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ABSTRACT 

 

This article examines the application of the Marketing 5.0 concept in education. Key tools are analyzed, including 

artificial intelligence, Big Data, the Internet of Things, augmented reality, automated communications, and a 

personalized approach to learning. The importance of implementing these technologies for enhancing the 

competitiveness of educational institutions and ensuring sustainability and adaptability in the context of digital 

transformation is emphasized. 
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INTRODUCTION 

The modern education system operates in a highly 

competitive, globalized, and digitalized environment. 

Educational institutions are forced to develop new 

strategies that address the needs of learners of different 

generations, as well as the demands of the labor market. 

The Marketing 5.0 concept, proposed by F. Kotler, is 

based on the synergy of technology and humanistic 

values, enabling the creation of personalized educational 

products and services. 

Marketing 5.0, based on the synergy of technology and 

humanistic values, enables education and 

communications to be tailored to the expectations of 

modern students and their parents, who base their 

education decisions not only on the quality of the 

educational program but also on service, digital 

technologies, and a personalized approach. 

By leveraging Marketing 5.0 tools such as a focus on 

customer centricity, personalized services using data and 

AI, and the use of digital technologies to create value and 

engage audiences through content marketing, social 

media, and educational platforms, educational 

institutions can increase their competitiveness in the 

educational services market. 

METHODOLOGY 

Scientific research on the organization and management 

of marketing services is conducted at leading research 

centers and higher education institutions worldwide, 

including the Northwest Regional University Association 

(UK), England International Marketing Association 

(UK), the University of Michigan, the University of 

California, and the University of Illinois (USA), the 

American Marketing Association (USA), the Center for 

Social Sciences at Seoul National University, Seoul 

Cyber University, the Institute of Historical Research at 

AJOU University (South Korea), the Russian Academy 

of Sciences (St. Petersburg, Russia), and the Russian 

Association of Marketing Services (Russia). 

The following results have been achieved on this issue: 

mechanisms for organizing marketing services in higher 

education institutions have been developed (Northwest 

Region University Association, UK); the rules, 

principles, methods and forms of marketing in education 

have been characterized (England International 

Marketing Association, UK); a model called “4P” 

(Product, market, Price, Place and Profit) has been 

developed, which for the first time covers the “Product” 
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category (England International Marketing Association, 

UK); the term “marketing” has been defined for the first 

time: “Marketing is an entrepreneurial activity related to 

establishing and organizing the flow of goods and 

services from the manufacturer to their receipt by the 

consumer” (American Marketing Association, USA); the 

“SMART-education” model has been created, ensuring a 

high level of competitive education based on the 

development of critical thinking (The center for social 

sciences in Seoul National University, Seoul Cyber 

University, Institute of historical research AJOU 

University). Mechanisms for studying consumers, 

generating demand, and organizing a system for 

stimulating sales and service were proposed (Russian 

Academy of Sciences, St. Petersburg, Russia); marketing 

functions were clarified, covering such tasks as studying 

the structure of the educational services market, 

managing the competitiveness and quality of finished 

products, implementing a targeted product policy, risk 

management, and organizing strategic and operational 

planning (Russian Association of Marketing Services, 

Russia). 

Many scholars around the world are exploring the topic 

of Marketing 5.0. In particular, Ph.D. Kotler, H. 

Kartajaya, and I. Setiawan introduced the concept of 

Marketing 5.0, which is based on the synergy of 

technology and humanistic values. They emphasize the 

role of artificial intelligence, Big Data, IoT, AR/VR, and 

automation in creating value for consumers. Their main 

idea is to use technology not for technology's sake, but to 

improve human life and society. 

S. Wahyuni analyzes how companies are using 

technology and AI to adapt marketing strategies in the 

context of digital transformation. His research utilizes a 

qualitative case study approach based on interviews, 

observations, and document analysis. He found that AI 

facilitates content personalization, automated customer 

interactions, and improved data-driven decision-making. 

