — II€ MPOIIEC
MApPKETHUHTY JJIS JIFOAEH, IKUU
3IACHIOETHCS 3aBAIKU IXHIM MOOUIEHUM
IPUCTPOSM y HaAyKOBOMY cepenoBuiii. Le
BUJ [HTEpHET MapKETUHTY , IKU BUHUK
BHACJI1I0K TOT'O 110 OUIBIIICTh BUKJIAJa4lB 1
CTYJICHTIB Ha JIaHU MOMEHT O1JIbIIIe
KOPHUCTYIOTHCSI MOOUIBHUMH TPUCTPOSIMH,
aHDK KOMIT I0T€paMH. 31 3pOCTaHHSIM PiBHS
BUKOPUCTAHHS cMapTQOHIB, 3pOCIIO i
BUKOPHUCTAHHS MOOUTbHUMU 3aCTOCYHKAMHU .
TO>X MAapKETOJIOTH TeNep TOCTIIKYIOTh
TaKWW MapKETUHIOBUH peCypc sIK
MOOUTbHHM 3aCTOCYHOK TTPUKJIATHA
nporpaMa uu goaatok. L{e no3Bossie
HaIpsMy CIUIauyBaTH, 3a1y4aTu,
peKamyBaTy TOIO0. BucTyn noknmkanun

JaTU TEOPETUYHUM Ta MPAKTUYHUN aHATI3
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engagement, payment, and targeted
advertising. This paper will give an
theoretical and practical overview of
marketing functionality of most used
apps in Croatian scientific enviroment
such as: LinkedIn, Dropbox, Edmodo,
Evernote, Meebo Mobile, etc.,
compared with satisfaction of users in

Croatian scientific environment.

Key words: mobile marketing, web
2.0, technology, communication
1. INTRODUCTION

Marketing is a social process by which
the creation, and offer free exchange of
products and services that carry the
value of others, allows individuals and
groups to obtain what they need or
what they want.
Four major support to the underlying
concepts of marketing are:

- Focusing the market,

- Focus on the customer,

- Coordinated marketing,

- Profitability.

Electronic marketing (e-marketing,
telemarketing) you can achieve the
company's marketing activities with
intensive use of information and

communication (Internet) technology.

MapKETHUHTOBOI (PYHKII10HATBHOCTI
OUTBIIOCTI MOOUTEHUX TOJATKIB Y
XO0pBaTCbKOMY HaAYKOBOMY CEPEIOBHIII (
MIEPEITIK PECYPCiB) OPIBHIHO 10 BIATYKIB

KOpPHCTYBauiB.

1. BCTYII

MapkeTHHT — 1ie COLliaJIbHUM MpoIIec,
1] IKUM PO3yMIEMO CTBOPEHHS Ta
IPOMO3UIII0 BITLHOTO OOMIHY
IPOAYKTaMHU Ta MOCIYTaMH, 10
MalOTh IIIHHICTG JJIS 1HIITNX,
MO>KJIMBICTB JIJIst OCI0 Ta TPy JIFOAeH
OTPUMYBATH MPOIYKIIitO, KA iM
HeoOXi1/IHa.
4 OCHOBHI KOHIICTITH MapKETHHTY :

e OpieHTalllsd Ha PUHOK

e OpieHTallisg Ha KOPUCTyBayda

e KOOpAWHOBaHHUI MapKETHUHT

e [IpuOyTKOBICTH

E — mapkeTnHr n103BoJsi€
KOMIIaH1sIM ONTUMI3YBaTH IXHIO

MapKETUHTOBY CTPATET1I0 3aB/SIKU




Mobile marketing goes a step further
In using information and
communication technologies. Mobile
Marketing Association defines mobile
marketing as "the use of wireless
media as well as the integration of
content delivery and direct response
marketing communications
transmission within the program or
through a combination of independent
media."

