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Abstract — Technology continues to impact every aspect of 

our lives and the education sector is no exception. Students 

spend the majority of their time on their laptops, phones and 

tablets, so referring them to resourceful websites is an effective 

way of being digitally up to date. The creation of an online 

community where academic staff and students can be online 

discussing topics and ideas and implicitly keep the learning 

process going even after the classes are finished. The 

transformation of Saint Petersburg Electrotechnical 

University’s communication strategy, as a part of the 

development of engineering education in the context of 

digitalization is reviewed in the article. The main 

characteristics of Society 5.0, Industry 4.0, sixth wave of 

innovation, University 4.0, University 20.35 are presented. The 

meaning and use of such words as "digitalization", "human 

capital", "emotional intelligence", "smart class", "lifelong 

learning", "university for life" and others are given. A 

strategic approach for promoting engineering professions in 

the international market of higher education based on six key 

principles: customer centricity, partner centricity, data 

governance, research and development, value and digital 

culture, is revealed. Different examples and numbers 

connected with ETU "LETI" and Honoris United Universities 

by each of these key principles are given in the article. The 

necessity of collaboration between teaching methodology and 

technology, in order to enhance the interrelated quality of 

teaching and learning for effective digital transformation are 

shown. University communication strategy has a direct impact 

on the development of the University and on key indicators 

that are formulated in the system of assessing the activities of 

the University at the State and international level. Thus, on the 

basis of the developed communication strategy all 

communications activities of the universities are carried out 

quite successfully and communication tools and channels are 

adapted to the constantly transforming portrait of the 

university's target audiences. 
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I. INTRODUCTION  

The Secretary-General of the United Nation‟s report  
"We are the people the role of the United Nations in the 21st 
century”, published in March 2000, is the main international 
document in which the major, global challenges of our time 
are represented. The whole world is guided by it when 
forming development strategies in various fields. In this 

article the main focus is made on issues related to the 
development of communication strategies for engineering 
education system in the era of global digitalization [1]. 

We are gradually entering the era of Society 5.0 (“smart 
society”) characterized by a digital transformation for 
creating a new technological society, based on artificial 
intelligence systems to solve social problems through the 
integration of physical and cyberspaces [2]. In the era of 
Industry 4.0 prosperity (4th Industrial Revolution) we 
observe combination of modern information and 
communication technologies with production equipment and 
automation tools, aimed at organizing and controlling the 
entire value chain throughout the entire production cycle of 
products and services [3]. In the period of transition to the 
sixth wave of innovation  the economic cycle is characterized 
by certain agreed on technical levels of processing resources 
and the release of final products corresponding to the type of 
public consumption, and based on the achieved scientific and 
technological potential and resources of skilled 
labor[4].These approaches led to redesign of education 
systems:  such concepts as University 4.0 and 20.35 are 
developed. Universities are reviewed as bi-digital ones that 
provide professional human development for the digital 
economy. Such universities actively dominate in 
communication activities and are specialized in training 
leaders of companies, professionals for global markets. 
Online training is also a feature of these universities, when 
educational modules are assembled individually in various 
educational institutions, taking into account the existing level 
of competence; full-time and part-time training; instead of a 
diploma a digital profile of competenciesis introduced. These 
features are incorporated in the digital economy program [5]. 

Often we hear such various words as “digitalization” or 
related to this. How can terms like "digitalisation" be 
understood in the modern world? 

Digitization is a change in the paradigm of how we think, 
how we act, how we communicate with the external 
environment and with each other. Thus technology 
represents the tool rather than the goal, albeit a tool that must 
be mastered and developed. Communication strategies 
represent the main goal of the digital revolution. According 
to many world experts, the main aspect of the digital 
revolution is not the new technologies themselves, but 
changes in the way of thinking and communication strategies 
[6]. 
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Today, the importance of the intellectual component of 
“human capital” is sharply increasing as a requisite for 
achieving work efficiency, the individual professional factor, 
social and motivational aspects of activity. 