However, he also identified a number of barriers, 

including insufficient infrastructure and resistance to 

organizational change, in enhancing the competitiveness 

of educational institutions. S. Wahyuni's research 

emphasizes the importance of investing in digital 

infrastructure and developing an innovative culture.   

F. González-Ferriz presents an overview of the evolution 

of marketing to version 5.0, drawing on the latest 

literature and statistical data. He concludes that 

Marketing 5.0 complements previous approaches, 

developing them through digitalization and building 

long-term relationships. The value lies in providing a 

holistic view of the theoretical and practical adaptation of 

marketing to modern digital realities. 

In the field of marketing communications for Generation 

«Z», S. Fatimah et al. are conducting research. Using a 

qualitative phenomenological methodology, it was found 

that effective Marketing 5.0 strategies combine 

technology and empathy; personalization, emotional 

engagement, and value congruence between the brand 

and the consumer create trust; integrated 

communications (IMC), which conveys a unified 

message across channels and stimulates interaction, 

strengthens consumer loyalty. . 

Also, such foreign scholars as P. Drucker, M. Gordon, J. 

R. Evans, H. Fayol, R. Kaplan, Ph. Kotler, G. Lettau, R. 

Nelson, R. Thompson, W. Sarges, S. Winter have 

thoroughly studied the organizational and 

methodological approaches, theoretical and practical 

aspects of marketing services, and developed their 

theoretical and methodological foundations. The 

scientific research of such scholars as J. Burnett, E. Dihtl, 

J. Egan, B. Gardner, E. Grafton, M. Kinnel, Ch. 

Lovelock, J. Lambin, J. McDougal, E. D. McGarry, S. 

Moriarty, P. Morris, M. E. Porter reflects the scientific 

and theoretical foundations and methodological aspects 

of marketing strategy and improving the competitiveness 

of economic entities. 

RESULTS AND DISCUSSION 

Marketing 5.0 is defined as the next stage in marketing 

evolution—the integration of advanced technologies (AI, 

Big Data, IoT, AR/VR, etc.) with a humanistic approach 

to people and society. The key premise is that technology 

is used not for technology's sake, but to improve quality 

of life, enhance the relevance of offers, and build long-

term relationships. This definition and framework are 

provided by Kotler et al. 

Marketing 5.0 relies on three strategic technology effects: 

(1) personalization—the ability to offer a customized 

learning/marketing solution; (2) predictability and 

proactivity—the ability to anticipate needs; (3) 

immersion and trust—creating experiences and 

strengthening the brand. The combination of these effects 

allows educational institutions to differentiate 

themselves, increase student retention, and build long-

term partnerships with employers. Empirical research 

shows that the implementation of individual Marketing 

5.0 components positively correlates with marketing 

effectiveness, but the effect depends on the industry 

specifics and the degree of technology integration. 

Let's look at the key tools of Marketing 5.0: 

Big Data and learning analytics; 

Artificial intelligence (AI); 

Predictive and contextual marketing; 

AR/VR — immersive technologies; 

Internet of Things (IoT) and smart campus; 
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CRM, marketing automation, and omnichannel 

communications; 

Blockchain and verification of digital academic 

achievements; 

Digital branding, SMM, and experience marketing; 

Ethics, privacy, and regulation (an integral part of 

implementation). 

Big Data and Learning Analytics – vast, diverse data sets 

(e.g., academic performance, LMS behavior, clicks, 

demographics, feedback, job postings) and the methods 

for processing them – from descriptive statistics to 

predictive machine learning. The Big Data and Learning 

Analytics algorithm is shown below (Figure 1). 

 

 

Figure. 1. Big Data and analytics algorithm. 

Data collection includes: LMS logs, assessments, 

surveys, sensor data (IoT), and public labor market data. 

Data storage/processing includes: data warehouses/data 

warehouses, ETL pipelines. 

Data analytics includes: description → diagnostics → 

forecast → prescription (actionable insights). 