This definition is just one in a series of
attempts to define the notion of mobile
marketing. Leppaniemi and others
have conducted a comprehensive
review of studies of mobile marketing
and set a lot of different definitions.
The authors found that academics
alternately using different terms such
as mobile advertising, wireless
marketing and wireless advertising in
reference to mobile marketing. The
criticism leveled by Leppéniemi and
other claims that there is no agreement
on the conceptual definition of mobile
marketing, but most of the proposed
definition mainly focuses on the
technology, not the same application in
the field of marketing. So, what makes
mobile marketing for unique compared

to other marketing channels, it is best

IHTEHCUBHOMY BUKOPHUCTAHHIO
1H(pOpMaLIIHHO — KOMYHIKAIIIHIX
TeXHOJIOoT1i. MoO1IbHUN
MapKeTHHT #jIe monepeny y miaHi
Bukopuctanusa IKT. Acomiarris
MOOLTBHOTO MAPKETUHTY
BU3HAYAE WOTO K BUKOPUCTAHHS
0e3/IpOTOBUX Mejia 3acCo01B Tak
caMo SIK 1 TOETHAHHS CITOCO0IB
nepeaadi iHpopMmailii uepe3 neBHe
MporpaMHe 3a0e3MeUeHHS YU
KOMOIHAITII0 HE TOEHAHUX Me/Tia.
[le BU3HAUYEHHS JIUILIE OJIHE 3
HU3KHU CIIPOO BU3HAYUTH MTOHATTS
MOO1JTbHOTO MapKETHHTY.
JlemanbeMmi Ta 1HIII TTPOBIB OTJIS
JOCITIIKEHb MOOITBHOTO
MapKETUHTY Ta BU3HAYUB 11Ty
HU3KY PI3HUX MOSICHEHb LIBOTO
TEpMiHY. ABTOPH IIAIIUIN
BHUCHOBKY, III0 HAYKOBII1 YaCTO
BUKOPHCTOBYIOTh TaKi TEPMIHU —
3aMIHHUKH SK : MOOLIbHA
pekiama, 6€31poTOBUI
MapKeTHHT, 0€31pOTOBa peKiiaMa
TOILIO I10 BITHOIIIEHHIO 10
MOOLJTbHOTO MapKETHHTY.
Kputuka JlenmboHieMi Ta 1HITUX
BKa3ye€ Ha B1JICYTHICTb
Y3TODKEHOCT] YYEHHUX 070

KOHIIETIIIi BA3HAYEHHS TEPMIHY




to show the characteristics and
dimensions of mobile marketing listed
below, especially in scientific
environment. (Leppaniemi &
Karjaluoto, 2006).

2. DEFINITION AND
CHARACTERISTICS OF
MOBILE MARKETING

Mobile marketing is simply the process
of marketing to clients via their mobile
devices. This is really just an extension
of internet marketing, as more and
more people are starting to spend more
time on their mobile devices and less
time on their computers it was
Inevitable that the internet marketers
would move into this form of
marketing. There are a lot similarities
between e-marketing and mobile
marketing but there are also some
pretty important differences. The main
difference is that it is much harder to

get your ad in front of the client so you

MOOITbHUI MapKETHHT, aje
OUTBIICTB 13 3aIPONOHOBAHUX
BU3HAYEHD 31€01IBIIOTO
30CEPEHKEHO Ha TEXHOJIOTISX, M0
BIJIPI3HSE LW TEPMiH BiJl TEPMIHY
3BUYANHOIO MAPKETUHTY. TOX,
10 POOUTH MOOUIBHUN MapKETHHT
YHIKaJIbHUM Y TIOPIBHSAHHI 3
THITUMU MAPKETUHTOBUMU
KaHasnamu. [{e Mo>kHa BU3HAYUTH
3a IONOMOTOI0 XapaKTEpPUCTHK,
pUTaMaHHUX HOMY Y HAYKOBOMY
CEPEIOBHIILL.

