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The article substantiates a digital model for managing the admission campaign as a tool for forming the
revenue base and increasing the economic performance of the university. Its relevance is determined
by competition in the educational services market, demographic constraints, and the need for stable
cash inflows. The architecture of an integrated digital platform for applicant support is analyzed, and
its impact on application conversion, financial cycle completion, and administrative cost optimization is
assessed. The methodology is based on economic and structural-functional approaches. The results
showed that the integration of digital services and financial modules increases the monetization of
digital traffic, the predictability of cash flows, and provides economies of scale, which strengthens
the financial sustainability of the university. The findings can be used to improve digital admission
management strategies in higher education institutions.
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Y cmammi po3e/isiHymo yughposy MOO€e/Ib yrpas/iiHHSI BCMYMHOK KaMnaHieto 3akaady sulyoi
ocsimu siK iHempymeHm ¢hopMyBsaHHsi OOXOOHOI 6a3u ma MioBULEHHS] eKOHOMIYHOI pe3y/ib-
mamusHOCMI  yHiBepcumemy 8 ymosax Yughposoi mpaHcehopmayii 0C8imHL020 cepedosu-
wa. Memoro pobomu € 06rpyHMyBaHHsI KOHYENmyasibHUX | Mpuki1adHux 3acad yughposizauir
BCMYy SIK KEPOBAHO20 MPOUECY CMBOPEHHSI EKOHOMIYHOI YIHHOCMI 3 BUMIPIOBAHUMU MOKa3-
HUKaMu pesy/ibmamusHocmi ma iHaHCOBUMU eghekmamu. AKmyasibHicmb memu 3yMos/ie-
Ha MOCU/IEHHSIM KOHKYPEHUI Ha PUHKY OCBIMHIX 110C/1y2, 0emMozapachiyHUMU OBMEXEHHSIMU ma
HEeobXiOHICMIo 3abe3reqeHHs1 cmabi/lbHOCMI 2POWO0BUX HAOXO0OXEHb YHIBEPCUMEMIB 8 yMOBax
06MEXEHUX pecypcis. BoOHo4ac 3pocmae rnompeba y rnpo30pux MexaHismax MOHIMOpUHay
pe3sy/ibmamusHocmi BCMYIHOI kaMmnaHii ma OyiHtosaHHI i 8r/1uBy Ha YiHaHCOBI MOKasHUKU Oi-
si/IbHOCMI yHiBepcumemy. Lle akmyasiizye HeObXIOHiCMb (YOPMYyBaHHSI IHCMPYMEHMasIbHUX Pi-
weHb, 30amHux iHmezpysamu admiHicmpamusHi, iHghopmayitiHi ma ¢hiHaHcoB8I poyecu 8 eOUHY
yugbposy cucmemy yrpas/iiHHs. Y ¢hOoKyCi 00C/IOKEHHS — aHasli3 ¢hyHKUIOHa/TbHOT apximeKkmypu
iHmMezposaHoI Yughposoi na1amgopmMu cyrnposody BCMYIMHUKA, OUiHKa I 8r/1UBy Ha KOHBEPCIO
3a58 y 3apaxyBaHHs, 3aBepuieHicms ¢hiHaHCO0B020 YUK/Ty ma ornmumisayito aOMiHICmpamusHUX
sumpam. MemodosiozidHo poboma 6asyembCsi Ha MOEOHaHHI eKOHOMIYHO20, IHemumyyitiHo2o
ma cmpyKmypHO-QOYHKUIOHa/IbHO20 MidX00i8, Wo A0380/1U/I0 PO32/ITHYMU BCMYI sIK CUCMEM-
Hul yrpasniHCbKUl MPOYEC i3 YiMKO BU3HaYEHUMU emariamMmu ma rnokasHuKkamu egheKmusHoCMmi.
lMposedeHuli aHani3 3acsioqus, Wo iHmeapauis Yughposux CEPBICIB, aBmoMamu308aHo20 MO-
HimopuHay ma ¢hiHaHcoBuUX MOy 3abe3redye 3pocmaHHs pigHs MoHemu3ayii Yughposozo
mpacpiky, MioBUUWEHHST NPO2HO308aHOCMI 2POWOBUX MOMOKIB | O0CSI2HEHHST eqheKmy €KOHOMIT
Ha macwmabi. Lle, y c8oto Yepay, cmsoproe rnepedymoBsu 07151 cmpameaidHo20 r/1aHyBaHHs1 KOH-
muHaeHmy 3006yBadig ma MidBULEHHST 00B20CMPOKOBOI ¢hiHaHCOBOI cmilikocmi yHiBepcume-
my. lMpakmuyHa YiHHICMb OOC/IIOXXEHHS MoJIsi2ae y MOX/IUBOCMI BUKOPUCMAHHS OmpumMaHux
pe3ysibmamig 07151 YOOCKOHa/IeHHs1 cmpameaill yrpas/iiHHsS BCMyrioM, nioBUUeHHsT ¢hiHaHCOBOI
cmilikocmi ma KOHKYPeHmOoCrpoMOXHOCMI 3ak/1adis BULOI ocsimu.