Solution implementation is based on dashboards, 

recommendation engines, and automatic triggers (e.g., 

the "at-risk" alert). 

The field of learning analytics/educational data mining 

actively documents that analytics increases faculty 

awareness and enables early identification of at-risk 

students, improving retention, and adapting courses. 

Large bibliometric reviews confirm the growth of 

research activity and practical case studies. 

By using Big Data and learning analytics, educational 

institutions increase their competitiveness through 

personalized learning tracks, the development of in-

demand educational programs (better employment is a 

strong competitive advantage), and rapid feedback from 

students, which, in turn, improves service quality and 

reputation. 

Implementing Big Data tools requires a gradual 

approach. The optimal solution is to launch a pilot project 

in one of the organization's key areas of activity (e.g., 

educational program management, student marketing, or 

alumni support). This approach allows you to test 

hypotheses, identify potential risks, and adjust your 

strategy before scaling. 

To evaluate the effectiveness of the pilot, it is 

recommended to use end-to-end KPIs: 

Retention (customer/student retention) – shows how 

successfully the organization is engaging with its current 

audience. 

Completion (training or service completion) – reflects the 

quality of the product provided and its compliance with 

expectations. 

Employability (employment or practical effectiveness) – 

a key indicator in education and HR, demonstrating the 

value of the product for society and the labor market. 

Using end-to-end metrics allows you to link the 

organization's strategic goals with specific digital 

solutions. 

Today's consumers, students, and employees are 

increasingly concerned about how their personal 

information is used. Therefore, when implementing 

analytical systems, it is essential to develop an open and 

ethically sound data policy. This policy should include: 

Clear rules for collecting and processing information; 

The ability of users to control the use of their data; 

Mechanisms for protecting against unauthorized access; 

Explanation of how data helps improve the quality of 

services provided. 

Such transparency increases trust in the organization, 

builds a strong image, and enhances competitiveness in 

the marketplace. 

Even the most advanced Big Data tools will be 

ineffective without specialists capable of correctly 

interpreting data. The following is necessary: 

Training professional analysts (data scientists, data 

engineers, business analysts) capable of working at the 

intersection of technology and business; 

Increasing the digital literacy of managers and educators 

Data collection
Storage/processi

ng
Analytics

Implementation 
of solutions
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so they can use analytical reports to make strategic 

decisions; 

Developing an internal analytical culture—the ability to 

see the value of data and make decisions based on facts, 

not just experience or intuition. 

In the long term, this will lead to a reduction in 

management errors, increased effectiveness of marketing 

strategies, and the development of sustainable 

competitive advantages. 

Therefore, the implementation of Big Data and analytics 

within the framework of Marketing 5.0 must be step-by-

step, transparent, and based on the development of 

human capital. Only then will technology work not for 

the sake of technology, but to improve the quality of 

educational and social practices. 

Artificial intelligence (AI)—from chatbots to adaptive 

systems—is a set of methods (machine learning, NLP, 

recommenders, generative models) that automate data 

processing and decision making/support. In Marketing 

5.0, AI is the key to scalable personalization and 

automation of communications. 

The mechanisms of Artificial Intelligence (AI) include 

the development of a recommendation system that offers 

courses/modules tailored to a student's profile; adaptive 

trajectories that adjust the difficulty of materials to their 

progress; chatbots/virtual assistants that include 

automated initial contact, FAQs, and consultation 

booking; and generative models that prepare visual 

materials, supporting tests, and scenarios. 

Research on AI in marketing and education shows 

increased interaction efficiency and user experience, but 

notes challenges in validating pedagogical effects and 

risks of improper application (bias, misinterpretation of 

results). 

The use of AI in education reduces operational costs 

(automation of routine tasks), improves the 

applicant/student experience (quick responses, 

recommendations), and enables differentiation through 

"smart" services. 

AI is recommended for use as an "assistant" 

(augmentation), not as a substitute for a teacher, for 

model auditing, data quality control, and explainability 

policies. 