2. BUBHAUYEHHS TA
XAPAKTEPUCTHUKHA
MOBIJIBHOI'O MAPKETHUHI'Y
Mo061IbHHI MAPKETHHT — 1I€ BU]I
MapKETUHTY, IKUH niependavae
3aCTOCYBaHHSI MOOUIBHUX MPUCTPOIB.
Bin € yactuHOIO iIHTEpHET
MapKETUHTY, OCKUIbKU BCE OLIbIIE
JIO/IeH 3aCTOCOBYIOTh aKTHBHIIIIE
MOO1IBHI IPUCTPOT, HIXK CTaIlIOHAPHI
KOMIT 10Tepu. M1k e-MapKeTHHIOM Ta
MOOLTbHUM MAapKETUHTOM ICHY€
Oarato nmoAioOHOCTEH, IPOTE € U
KapJuHAIbHI BIIMIHHOCTI.
OCHOBHOIO BIIMIHHICTIO €
YCKJIaTHEHHS y PO3TOBCIO/KEHH1
peKJIaMu cepejl KITIEHTIB, MOTPIOHO

HIyKaTy OUThII 1HHOBAIIMHI IUISIXU




will need to be more innovative in your

marketing planning and control.

With its interactivity and possibilities
of direct communication with the user,
mobile marketing represents an
enormous opportunity that recognize
all types of organizations (schools,
faculties, institutes). The integration of
mobile technology into existing
communication campaigns , companies
allow their customers to take
advantage of special offers, cash in
mobile coupons , customers can more
easily obtain the additional information
and have the ability to receive alerts
about relevant events . Mobile
marketing has enabled advertisers to
create personalized multimedia
campaigns for their target groups and
users the ability to react or respond

directly to the campaign.

Authors amounts to just permit
participation or user key feature of
deriving the benefits of mobile
marketing over other marketing
channels. (Pousttchi & Weidemann,
2006). Besides the participation of
beneficiaries experts cite several

attractive features of mobile

JUTSI TUTAaHYBAHHSI Ta KOHTPOJTIO
PUHKY.
3aBIsKU 1HTEPAKTUBHOCTI Ta
0e3nocepeTHbOMY 3B’ SI3KY 3
KOpPHCTYBaueM, MOOLTbHUI
MapKETHHT BIIKPUBAE BEIUKI
MO>KJIMBOCTI JIsl 0araThOX OCBITHIX
yctanoB. [loenanHss MOOUTBHUX
TEXHOJIOT1H Ta CTaHJAPTHUX
KOMYHIKaIITHUX M1IXO0/I1B 103BOJISIE
KOPUCTYBa4yaM CKOPUCTATUCH
nepeBaraMu MOOITFHUX TUIATEXKIB,
OTPUMAHHSI PO3CUJIOK TIPO MOIi.
MoOipHUI MapKETHUHT HAJIaB 3MOTY
PEKIIAMO/IABISIM CTBOPUTH
nepcoHaIi30BaHi Me/iia MPOEKTH,
HAIlIJICH] HA TIEBHY ayIUTOPII0
KOPHCTYBaUiB, SIK1 Y CBOIO YEpry
MOXYTh BIJIMOB1IaTH, KOMEHTYBaTH
HaJaHy iM 1HpOpPMAIIITO.
MoO1JIbHUIT MAPKETHHT TAKOXK Ma€
HU3KY IIepeBar y MOpiBHIHHI 3
IHITUMHU KaHaJlaMU, 30KpeMa;
e MuTTeBa KOMYHIKaIis 3 Oy/1b-
KUM OY/Ib-KOJIU
e 3ocepeKeHHS Ha IIThOBUX
rpynax
e Henoporuit MapkeTUHTOBUI
KaHaJ
e BumiproBaHHs JOXO/IIB Bij

1HBECTHUILI1




marketing:

e Direct and immediate
communication anytime and
anywhere,

e Focus on target groups ,

¢ Inexpensive marketing channel ,

e Measurable effects for ROI ,

e Huge potential for viral
marketing as they are prone to
relay messages groups ,

e Easily integrates into the media
mix with other media such as
television, print, radio and the
like.

