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Abstract
Social networks are now one of the most popular communication channels, 
occupying the most important position in the modern media system. Universities 
as centres of science and education, trying to meet modern standards of media 
promotion, actively use social networks as a platform for communication with 
all their many target audiences, with young people as the foundation. The 
study aims to analyze media communication activities of Russian universities 
in social networks and to identify the main features of their practices: which 
social network is most actively used, where media communication activities are 
more effective and which universities are more involved in media promotion. 
This article presents the results of the study of the activity of official accounts in 
social networks of three leading universities in Russia for the period 2017-2020. 
The data obtained show that the most widespread social network is Vkontakte. 
However, the number of subscribers and the number of daily publications in the 
account do not always increase the efficiency of communications – qualitative 
parameters prevail over quantitative ones in evaluating the efficiency of 
universities’ media communication activities in social networks. The active 
presence and response of subscribers are most clearly reflected by such an 
indicator as audience involvement, and the users are most actively involved in 
the Instagram social network.
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Introduction 
Modern society is increasingly dependent on information and communication 
technologies and digital media – virtually no social sphere exists outside the 
context of mediatization. The influence of media in science and education is also 
becoming stronger. As a result, communication activities required by universities 
and scientific organizations to increase interest in their work, attract funding, 
and maintain their image are significantly transformed (Bukki & Trench,  
2018).

Due to the general digitalization of the media space, the Internet, in particular 
social networks, is now the most significant part of the media consumption 
structure. The Russian Internet today as a communication platform is the core of 
the Russian media system (Vartanova, 2001, 2015; Vartanova & Gladkova, 2019). 
According to Mediascope research company, the monthly Internet audience 
in Russia reached 95.8 million people by November 20192. The penetration 
of social networks in Russia is estimated at 49% and 70 million citizens have 
accounts in them3. The most popular social networks in Russia are Vkontakte 
and Instagram4. Thus, as one of the most popular communication channels for 
the target audience, social networks require close examination (Lukina, 2011).

Social networks play a special role in the corporate communications system 
of the Russian higher school because of the peculiarities of youth media 
consumption (Gorokhov, 2006). Besides, online media opportunities create a 
wide range of highly effective communications for higher education institutions 
(Gureeva et al., 2018). At the same time, the most active segment of the social 
media audience is students whose personality formation takes place in the 
context of intensive intellectual development, which, of course, is facilitated 
by studying at universities (Dunas et al., 2017). The specifics of modern media 
consumption and the challenges faced by Russian higher education institutions 
actualize the need to use all possible means of media communications 
(Gureeva, 2017). The demand for social networks for media communications 
activities of universities is obvious: today almost all Russian universities 
have official accounts in the most popular social networks (Gorokhov et al.,  
2018).

2 Available from: https://webindex.mediascope.net/general-audience
3 Available from: https://globlee.ru
4 Available from: https://br-analytics.ru/blog/social-media-russia-2019/
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However, the boundaries of the media communication system are constantly 
expanding, both in terms of the amount of digital content available and the 
increasing duration of media consumption. Whereas researchers used to divide 
media communications into traditional and digital, it is no longer possible to draw a 
clear line between these categories. Under these conditions, the need to constantly 
rethink the system of interrelationships between the scientific and educational 
sphere and the media space is becoming more and more urgent (Vartanova, 2017).

In this connection, a study of media communication activities of Russian 
universities in social networks has been conducted. The aim was to analyze the 
dynamics of media promotion of official accounts in social networks of three 
leading Russian universities from 2017 to 2020. The objectives of the study also 
included identification of the main features of media communication practices 
of universities in social networks: which social network is most actively used and 
has the largest audience, in which social network media communication activity 
is more effective, whether the involvement of the audience is determined by the 
daily frequency of publications on the page and the number of subscribers, and 
if so, what is the dependence between them.

Since successful media promotion seems to be an important component of 
universities’ competitiveness, the research subject was the accounts in social 
networks of three leading Russian universities according to QS ranking for 
2020: Lomonosov Moscow State University, St. Petersburg State University and 
Novosibirsk State University. The rankings give a clear picture of the prestige and 
quality of an educational institution (Hazelkorn, 2011; van Vught, 2008), while 
QS is one of the most cited rankings in the world, evaluating universities on a wide 
range of issues of interest to potential students: research, teaching, employment 
and internationalization5. Media communication activities were analyzed in 
the most popular social networks among young people in Russia according to 
Mediascope6, which are Vkontakte, Facebook and Instagram. Odnoklassniki 
social network was not analyzed, because the age of its active audience is from  
25 years old7 that does not exactly match the target audience of universities.