II. RESEARCH 

In today's world much attention is paid to information as 
one of the main resources of human. Information is both a 
goal and a mean of communication. The developed 
communication strategy is the basis of digital transformation 
in society as a whole and in educational universities in 
particular. 

Technology continues to impact every aspect of our lives 
and the education sector is no exception. The urge for 
developing effective and innovative teaching methods is 
inevitable, as technology dominates every area of the lives of 
students and academic staff, therefore, education needs to 
accommodate their expectations by incorporating technology 
in the learning process.  

Students spend the majority of their time on their laptops, 
phones and tablets, so referring them to resourceful websites 
is an effective way of being digitally up to date. Also, the 
introduction of the „smart class‟ concept is one of the most 
innovative teaching methods around. 

Academic staff shifted from whiteboards, markers and 
chalk to making use of video projectors and TVs to display 
tutorial videos and documentaries. Therefore, casual 
classrooms have changed to an interactive digital session, 
where students are more engaged and emotionally involved. 

The creation of an online community where academic 
staff and students can be online discussing topics and ideas 
and implicitly keep the learning process going even after the 
classes are finished.  

Universities and as an example St. Petersburg State 
Electrotechnical University "LETI" (ETU "LETI"), as part of 
the development of engineering education in the context of 
digital transformation, implements a communication strategy 
for promoting engineering professions in the international 
market of higher education, in six key principles: Customer 
Centricity, Partner Centricity, Data Governance, 
Research&Development (R&D), Value and Digital culture 
[7]. 

The first approach, Customer Centricity, serves to 
understand the needs of the university target audiences, with 
the help of such tools as analytics, variability, adaptability 
and forecasting. For example, for such a target market as 
African countries, this year we developed educational 
modules for their needs specifically and organized winter 
schools at ETU "LETI" for the first time. It is necessary to 
mention and demonstrate student‟s feedback on the results of 
this work: «My name is Yassine Ben Slimen. I‟m 24 years 
old and I‟m from Tunisia. I study at the Tunisia University 
Central on the second year of bachelor degree program in 
management. My Winter School program was “Intercultural 
Communication in Business”. I chose it because I‟m 
interested in business. I wanted to know more about Russia 
and Russian traditions. So I decided to combine business 
with pleasure. The program of the Winter School is a high 
quality educational program. There were attentive academic 
staff, they are always ready to support, explain the mistakes 
and help to correct them. I wish to spend more time here. 
The excursion part of the program was interesting and 

attractive. I enjoyed myself a great deal. I like everything in 
Saint Petersburg. I consider the combination of educational 
program with excursions a great idea for the Winter School. 
Saint Petersburg is great, great, great! I wish to return to St. 
Petersburg and finish my studies here. LETI is like my 
university in Tunisia. I'm in my family»[8]. 

Obviously, with this approach, it is possible to improve 
the efficiency of communication in the era of Society 5.0 
significantly and respond to rapid changes in the market of 
educational services quickly. At the same time, it is 
necessary to focus on the changing portrait of the main target 
market constantly, and adapt to the rapidly changing 
consumer and communication cultures. 

Even though the educational model is moving away from 
having a lecturer centered system, the latter is still to a 
certain extent a focus when it comes to providing particular 
traits within the classroom: more specifically emotional 
intelligence. 

An emotionally stimulated classroom environment 
combines opportunities for higher-order 
thinking/questioning, multi model means of learning new 
concepts and most importantly 'exciting' academic staff. This 
will lead to more engagement with the content being taught 
and the student becomes a part of the learning process in an 
active sense. 