Predictive and contextual marketing. Predictive 

marketing uses models to predict behavior (who will 

enroll and who will drop out of a course), while 

contextual marketing delivers the right message at the 

right moment (time, place, state) . These paradigms are 

the central components of Marketing 5.0 as empirically 

described. Together, within Marketing 5.0, they enable us 

not only to respond to audience demands, but to 

anticipate needs and deliver relevant, personalized offers 

"here and now." 

Why is this important? 

First, every user interaction with an educational platform 

or website creates a digital footprint. Clicks, page views, 

time spent in the LMS, downloads of educational 

materials, forum participation, survey responses, even 

geolocation and devices used—all of this creates a unique 

behavioral profile of the student or applicant. Systematic 

collection and storage of this data creates so-called data 

lakes—datasets that can later be used for analytics. 

Secondly, from a scientific perspective, predictive 

analytics relies on statistical modeling and machine 

learning methods, which enable the identification of 

hidden patterns in large data sets. For example, logistic 

regression or gradient boosting algorithms can be trained 

on historical data containing both successful graduates 

and students who dropped out of a program. Based on 

this, a model is built that can calculate the probability of 

dropping out for a new student (e.g., p=0.23). This 

numerical probability serves as a signal for 

administration to intervene promptly, assign tutoring 

support, or offer a customized trajectory. 

Third, traditional marketing often suffers from "noise"—

users receive messages that are irrelevant to them. 

Contextual marketing solves this problem by delivering 

messages precisely when the user is most receptive. For 

example, if a student is searching for materials on a 

complex topic late at night, the system might offer them 

a webinar recording on the topic or a chat with a 

professor. This approach significantly increases click-

through rate (CTR) and conversion rate (CR), reduces 

cost per acquisition (CPA), and, most importantly, 

creates a sense of caring for the user. 

The following can be considered as key components of 

predictive and contextual marketing (Figure 2). 
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Figure 2. Components of the system (architecture) of predictive and contextual marketing. 

Data collection includes sources such as LMS, CRM, 

applicant applications, social media, website behavior, 

surveys, and employer data. 

Data storage and preparation are performed through 

ETL/ELT: cleansing, normalization, and unification by a 

single ID (student/applicant). 

Analytics and models include descriptive reports, 

diagnostic and predictive models 

(classification/regression), and prescriptive logic. 

A context engine/real-time triggers analyze rules and 

events. For example, "a user opened page X and spent 

more than 5 minutes there, which means we should send 

them a webinar invitation." 

Delivery channels can include email, push notifications, 

SMS, chatbots, personalized website blocks, and offline 

events. 

Monitoring and A/B testing are performed to evaluate 

effectiveness: KPIs, deviation monitoring, and 

adjustments. 

To conduct these studies, it's necessary to select the right 

tools and resources, such as Python (pandas, scikit-learn), 

Jupyter, and PostgreSQL for small pilots, and cloud ML 

services (AWS SageMaker, Google AI Platform, Azure 

ML) and Kafka for streaming for scalability. For real-

time contextual rules, use dedicated engines (e.g., open-

source rule engines) or commercial CDPs/MAs 

(Customer Data Platforms / Marketing Automation) with 

real-time trigger support. 

An educational institution can evaluate the effectiveness 

of predictive and contextual marketing in practice first 

through the model's technical metrics, where the main 

criterion is the educational impact, i.e., reduced churn, 

increased course completion, and increased employment. 

Then, it's imperative to compare the results with the  

control group (those who did not receive the intervention) 

and measure long-term effects (not just instantaneous 

CTR). 

Thus, predictive and contextual marketing involves the 

systematic collection of signals, accurate and precise 

statistics, and the thoughtful delivery of messages at the 

moment when consumers of educational services really 

need them. In the educational context, this helps not only 

attract students but also support their success, adapt 

programs to market demands, and make learning more 

human—all while maintaining transparency, an ethical 

approach, and quality control of data and models. 