KntouoBi cnoBa: yughposizayis scmyny, yugbposa niameopma, eKOHOMIYHa pe3y/lbmamusHICMb,
0oxo0Ha 6a3sa yHisepcumemy, thiHaHcosa cmilikicms, oudXxumasizayjs.

Problem statement. In the context of intensifying
competition in the educational services market,
demographic challenges, and limited financial
resources of higher education institutions, the issue of
improving the economic performance of the admission
campaign as the initial stage of forming the student
body and revenue base of the university is becoming
particularly  relevant. Traditional administrative
models of admission organization do not provide
an adequate level of manageability, predictability
of financial revenues, and control of expenses,
which necessitates a rethinking of admission as an
integrated management process with clearly defined
economic parameters of efficiency.

In this context, there is a scientific problem of
substantiating a conceptual and instrumental model of
digital admission management capable of integrating
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administrative, informational, and financial processes
into a unified managed system with measurable
performance indicators. This involves the formation
of a model that allows for increased transparency of
procedures, predictability of cash inflows, optimization
of expenses, and stability of the university’s revenue
structure in the context of the digital transformation of
the educational environment.

Analysis of recent research and publications.
The theoretical foundations of the digital
transformation of economic systems and innovative
development of organizations are revealed in the
works of N. Verina and J. Titko [1], S. Kubiv et al.
[2; 12], and O. Gassman et al. [4; 6]. The issues
of artificial intelligence application, management
process automation, and cybersecurity are explored
by M. Kaku [3] and S. Lysenko et al. [7]. In the context
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of the digitalization of higher education, the impact
of interactive technologies, digital competence,
and platform solutions has been highlighted by
0. Khomenko et al. [8], H. Lan et al. [9], B. Williamson
et al. [10], and G. Kortemeyer et al. [11]. At the
same time, the economic performance of digital
management of the admission campaign as a tool
for forming the university’s revenue base remains
insufficiently studied, which determines the relevance
of further scientific research in this direction.

Task statement. Given the intensifying competition
between higher education institutions, demographic
constraints, and the growing role of digital technologies
in the organization of educational activities, the main
objective of this study is to substantiate the economic
feasibility and effectiveness of implementing an
integrated digital model for managing the admission
campaign. It is necessary to analyze the impact of
the digitalization of admission on the conversion
rate of applicants into enrolled students, the level of
completion of the financial cycle, the predictability of
cash inflows, and the optimization of administrative
costs. The study also involves assessing the functional
structure of the digital platform as a tool for forming
the university’s revenue base, determining its role
in reducing transaction costs, and improving the
manageability of the admission campaign’s business
processes. Particular attention is focused on analyzing
the integration of analytical and financial modules into
a unified performance monitoring system that ensures
strategic planning of the student body and the financial
sustainability of the higher education institution.

Presentation of the main research material. The
relevance of finding new approaches to improving the
quality of the admission campaign of higher education
institutions covers a set of technological and economic
aspects that can be implemented through various
managerial, analytical, and digital tools to optimize
the process of attracting and selecting applicants.
This involves the introduction of integrated models
of planning, digital support, economic forecasting,
and marketing analytics, which ensure improved
recruitment performance, reduced transaction costs,
and the formation of a stable revenue base for the
university.

Thus, the digital transformation of universities
creates the preconditions for the systemic integration
of administrative actions into a holistic management
process, within which admission is viewed as a
controlled chain of economic value creation with
measurable results, costs, and financial effects [1; 2].
Accordingly, the organization of admission requires
not only administrative control, but also tools for
planning, coordination, and performance evaluation
that are characteristic of modern models of the digital
economy and innovation management [4, p. 9].