Consumers and businesses mobile
marketing tools are available anytime
and anywhere, transactions can be
done 24 hours a day, 7 days a week.
This offers huge opportunities to
businesses access to consumers at
critical moments, and users are, on the
other hand, waiting to perform the
desired activity or to obtain the
necessary information during the
working week. Mobile devices enable
the user logs easier segmentation,
which in combination with the
permission of users to participate in
mobile marketing campaigns resulting
in greater personalization of services

and greater acceptance of and intention

e Bennkuii moreHmiam 1
KOMIaHii, 1o po3poostoTh
anTuBipycHi [13, amke
3QJIy4€HO MOTYKHUAU
TEXHIYHUI KaHa

e Jlerka iHTerpailisi pi3HUX THUITIB
Meia : TenedaueHHs, mpeca,
pajaio TOIIO.

Kopucrysaiipki Ta 613HECOB1 IHCTPYMEHTH
MOOIJTLHOTO MapKETUHTY JIOCTYITHI
1J1I01000BO 7 QHIB HA THXXIEHD 24 TOOAUHU
Ha 700y. I{e BiAKprBa€e BEIMKI MOKIIHMBOCTI
JUTst O13HECY JUTsl CIIUIKYBaHHS 3 KIIIEHTaMH,
a KJTIEHTH Y CBOIO YE€PTy OTPUMYIOTh 3MOTY
JicTaTh HeOOX1AHY 1H(pOpPMALIiIO IKOMOTa
mBUIIIE. 3aBIASKA MOOUTHHUM TPUCTPOSIM
KOPHUCTYyBavaM JIETTIIC 3aJIOT1HIOBATHCH, 110
crpusi€ IXHIi ydacTi y mpoieci MoOLTbHOTO
MapKETHHTY, & KOMIaHisM 3BepTaTHCh
HaIpsIMy JI0 CBOTX KOPHUCTYBaYiB.

3amicTh PO3CHIIKH OpOIIyp, KOMIaHi1
HAJICUJIAFOTh CMC, 1110 € IBHIIINAM
criocoboM JIoHeceHHs iHdopMallii 10
KopuctyBaua. Lle nornomae 3aiiicHIOBaTH
MOHITOPUHT 1CHYIOYO1 1HPOpMaLIHHOT
cucteMu. OCKUTBKHM Maiike KO’KeH HOCUTh
MOOUTEHUM TeNeoH 13 cO0010, JIETKO AINUTH
BHUCHOBKY, 1110 BiH MPOYHUTAE MMOB1IOMIICHHS
1 oTpuMae 1H(OpMaIliI0 YIPOTOBK KITHKOX
ceKyH1. Benukoro mepeBaroro € 31aTHICTh

aJanTyBaTH KOMYHIKAI[IHI 3MiHH,




to use mobile marketing tools. 3BaYKAIOUX Ha 3MIHH y CEPEOBHIII,
Instead of sending individual 30KpeMa i HayKOBOMY.

brochures to its customers, the subject
may choose to send a text message to
thousands of customers, saving time
and cost of marketing campaigns.
Immediate delivery of SMS messages
Is almost instantaneous. Delivery of
messages and responses is also
possible to monitor the existing
information systems. With regard to
mobile phone users carry their phones
everywhere, they will receive the
message within minutes, if not
seconds. The big advantage is the
ability to adapt and change
communication depending on changes
in the environment and the needs of the

campaign in scientific environment.

3. MARKET SUBJECTS IN

THE WIRELESS WORLD
The main players in the wireless world 3. PUHKOBI BITHOCUHH ¥
. . BE3IPOTOBOMY CBITI
can be presented in scientific

. OCHOBHI Irpasiil Ha IILOMY IT10JI1
environment; paBil 1 y

MO’KYTh BUIBHO ce0e ouyBaTH 1 B
HAYKOBOMY CE€PEIOBHIIIL:
1 Phone users. These are the end-users y Y CepeAoBHII

. 1. KopucryBaui TenedoHiB, KIHIIEBI
who use all the services, whether they pHcty b H

. KOPHCTYBayi MOCIYT, OCHOBHA
are aware of it or not. They are the pHCTY Y

‘ ’ . ayauTopis
grass roots’ of the wireless world. YAHTOP

2 Network operators. Network 2. Mepesxni onepatopu, 1mo BiacHe

1 3a0e3neuytoTh 0e31pOTOBUM




operators are the ‘overlords’ of the
wireless world; without network
operators there would be no networks.
Each country has a number of
competing network operators.