AR/VR — immersive technologies (from the English 

word "immersive") — refers to digital solutions that 

create the sensation of presence in a virtual or augmented 

environment. The key areas of AR/VR immersive 

technologies are: 1. VR (Virtual Reality) – a virtual 

reality in which a person is completely immersed in an 

artificially created world using a VR headset or helmet. 

The environment is replaced by a 3D model with which 

the user can interact. 2. AR (Augmented Reality) – an 

augmented reality in which the real world remains in the 

background, but digital objects, cues, or instructions are 

superimposed on it (for example, Pokémon Go or AR 

glasses that display information about equipment details). 

3. MR (Mixed Reality) – a mixed reality, an advanced 

form of AR, where virtual objects are not simply 

superimposed on the world, but "interact" with it (for 

example, a virtual object can stand on a real table and 

respond to hand movements). 

All these approaches create an immersive experience—a 

sense of presence, involvement, and reality. Simply put, 

instead of reading about how a motor works or how to 

operate on a patient, students can "be inside" the process, 

practice, and make mistakes without risk. 

Research (Freina & Ott, 2015; Radianti et al., 2020) 

Data collection
Data storage and 

preparation
Analytics and models

Context engine/real-
time triggers

Delivery channels
Monitoring and A/B 

testing
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shows that: 

VR training increases retention rates by 30–40% 

compared to traditional lectures; 

AR cues reduce the time it takes to complete complex 

procedures by 20–30%; 

Students' emotional engagement is higher, which 

correlates with motivation to continue the course. 

AR/VR is a powerful immersive learning tool that not 

only improves knowledge acquisition but also reduces 

the risk of errors in real-world practice, making learning 

more engaging. 

However, their implementation requires investment, 

sound instructional design, and staff training. From a 

scientific perspective, these technologies should be 

considered as part of Marketing 5.0 and the digital 

transformation of education, as they enhance a 

university's competitiveness, attract students and 

employers, and create a unique user experience. 

The Internet of Things (IoT) and the Smart Campus. 

Today's higher education system faces challenges such as 

improving the quality of education, efficient use of 

resources, and enhancing the student experience. Digital 

transformation in education extends beyond document 

automation and LMS implementation. Leading 

universities worldwide are embracing the concept of a 

"smart campus," where real-time data informs 

management decisions. 

The key technological driver of this transformation is the 

Internet of Things (IoT)—a network of devices and 

sensors integrated into a digital ecosystem that enables 

continuous data collection, analysis, and automatic 

responses to environmental changes. 

The Internet of Things (IoT) is a concept that involves 

connecting physical objects to the internet to exchange 

data without human intervention. From a scientific 

perspective, the IoT forms a cyber-physical system where 

sensors collect data (temperature, CO₂, human 

movement, equipment loading), gateways and cloud 

platforms transmit and process the data, and actuators 

change the environment (turn on lights, regulate the 

climate, open doors). 

Today, in the context of education, the IoT is used to 

automate attendance (RFID, biometrics), monitor and 

optimize energy consumption, intelligent campus 

navigation, ensure security (video surveillance systems 

with AI analytics), monitor academic activity, and predict 

risks (e.g., expulsion). 

The main components of a smart campus may include: 

Smart classrooms – automatic control of temperature, 

lighting, and multimedia. 

Sensor monitoring systems – collecting data on 

classroom and equipment usage. 

Predictive analytics – load modeling and schedule 

optimization. 

Student services – mobile apps for notifications and 

routing. 

LMS integration – automatic attendance marking and 

personalized recommendations. 

Based on the above, we can conclude that a "Smart 

Campus" is an intelligently managed educational 

environment in which IoT, Big Data, and AI enable 

adaptive resource allocation, improved service quality, 

and personalized student experiences. IoT and the "Smart 

Campus" concept are not only a technological innovation 

but also a strategic tool for enhancing university 

competitiveness. The use of real-time data enables more 

informed management decisions, increased resource 

efficiency, and improved educational quality. 