The logic of economizing admission management
and the need for structured, step-by-step control

of results determine the appropriateness of using
project methodology as a basic tool for formalizing
and optimizing this process. The project approach
to organizing the admission campaign should be
interpreted as a form of management that involves
defining the product, resources, life cycle, and
performance indicators. In this logic, the product
is the formed set of applicants as a result of the
implementation of the management cycle, resources
include human capital, technological infrastructure,
data, and organizational competence, and the life
cycle reflects the sequence of admission stages that
form the value and final result [3; 5]. The assessment
of a project’s value is justified by economic indicators
that reflect the potential future income from
educational services, taking into account the costs of
organizing and digitally supporting admission, while
the performance evaluation is based on the ratio of
planned parameters to the actual results achieved
[6; 12]. It is important that, in the context of
digitalization, some of these indicators can be tracked
automatically using platform data and analytical
modules, which enhances the manageability and
transparency of management decisions [9; 11].

In turn, the marketing approach in the admission
campaign system is aimed at forming demand,
raising awareness among applicants, and supporting
a sustainable image of the university, as well as
increasing the conversion of communications into
effective user actions in the digital environment.
Key tools appropriate to modern conditions include
informational events, digital communications on social
networks, personalized consultations, and interactive
mechanisms of interaction that reduce informational
uncertainty and improve the quality of educational
trajectory choices [8, p. 1230]. The use of interactive
technologies and digital services as elements of
a communication strategy affects engagement,
understanding of educational offerings, and the
applicant's willingness to complete the admission
cycle on a digital platform [7; 10]. In addition,
enhancing the digital competence of personnel who
provide communication and admission support builds
organizational capacity to support the service-oriented
model and reduces the transaction costs of interaction.

Inmodernmodelsofdigitaladmissionmanagement,
special attention is paid to personalization
tools, in particular career guidance testing and
recommendation mechanisms, which ensure the
alignment of applicants’ individual inclinations with
the parameters of educational programs and facilitate
the adoption of economically and academically
sound decisions regarding the choice of specialty.
The implementation of such functionality on digital
platforms ensures the accumulation of data on user
requests and behavioral patterns, which creates the
basis for further analytics and adaptive communication
management [4, p. 11].
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The use of intelligent agents and Al assistants in
the admission process increases the accessibility
of the service and reduces the workload on staff,
generating economic benefits through the automation
of routine consultations and faster navigation of
applicants through the stages of the process [6; 7].
In the broader context of the digital society, the role
of artificial intelligence as a tool for transforming
organizational practices is growing, which makes
its application in the field of admission management
relevant.

Therefore, at the present stage, the organization
of admission at higher education institutions is
increasingly focused on the integration of project and
marketing tools that ensure the systematic, planned,
and measurable results of the admission campaign
in the digital environment [1; 2; 4]. It is in this logic
that it is appropriate to highlight the experience of
implementing an integrated model of digital admission
management at the Private Higher Education
Institution “European University” as a practical tool
for increasing the economic performance of the
admission campaign and ensuring the stability of the
university’s revenue base.

Thus, in the 2024/2025 admission campaign, a
comprehensive digital product was introduced —a web

version and mobile application of the Euni Applicant’s
Account, which functions as an integrated platform for
managing the entire admission cycle. Its architecture
is built on a modular principle with clear business
process logic, which ensures a smooth transition for
applicants between stages and simultaneously forms
a controlled economic monitoring framework. The
overall goal of the system is to provide digital support
for the admission process, centralize access to the
selection of educational programs, submit and verify
documents, conclude contracts, make payments, and
receive enroliment decisions.

Structurally, the product covers a number of
functional blocks that are integrated into a unified
digital ecosystem (see Figure 1).

The first block — authentication and digital
identification of the applicant (see Figure 2) — provides
for account creation, unique identifier generation, and
system access management.

This module minimizes the transaction costs
of initial interaction, reduces the workload on the
admissions committee, and creates a standardized
digital profile of the applicant, which is then used in
analytical calculations and forecasting of admission
campaign indicators. Prospective integration with
state digital identification services increases the

Functional block

« Economic effect

Authentication and

identification
profile creation, data

« reduction in transaction costs

verification

Applicant profile
readiness indicator, stage
control

* conversion and revenue forecasting

Selection of an
educational program
catalog and confirmation

» demand and revenue management

of selection

Documents
uploading and
verification

« reduction in operational costs

Contract and payment
execution and payment
confirmation

« cash flow synchronization

Ranking and enrollment
competitive selection

* revenue finalization

AV VA VA VA VNV VY

Fig. 1. Integrated digital ecosystem of admission management and its economic effect

Source: compiled by the author independently
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Fig. 2. Home page of the Applicant’s Account
of the Private Higher Education Institution “European University”

Source: compiled by the author independently

reliability of personal data, reduces the cost of
verifying it, and reduces the administrative time
required to process applications, which has a positive
impact on the overall efficiency of managing the
admission process.

The second structural block, the applicant profile,
serves as the central dashboard for managing the
admission process (see Figure 3).