3 Access providers. These are
gateways for companies and mobile
networks. They offer companies a
window to the wireless network and let
them take advantage of the
technologies on offer (GPRS, SMS,
WAP, etc).

4 Platform providers. Platform
providers are similar to access
providers, except that they go one step
further to provide a software-based
platform to enable the launch of a
mobile-based service.

5 Content and application developers.
With the advent of rich media
browsing on mobile phones, content
developers became an essential part of
the wireless world — and an important
extra revenue stream both for
themselves and for the rest of the
industry.

6 Content aggregators and publishers.
These are the companies that sell the
content developed by content and
application developers directly to the

phone users.

CBIT CBOIMH MOCIIyTaMu

. IIpoBaiinepu — HaIAIOTh AOCTYN

A0 MCPEK 13 BHUKOPHUCTAHHAM

PI3HOMaHITHUX TEXHOJIOT1H

. [Iposaitnepu miardopm —

HAIaI0Th MIaTPOPMY ,0CHOBAHY
Ha I13, mo 3x1aTHa 3anyckaTu

MOO1IBHI CEpPBICH.

. PO3pOOHMKN KOHTEHTY Ta

JOAATKIB. 3 MPUXOJIOM PI3HUX
METO/IIB MEPETIsiy Ha MOOUTHBHUX
IPUCTPOSX, PO3POOHUKHU
KOHTEHTY CTaJId HEBIJ*€MHOIO
YaCTUHOIO O€37pOTOBOTO CBITY, 110
TOTO K BiJ] iX pOOOTH € KOPUCTh
JUIS1 yC1X YYACHUKIB MOOUIBHOTO

MapKETHUHTY.

. Indopmariitui arperaropu ta

BuaBIll. KomnaHnii, 1110 npoarTh
KOHTEHT PO3POOHUKAM JTOIATKIB,
SIK1 JOBOIATH MOTO JI0 KIHIIEBOTO

KOopucTyBayda.

. Kopmnoparii. I'pynu, siki

BKJIIOYAIOTh yC1 BUJIM KOMMAaHIH ,
3alliKaBJICHUX y O€3pOTOBOMY
CBITI SIK Y 3ac001 KOMYHIKaIlii 3
KOPHUCTYyBa4aMH,
CHiBpOOITHUKAMU Ta
NocTadaIbHUKaMH, Ta SIK JHKEPEIIo

npuOyTKYy.

. MapkeTHHIroBi Ta Me/iia areHiii.




7 Corporate companies. This group
includes all kinds of companies who
have an interest in the wireless world
as a means of communicating with
their customers, employees and
suppliers, and generating revenue.

8 Marketing and media agencies.
These agencies are involved in the
wireless world on a strictly
consultancy level, advising companies
on how best to penetrate the wireless
world.

9 Mobile consultants. There is usually
some cross-over here with access or
platform providers. Mobile consultants
advise companies on how best to
define an implement their wireless
strategy. (Michael, A., Salter, B.,
2006)
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According to relevant statistics of there

are 6.8 billion mobile subscriptions

AreHI1ii, o 3ary4eHi 10
0€31pOTOBOTO CBITY SIK
KOHCYJIbTallliH1 KOMMaHii, 1110
MOSICHIOIOTh SIK KpaIlle BChbOTO

MOTPANUTH y 0€3POTOBHM CBIT

. MoOiibpH1 KOHCYIbTaHTH. [XH1

(GYHKIIT IepeTHHAIOTHCS 3
npoBaiiepaMu 1miaTGopm.
MoOipH1 KOHCYIBTAHTH HAJAIOTh
PO3’ICHEHHSI KOMIaHIsIM 111010
HaNOUIbII ONITUMAIBHOTO
BUKOPHUCTAHHSA iXHIX
MOXJIMBOCTEN y X011 PO3POOKHU
IPaBHIbHOT 0€31POTOBOT

CTpartertii.