From a scientific perspective, the integration of IoT into 

the educational environment creates a data-driven 

university, where digital technologies and analytics 

become key elements of the educational strategy. 

CRM, Marketing Automation, and Omnichannel 

Communications. CRM (Customer Relationship 

Management) is a concept and system for managing 

customer relationships that involves the centralized 

collection, storage, and analysis of data across all 

customer touchpoints. In the educational environment, 

the customer is an applicant, student, graduate, or 

employer partner. 

According to the Marketing 5.0 concept (Kotler et al., 

2021), the goal of an educational organization is to create 

a unique student experience based on data and 

technological solutions. Among the tools supporting this 

strategy, CRM, marketing automation, and omnichannel 

communications occupy a prominent place. Marketing 

automation refers to the use of software to automatically 

launch communications based on specified triggers, 

while omnichannel communications is a strategy in 

which communications with clients occur across all 

available channels (email, instant messaging, social 

media, phone calls), yet are integrated into a single 

system. 

CRM systems allow you to build an admissions funnel 

and manage conversion at every stage, segment your 

audience and offer relevant programs, track interaction 

dynamics (applications, calls, event participation), and 

predict student dropout risk based on academic 
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performance and activity data. These systems enable you 

to develop personalized student engagement strategies, 

increase the effectiveness of marketing spend, and 

strengthen your university's competitive position. 

From a scientific perspective, these tools represent an 

information management system that provides feedback 

and process optimization based on data, which 

corresponds to the principles of cybernetics and strategic 

management in education. 

Blockchain and the verification of digital academic 

achievements. The digitalization of education is leading 

to an exponential growth in the volume of data on 

educational outcomes—from diplomas and certificates to 

micro-qualifications and digital badges. However, 

traditional storage systems are often vulnerable: 

documents can be forged, and verifying their authenticity 

requires time and resources. Therefore, blockchain 

technology, first proposed by N. Satoshi in 2008 for 

cryptocurrencies, is now seen as a universal tool for the 

reliable verification of academic data. 

Blockchain is a distributed, immutable digital ledger that 

stores data in linked, cryptographically protected blocks. 

Its use in education allows for the creation of a unified 

repository of student digital achievements (diplomas, 

certificates, badges), ensuring the transparency and 

immutability of records (making them unforgeable), 

simplifying verification procedures for employers and 

universities, and promoting the concept of lifelong 

learning by storing learning histories throughout life. 

This system also enables the verification of digital 

academic achievements, such as diplomas and 

certificates issued electronically, certificates of 

completion of online courses (Coursera, edX, Udemy), 

micro-credentials and digital badges (micro-credentials, 

open badges), and data on participation in research 

projects, competitions, and internships. Verification of 

this data in traditional systems requires contacting the 

university or the Ministry of Education, whereas 

blockchain makes verification instant and accessible 

through an open ledger. 

Thus, blockchain represents a fundamental technology 

capable of increasing trust in educational data, 

simplifying verification procedures, and stimulating the 

development of the continuing education market. Despite 

technical and legal barriers, the introduction of 

distributed ledgers into education is a logical step in 

digital transformation. 

From a scientific perspective, blockchain acts as a trust 

infrastructure, ensuring transparency and accountability 

of educational outcomes, consistent with the principles of 

open education and global student mobility. 

Digital branding, social media marketing, and experience 

marketing. Modern competition in the education sector 

extends beyond academic quality to encompass brand 

perception, digital reputation, and student emotional 

engagement. A strong digital brand becomes a factor in 

building trust and attracting students. 

Digital branding is a strategic effort to create a unique 

digital identity online. Key elements include visual style 

(logo, colors, typography, UI/UX of websites and apps), 

brand voice (tone of communications, social media 

posts), and value proposition (unique advantages of the 

university). 

SMM is the systematic use of social media (Instagram, 

Telegram, LinkedIn, etc.) to build a dialogue with 

stakeholders. 