The second principle, Partner Centricity, is the principle 
of flexible integration, which allows organizations to find 
non-standard breakthrough solutions in developing their 
products and services through collaborations and integrations 
with companies and partner universities [9]. For example, in 
partnership with Universite Centrale Honoris United 
Universities [10], we are implementing an educational 
module: “Wireless communication and MIMO technology” 
as part of our English-language Master Degree Program “RF, 
Microwave and Terahertz Engineering of Wireless Systems”, 
thereby attracting students from African countries. It allows 
us to position the quality of education at ETU "LETI" and 
enter new markets and audiences. 

The third principle is Data Governance. Based on the 
data, the behavior of the target market is being modelled 
today, demand is predicted, preferences are being formed, 
and even products and services are being adapted [11]. 

For several years now, starting from 2014, our University 
has been conducting research on the impact of digitalization 
on such target audience as applicants. We use a variety of 
communication tools and techniques for different countries. 
According to the analysis carried out by our service of 
sociological and psychological support of the educational 
process, for communication with applicants from Russia the 
most promising social networks are Instagram and Youtube 
(Table 1). 

TABLE I.  EVALUATION OF THE INFORMATION VALUE OF SOCIAL 

NETWORKS  

Social 

networks 

Significance of the service 

Averag

e score 

2014 

Averag

e score 

2015 

Averag

e score 

2016 

Averag

e score 

2017 

Average 

score 

2018 

VKontakte - - - 4,54 4,64 

Instagram 2,13 2,71 3,03 3,16 3,27 

Youtube 2,75 3,25 3,37 3,46 3,59 

Facebook 2,48 2,43 2,47 2,40 2,23 
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Twitter - - 2,54 -  

Service of sociological and psychological support of the educational process 

 

Since October 2018, we began to pay more attention to 
the English version of Facebook, because this social platform 
is popular among English-speaking audiences, and now we 
see the reaction of applicants from other countries who came 
to winter schools and are interested in Master Degree 
programs. Moreover, according to the research among 
Russian universities, we are ranked 8th by the quality of 
university representation on social media [12] . 

In addition to social networks, web-sites and portals for 
applicants with detailed information, including analytical 
information on universities (Table 2), are no less in demand. 

TABLE II.  ADDITIONAL INTERNET RESOURCES USED BY APPLICANTS 

Sites and 

Portals 

Use of additional Internet resources 

2015 2016 2017 2018 

Ege.edu 38% 34% 33% 41% 

Учеба.ру 16% 23% 21% 21% 

others 46% 43% 46% 38% 
Service of sociological and psychological support of the educational process 

 

The fourth principle is the introduction of innovations or 
Research and Development (R&D). Universities and 
scientific organizations are considered as the main 
integrators of innovation processes in the country. At the 
same time, they themselves need to introduce innovations 
into their managerial processes [13]. Thanks to modern 
methods of project management and analytics, this task can 
be realized through the formation of innovation and 
innovation centers in companies, the essence of which is 
regular work on finding and testing new directions for the 
development of organization, products and solutions. One of 
the innovative trends of our University is to introduce a 
system of interaction between: School - Institution of 
Secondary Vocational Education - University- Enterprise, 
based on the integration of the resources and efforts of 
subjects in order to form professional competencies through 
practice-oriented educational activities aimed at meeting the 
needs of the existing and projected labor market. ETU 
“LETI” and our partner shave implemented major projects, 
such as the Regional Network Resource Development Center 
of the Leningrad Region “Kudrovo” - “School-Technopark”, 
Gazprom-classes, Gazprom‟s Industrial Olympiad and 
others, which are not only impart the skills necessary for 
high-quality engineering education and effective work in a 
digital society for schoolchildren, but also increase the 
recognition of our University among its target markets. 

The fifth principle is Value. Now it becomes crucially 
important for the main target market to purchase products 
and services fully and remotely, to receive operational 
support on around the clock basis and without visiting 
organizations [14]. A few years ago during university 
enrollment campaigns we introduced around the clock 
support for applicants, realizing that there is such a need for 
operational support of our target audience and really 
benefited from it. 