This module displays an admission readiness
indicator that aggregates information from all
functional subsystems and reflects the degree of
completion of procedures. This integrated indicator
serves not only as a service tool for users, but also
as a management indicator for the university, allowing
it to forecast the conversion rate of applications into
enrolments, plan staff workload, and model financial
revenues. The profile synchronizes the status of
the educational program selection, the status of
documents, the results of entrance examinations,
contracts, and payments, forming a unified digital
chain of value creation of the admission campaign.

The selection of an educational program is
implemented through a catalog with parameters
for educational level, specialty, mode of study, and
number of applications submitted, which effectively
serves as an internal marketing analytics module.
The display of quantitative demand indicators
allows for real-time assessment of the demand
structure, adjustment of information campaigns, and
redistribution of marketing resources in accordance
with economic feasibility. Thus, the educational
program selection module is an element of the
university’s revenue structure management, since it

is at this stage that the future portfolio of educational
contracts is formed.

The document submission and verification block
provides centralized uploading, verification, and
storage of document packages with display of their
processing status. Manual uploading and integration
with state services for document transfer are provided,
which reduces the risk of errors and increases the
speed of data processing. Automation of this process
reduces operational costs, reduces the time spent by
admissions committee staff, and minimizes repeat
applications from applicants. The statuses “under
review,” “accepted,” and “requires re-upload” form a
transparent data quality management mechanism,
which increases the rhythm of the admission campaign
and contributes to more accurate financial planning.

The functionality of entrance examinations,
contracts, and payments is integrated into the final
part of the digital value chain. The contract module
provides for the creation, uploading, and prospective
electronic signing of documents, which transfers
legally significant procedures to a digital format
and reduces the costs of paper-based document
management. The tuition payment module displays
the amount to be paid, records the payment status,
and stores the payment history, which allows
synchronizing the financial flows of the admission
campaign with the university’s accounting systems
and forecasting cash inflows.

Additional modules — ranking and enrollment, Al
chat, Help Center, news, and integrations with CRM
and payment services — form a complete digital
admission ecosystem. They provide information
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Fig. 3. Applicant profile of the Private Higher Education Institution “European University”

Source: compiled by the author independently

support, communication automation, and continuity of
the applicant’s transition to student status. As a result,
the product functions as an integrated economic
mechanism for managing demand for educational
services, reducing transaction costs, increasing the
conversion of applicants into enrolled students, and
ensuring the predictability of the university’s revenue
base.

The high conversion and completionrates achieved
during the 2025/2026 academic year admission
campaign confirmed the feasibility of implementing
an integrated digital platform to support applicants.
During this period, 3,147 applicants registered, of
whom 2,089 were enrolled, representing 66.4% of
the total number of registrants and 87.5% of those
who proceeded to the final stage of financial support.
The share of contracts generated reached 97%, and
confirmed payments reached 94%, which indicates
a high level of completion of the financial cycle and
minimization of losses at critical stages of contract
conclusion and payment execution. With a stable
average contract-based tuition fee, this dynamic
ensures predictable cash inflows and reduces the risk
of revenue shortfalls. The simultaneous processing of
a large volume of applications without a proportional
increase in staff numbers demonstrates economies
of scale and increased productivity of administrative
resources, which together enhance the university’s
financial sustainability.

Conclusions. The generalization of theoretical
provisions and results of testing the digital admission
management model allows us to conclude that
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the integration of project methodology, marketing
analytics, and digital tools forms a qualitatively new
format of economically oriented admission campaign
management. The platform’s operation ensures
complete control over the admission lifecycle,
automated monitoring of key performance indicators,
and synchronization of administrative and financial
procedures. The transition to an integrated digital
ecosystem allows admissions to be transformed into
a managed chain of economic value creation, where
each stage has measurable performance parameters
and management decisions are based on real-time
data.

Empirical indicators of the 2025/2026 academic
year admission campaign at the Private Higher
Education Institution “European University” confirm
the economic performance of the implemented
model. Of the 3,147 registered applicants, 2,089 were
enrolled, representing 66.4% of the total number and
87.5% of those who proceeded to the final stage of
financial support. The share of contracts generated
reached 97%, and confirmed payments reached
94%, which indicates a high level of completion of the
financial cycle and minimization of potential revenue
losses at critical stages of contract conclusion
and payment execution. Given the stable average
contract-based tuition fee, these parameters ensure
predictable generation of cash inflows, increase
the monetization rate of digital traffic, and achieve
economies of scale by servicing a significant volume
of applications without a proportional increase in
administrative costs.
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