Effective SMM for a university includes storytelling 

(stories of students, alumni, and faculty), user-generated 

content (posts from students themselves, reposts of their 

achievements), targeted advertising (attracting applicants 

through lookalike audiences), and engagement analytics 

(likes, reposts, comments, CTR, and ER). 

Experience marketing in education focuses on creating 

emotionally rich touchpoints with the brand—from the 

first website visit to graduation. Key practices include 

immersive events (open days in AR/VR format), 

personalized communications (emails addressed by 

name, tailored course recommendations), and community 

management (creating a sense of belonging to the 

university through clubs, forums, and groups). 

Universities such as Harvard, Oxford, and the National 

University of Singapore are proving the effectiveness of 

digital branding, social media marketing, and experience 

marketing (using Instagram Reels and TikTok increases 

Gen Z's interest in the university; chatbots and AI 

assistants reduce the burden on admissions committees 

and improve user experience; branded challenges 

stimulate organic growth). 

The combination of digital branding, SMM, and 

experience marketing are complementary tools for 

building an educational institution's competitiveness, 

enabling increased brand awareness, increased 

engagement, improved enrollment conversion rates, and 

strengthened alumni engagement. Their effective 

integration creates a lasting emotional connection 

between students and the university, strengthens its 

digital reputation, and increases applicant flow. 

Ethics, privacy, and regulation (an integral part of 

implementation). The digitalization of education is 

accompanied by the mass collection of student data: 

attendance, test scores, LMS clicks, social media activity, 

and employment data. This data is used for predictive 

analytics, personalized learning, and adaptive 

recommendations. 
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However, the question arises: how to ensure the ethical 

and secure handling of students' personal information? 

Contemporary researchers (Floridi, 2022; Mittelstadt et 

al., 2016) identify key principles of digital ethics: 

Transparency: Students must understand what data is 

being collected and for what purpose. 

Consent: Data processing is only possible with informed 

consent. 

Fairness: Algorithms must not discriminate based on 

social, ethnic, or gender characteristics. 

Accountability: The educational institution is responsible 

for the results of automated decisions. 

Students' personal data is considered sensitive. 

Protection measures include: 

anonymization and pseudonymization of data before 

analysis, 

restricting access to information on a need-to-know basis, 

secure storage (encryption, distributed systems), 

retention periods—data deletion at the end of the 

educational cycle. 

Ethics, privacy, and regulation are not secondary but key 

elements of the digital transformation of education. 

Without respecting students' rights to data protection, it 

is impossible to build trust in digital platforms. A 

harmonious combination of technological innovation, 

legal norms, and ethical standards will create a 

sustainable, secure, and humane digital educational 

ecosystem. 

CONCLUSIONS 

An analysis of the application of Marketing 5.0 tools in 

education suggests that their integration is becoming a 

key factor in enhancing the competitiveness of 

educational institutions in the digital economy. Predictive 

analytics and personalized communications enable a 

more accurate understanding of student needs and prompt 

responses to risks (such as dropouts or low engagement). 

AR/VR technologies and IoT create immersive and 

interactive educational experiences, increasing student 

satisfaction and the attractiveness of the university brand. 

CRM systems and omnichannel communications ensure 

continuous support for students throughout the entire 

lifecycle—from initial contact to graduation—building 

loyalty and encouraging referrals. Blockchain and digital 

verification of achievements create a trust infrastructure 

and facilitate the international recognition of 

qualifications. 

However, the use of these tools requires adherence to 

ethical principles, transparency, and personal data 

protection, as well as investment in developing the 

competencies of analysts and marketers. It is advisable 

for educational institutions to begin implementing 

Marketing 5.0 with pilot projects, establishing end-to-end 

KPIs (retention, completion, employability), and 

gradually scaling up successful practices. 

Taken together, these measures help build a sustainable 

digital brand, increase student engagement, reduce 

student acquisition costs, and, as a result, strengthen the 

educational institution's market position. 
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