BianoBiHO 10 CTATUCTUYHUX JaHUX Y CBIT1




worldwide, estimates The International | mapa3i HapaxoByeTbcst 6.8 MiTTbsIpIU
Telecommunication Union (February | Mo06inpHIX mepeariat mo BCbOMy CBiTY,
2013). That is equivalent to 96 percent | mani npoanaizoBaHo MiKHApOTHUM

of the world population (7.1 billion Tenexomynikariitanm Corozom. e
according to the ITU). And is a huge JOPiBHIOE 96 BiJICOTKAM BiJl CBITOBOTO
increase from 6.0 billion mobile Hacenenss (7,1 mupa. 3a nanuvmu MTC).
subscribers in 2011 and 5.4 billion in | Illo noka3ye 3HaYHMIA IPHUPICT Y

2010. Mobile subscribers in the HOpIBHSHHI 3 6 Minbspaamu y 2011 Ta 5,4
developed world is rapidly reaching wipa. y 2010. MoOiIbHI TiepeIiaTi CTaiu
saturation point with at least one JY’Ke TOMIUPEHUM SBUIIEM, SKIIIO TOBOPUTH
mobile subscription per person. Mobile | MmoBoto cTaTHCTHKH, TO B CEpEAHBOMY
penetration in developed nations is BUXOJIUTH OJHA MOOLTbHA TIepeariaTa Ha 1
around 128 percent of the population. | oco0y. IIpoHUKHEHHS MOOLTEHUX

This means market growth is being TEXHOJIOT1H Y pO3BHHEHI KpaiHW HACTUIBKH
driven by demand developing world, IIBUJIKE, IO HA CHOTOJTHI MOKEMO

led by rapid mobile adoption in China | roBopuTH PO BUKOPUCTAHICTh IIUX

and India, the world's most populous TEXHOJIOT1H 01M3bK0 128 Ma BiJICOTKaMHM
nations. Mobile penetration in HaceneHHs. Lle o3Havae, 10 picT PHHKY
developing nations is around 89 CIPHYUHHIIO IBHJIKE MOIIHPECHHS

percent of the population, according to | MOOITEHUX TEXHOJIOTIH Y TAKUX

the ITU. At the end of 2012 there were | GararonaceneHux kpaiHax sk [His Ta

5.2 billion mobile subscriptions in the | Kuraii. 3a nanumu MTC, npoHUKHEHHS

developing world (76.6 percent of MOOITLHUX TEXHOJIOTIH Y KpaiHH, 110
global subscriptions). Mobile PO3BUBAIOTHCS HA JAHWH MOMEHT MOKHA
penetration in the developing world BUMIpATH 89 BijicoTKaMu, y Adpwuili men

now is 89 percent, with Africa being BIJICOTOK 63.
the lowest region worldwide at 63
percent. (Mobthinking portal, 2013).

4. EXAMPLES OF MOBILE
MARKETING

4. MPUKJIAIN 3ACTOCYBAHHA
MOBIJIBHOI'O MAPKETHHI'Y




APPLICATIONS IN
SCIENTIFIC
ENVIRONMENT

Internet marketing in scientific
environment is based on web 2.0
technology. The term Web 2.0 is
associated with web applications that
facilitate interactive systemic biases,
interoperability, user-centered design,
and developing the World Wide Web.
A Web 2.0 site allows users to interact
and collaborate with each other in a
social media dialogue as consumers of
user-generated content in a virtual
community, in contrast to websites
where users are limited to the active
viewing of content that they created
and controlled. Web 2.0 is about
revolutionary new ways of creating,
collaborating, editing and sharing user-
generated content online. (Wikipedia,
2014).

This research will give an practical
overview of marketing functionality of
most used apps in Croatian scientific
enviroment such as: LinkedIn,
Dropbox, Edmodo, Evernote, Meebo
Mobile, etc. The results of survey
shows some of that functions in further

part of paper.