As a result of the annual study of the main target 
audience of ETU “LETI”, a portrait of our University 
entrants illustrating their needs and insights, was drawn up. 
The greatest influence of digitalization is observed in the 
positive dynamics of the choice of electronic means of 

communication, including the use of remote resources (Table 
3).  

TABLE III.  ADDITIONAL INTERNET RESOURCES USED BY APPLICANTS 

What method of obtaining 

organizational information do 

you prefer? 

Average score 

2017 2018 

Orally from academic staff / at 

meetings / in the dean's office / 

from classmates 

4,31 4,35 (+0,4) 

In social networks 4,02 
 

4,09 (+0,07) 

Written (in the form of memos, 

manuals, etc.) 
3,75 3,69 (-0,06) 

In the form of messages to personal 
email 

3,57 
 

3,64 (+0,07) 

Service of sociological and psychological support of the educational process 
 

When working with educational information, the 
majority of respondents (58%) prefer to use electronic 
resources of the library rather than visit it offline. 

Another example Honoris United Universities is a 
panafricain University, where academic staff and students 
are in different countries, but digitally at the same place and 
33 000 students from different countries of Africa can get 
education, using modern technologies.  

The sixth principle is HR-strategy and culture of 
innovation (Digital culture). The main problems on the way 
to the successful transformation of organization are the lack 
of motivation and willingness of employees to change 
anything [15].The transformation process led to business and 
educational approaches change, the need for continuous 
development and staff development in the context of lifelong 
education have arisen. 

Although 'lifelong learning' or 'university for life' 
concepts can be used in a variety of contexts, we can sum it 
up in the continuing education and training, social inclusion 
and individual opportunities for personal growth. That is: 
resulting qualifications are important, but keeping up with 
the developments and ever changing modes of learning and 
education are equally as important. Practical cases of lifelong 
learning skills can range from personal traits like critical 
thinking and adaptability to interaction based skills like 
collaborations and venturing with new collective projects. 

III.  CONCLUSION  

Any strategy as an integrated model of action should be 
consistent with the stated goals of the organization and 
organization strategy. The main goal of the communication 
strategy itself is to ensure a stable and effective activity in 
shaping demand and promoting goods and services to the 
market in order to meet the needs of the target market and 
generate profits.  

Effective digital transformation necessitates a 
collaboration between teaching methodology and 
technology, in order to enhance the interrelated quality of 
teaching and learning. 

Our analyses of the existing communication activities of 
ETU “LETI” in accordance with these six principles of 
development allowed us to revise the advertising and PR 
activities of the University and move to targeted efforts to 
develop a University communication strategy.  
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According to a strategic approach for promoting 
engineering professions in the international market of higher 
education, six key principles are highlighted: customer 
centricity (it serves to understand the needs of the university 
target audiences), partner centricity (it is the principle of 
flexible integrations and collaborations with companies and 
partner universities), data governance (it based on the data, 
the behavior of the target market, which can be predicted, 
formed and adapted), research and development (universities 
and scientific organizations are considered as the main 
integrators of innovation processes in the country), value 
(possibility to get products and services fully and remotely 
and to receive operational support on around the clock basis) 
and digital culture (change of business and educational 
approaches, stimulating the needs for continuous 
development and staff development in the context of lifelong 
education), which is revealed in this article.  

University communication strategy has a direct impact on 
the development of the University and on key indicators that 
are formulated in the system of assessing the activities of the 
University at the State and international level. They include 
promotion of university in Russia and international 
environment, the availability of published research papers, 
materials, including the results of joint work with 
international scientists, the percentage of invited foreign 
scientific and pedagogical academic staff for the 
implementation of educational programs in topical areas of 
scientific activity, as well as joint advanced research and 
development, the share of foreign students who chose our 
University for vocational education and other. 

Thus, on the basis of the developed communication 
strategy all communications activities of the university are 
carried out quite successfully and communication tools and 
channels are adapted to the constantly transforming portrait 
of the university's target audiences. 
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