YHAYKOBOMY CEPEJOBHUIII

[HTEpHET MapKETUHT Y HAYKOBOMY
cepenoBuIlll Oa3yeThCs HA TEXHOJIOTIT
BeO 2.0. Ileit TepmiH acoIIOETHCS 3
BeO J101aTKaMH, SIK1 CIIPUSIIOTH
IHTEPaKTUBHOCTI,
iHTEeponepabeIbHOCTI, TU3aliHy,
3py4YHOMY JIJIsi KOPUCTyBada Ta
po3BUTKY Mepexi Inrepuer. Caiitu
Ha BeO 2.0 Hamar0Th MOKJIUBICTh
KOPHUCTYBa4aM BCTYIIATH y 1aJIOT
yepes BIpTyalibHI KOMYHIKaIlliHI
KaHaJM, Ha BIIMIHY BiJl 3BHUaHUX
CalTIB, SIK1 AAIOTh 3MOTY JIUIIIE
nepensiaaTy iHGopMallito 1 KOAHUM
YUHOM HE JIal0Th BIUIMBATH HA HE.
Be6 2.0 — peBotoiiHuiA MIIAX 10
CTBOPEHHSI, CIIBIpalll, peJlaryBaHHs,
PO3MOBCIOKEHHSI KOHTEHTY,
OpIEHTOBAHUU HA KOPUCTYBaya.

Y noBiOMJICHHI MOBa UTUME TIPO
BUKOPUCTAaHHS HaWOLIbII
MOMYJISIPHUX 3aCTOCYHKIB Y
XOpPBAaTChKOMY HayKOBOMY

CepeI0BUIIII.

Sk 3apeecTpoBaHi KOpHUCTyBayl
JIiHKiz 1HYy, BU YIIpaBIsi€Te
npodinem, B SKOMY 3a3Ha4Ya€Te J1aHi

PO OCBITY, poOOTY, BMiHHs. Bu
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As a registered user on LinkedIn, you
create a profile with details about your
education, work experience and
competences. It is possible to create a
network of people from school, co-
workers and people within your

profession.

There are several different ways to use

your network on LinkedIn, e.g.:

« To keep in touch with the people
within your own network and to
always have updated
information about their current
occupation.

« Viaone of your network
contacts, you can be introduced
to an employer or business
associate of choice.

« Employers can search for
qualified people, and also get
them recommended from
contacts the employer can trust.

« Itis possible to find contacts
from a company where one
would prefer to work, and to
find information of the work
environment. (Wikipedia, 2013)

Dropbox is a file hosting service

MOJKETE CTBOPUTH MEPEXKY
KOHTAaKTiB, 0COOMCTHX Y1
npodeciifHuX.

SIK MO’KHa BUKOPHCTOBYBATH 1110
MEpEXY:

e byrtu Ha 3B’S13Ky 3 KOJIOM
BalllMX KOHTAaKTIiB, OyTH B
KypcCl iXHIX TeMepilHixX
MO3HUIIIY , 1€ BOHU 3apa3
IpaLoTh, IHPOPMYBATH iX
Ipo Baile Miciie poOOTH

e PekomeHnayBaTu uu OyTu
PEKOMEHI0BaHUM
poOOTOIaBIIEB] Uepe3 Ballli
KOHTaKTH

e PobGoTonaBiii MOXKYTh ITyKaTH
KBaJIi(pikoBaHUX
CHIBPOOITHUKIB Ta 3alIUTYBATU
Ballll KOHTAKTH Ha TIPEJIMET
peKoMeHaaI i

e MoskHa 3HalTH 1H(DOpPMAaILito
PO KOMIIAHiI0, y sKii BU
XOTUIH O MpalroBaTH.

JponOGoKC — XOCTHHTOBUI CEPBiC, 1110

KepyeThbes Koprnopauiero Ipomndoke 31 mtad

kBapTupow y CaH - @paHUHUCKO,

Kamnidopmnisa. Cepsic , 1110 103BOJIsIE

pPO3MILIYBaTH Bally 1H(GOpMaIio

NOCEPEAHUIITBOM XMAapHUX TEXHOJOTIH,

CUHXPOHI3ye Batii ¢aitian 3 HEOOX1THUM

KOMH’IOTCPOM, TaK 110 BHU 3aBXXIHU MA€TC



http://en.wikipedia.org/wiki/File_hosting_service

operated by Dropbox, Inc.,
headquartered in San Francisco,
California, that offers cloud storage,
file synchronization, and client
software. Dropbox allows users to
create a special folder on each of their
computers, which Dropbox then
synchronizes so that it appears to be
the same folder (with the same
contents) regardless of which computer
Is used to view it. Files placed in this
folder also are accessible through a
website and mobile phone applications.
(Wikipedia, 2014).

Edmodo is designed to get students
excited about learning in a familiar
environment. On Edmodo, teachers
can continue classroom discussions
online, give polls to check for student
understanding, and award badges to
individual students based on
performance or behavior. (Edmodo,
2014)

Meebo allows you to connect and chat
with friends across multiple instant
messaging networks. This free web
application works in a similar way as
Yahoo! Messenger or Windows Live

Messenger. The differences are that

JOCTYT IO OCTaHHIX BepcCiil Bammx Qaitiis.
JlocTynutuch 0 Baloi Marnku MO>KHA
yepes3 IHTepHeT a00 yepe3 MOOTbHUN

34CTOCYHOK.

Enmonno — cepenoBuiiie po3pooieHe ais
BCTAHOBJICHHSI KOMYHIKaIIi1 MiXk
BHKJIaJladyaMu Ta cTyJaeHTaMu. Hamae 3mory
JlaBaTH Ta NIEPEBIPSATH 3aBJIaHHSA,
MIPOBOJIUTH OTIMTYBAHHS, BUCTABJISATH
OIIIHKH, TOOTO 3a0e3nevye TUCTaHIliiHe

HaB4YaHHII.

Mi60 — 103BOJISIE CIIIKYBATHUCH 13 IPY35IMU
3a JIOTIOMOTOI0 MEpPEek1 MUTTEBUX
noBiioMJieHb. [Ipairtoe sik 1 3acTocyHOK AXy
abo BiHOBC MeceHxkep. Lle
0e3KOoIITOBHUI BeO n1oaaTok. Mi0o He
NOTPi1OHO 3aBAHTAXKYBATU, MOXKHA
MIIKJITFOYUTH HOTO JI0 COMaNbHUX MEPEXK 31

30epeKeHHSIM 1HTepdeiCy.



http://en.wikipedia.org/wiki/San_Francisco,_California
http://en.wikipedia.org/wiki/San_Francisco,_California
http://en.wikipedia.org/wiki/Cloud_storage
http://en.wikipedia.org/wiki/File_synchronization
http://en.wikipedia.org/wiki/Client_%28computing%29
http://yahoo-messenger.en.softonic.com/
http://windows-live-messenger.en.softonic.com/
http://windows-live-messenger.en.softonic.com/

Meebo requires no download, and you
can chat to buddies across different IM
and social media networks from the

same interface. (Meebo, 2014)

5. CONCLUSION

The rapid development of modern
telecommunication and digital
technology, and the resulting Internet
technology, provides a number of new
possibilities in e-marketing in
scientific environment.

It is possible to conclude that e-
marketing and Web 2.0 usage will
grow at a dramatic pace, especially
mobile apps, and significantly impact
on communication between proffesors,
students and researches.

5. BUCHOBOK
[IIBuaKMK pO3BUTOK CY4aCHUX
TEJIEKOMYHIKaLIMHUX Ta HU(POBUX
TEXHOJIOT1H Ta K Pe3yibTaT IHTEPHET
TEXHOJIOT1 1, BIAKpUBAE PsijT BEIUKUX
MO>KJIMBOCTEH JJISI €-MapKETUHTY Y
HayKOBOMY CEpE/IOBHIIII.
Moskemo cka3atu, 0 € — MapKETHHT Ta BeO
2.0 OyayTh BUKOPUCTOBYBATHUCH 1€
IHTEHCHBHIIIIE, 0COOJIMBO MOOUILHI JOJATKH
, TAKOK 3HAYHO 3MIHUTHCS TIPOIIEC
CIIJIKYBaHHS BUKJIaJIayuiB 1 CTYJICHTIB Ta

JTOCJIITHUKIB.