5 Available from: https://www.topuniversities.com/qs-world-university-rank-
ings/methodology

6 Available from: https://mediascope.net/upload/iblock/f97/18.04.2019_
Mediascope_%D0%95%D0%BA%D0%B0%D1%82%D0%B5%D1%80%D0
%B8%D0%BD%D0%B0%20%D0%9A%D1%83%D1%80%D0%BD%D0%B
E%D1%81%D0%BE%D0%B2%D0%B0_%D0%A0%D0%98%D0%A4+%D0-
%9A%D0%98%D0%91%202019.pdf

7 Available from: https://hiconversion.ru/blog/auditoriya-socialnyh-setej-rune-
ta-gde-kto-zaputalsya/
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Quantitative research of the accounts of the top 3 Russian universities 
allowed to reveal the total audience of the official accounts of the universities 
in social networks, as well as to track the data dynamics within the media 
promotion from 2017 to 2020. A comparative analysis was used to identify 
the main features of media communication practices. Also, in each study 
period, an average engagement rate (ER) was calculated, which allowed to 
evaluate the effectiveness of social networks of the universities and to track 
the dynamics of media promotion in social networks over 4 years. Engagement 
is both a goal and a means for users to interact with online media (Napoli, 
2014). That is why many researchers study engagement rate as an indicator of 
audience activity (Lagun & Lalmas, 2016; Mersey et al., 2010; O’Brien & Toms,  
2008).

Engagement rate is a key qualitative indicator of social networking success 
(Niciporuc, 2014), which is displayed by the number of user interactions with 
the post or profile (likes, reposting, comments, clicking on a link), divided by 
the total number of subscribers of the page, multiplied by 100%. The indicator 
less than 1% is considered low, from 1% to 3% – medium, from 3% to 6% – 
high, over 6% – very high. Among the characteristics that influence audience 
engagement, researchers note the context, content and identity of the author 
(Jaakonmäki et al., 2017).

Media communication practices  
of leading Russian universities on social networks
The study recorded the total audience of official university accounts in social 
networks in February 2017, May 2018, May 2019, January 2020. The results 
presented in Table 1 show a consistent growth of subscribers at all three 
universities over the 4 years. This is a clear sign that these universities are 
actively involved in the communication space of social networks, demonstrating 
a rapid response to changes in media consumption.



34

Anna Gureeva, Elina Samorodova, Vasilisa Kuznetsova

Table 1
Total audience of social media accounts of top 3 universities in Russia

(VK, Facebook, Instagram)

The highest figure of total audience coverage over the whole period under 
study is in social networks at Moscow State University (MSU). However, if 
we analyze the annual growth in the number of subscribers as a percentage, 
the strongest dynamics of audience growth will be in social networks of 
St. Petersburg State University. Over the four years from 2017 to 2020, the 
audience of accounts of this university increased by 25% on average, while the 
number of subscribers to social networks at MSU increased by 22% annually. 
The audience growth dynamics at Novosibirsk State University’s social networks 
is significantly lower: the indicators have increased on average by 9% each year.

It could be assumed that the annual growth of the social media audience can 
be explained by the annual influx of new students to the university, as well as 
applicants interested in studying and their parents. In this case, the difference 
in the number of subscribers may be determined by the size of the university. 

For example, the ratio of the total audience of social networks of universities 
to the number of students in an educational institution can be analyzed. Thus, 
for 2020 the approximate number of students in the studied universities is  
40 thousand at MSU, 30 thousand at St. Petersburg State University, 8 thousand 
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at Novosibirsk State University (NSU). Comparing these figures with the total 
audience of social networks, we can see that the more students in an educational 
institution, the more its coverage in social networks: both in terms of the number 
of students and number of subscribers the MSU is leading. 

However, calculating the percentage of the audience of the accounts in social 
networks to the number of students, it will be seen that the largest indicator will 
be at NSU, whose audience in social networks relative to the number of students 
is 368%. The MSU indicator is 302%, while that of St. Petersburg State University 
is 216%. This may imply that the accounts of NSU in social networks VKontakte, 
Facebook and Instagram are more popular among its target audience than the 
accounts of MSU and St. Petersburg State University.

Vkontakte
To assess the effectiveness of the universities’ media communication activities, 
an average post engagement rate was calculated for each period under study.  
All reactions to the post were divided by the number of subscribers and multiplied 
by 100%, after which the average monthly indicator was calculated. The results 
for the VKontakte social network are presented in Table 2.

Table 2
The average engagement rate per post on VK in %
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The chart shows that the maximum level of audience involvement in the social 
network Vkontakte is fixed at NSU – 0.5% in 2020. Moreover, the indicators are 
quite chaotic: relatively high in 2017 (0.4%) and in 2020 (0.5%) and lower in 
2018 (0.1%) and 2019 (0.2%). Figures of MSU and St. Petersburg State University 
are more stable with consistent dynamics ranging from 0.1% to 0.3%, although 
with a failure on the page of MSU in 2018 when the value was equal to 0. However, 
it should be noted that the engagement rate of all the studied universities in all 
periods are low on generally accepted measures of ER – less than 1%.

To analyze the specifics of universities’ media communication activity in social 
networks, the average daily frequency of publications in each studied period was 
estimated. The data on the Vkontakte social network are presented in Table 3.

Publications on the official page of MSU were made most often – 5,8 per day in 
2017. In St. Petersburg State University, the maximum indicator was also fixed in 
2017 – 4,5 per day. Daily posts in the account of NSU were made less often – 0,5 per 
day or 1 publication for two days in 2020. Thus, it could be noted that there are no 
certain trends in the frequency of publications. This may mean that universities in 
their media communication activities do not pay attention to the number of daily 
posts, not adhering to certain rules regarding the frequency of posts.

Table 3
The average daily frequency of publications on VK
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By comparing the frequency of publications with the engagement rate 
calculated earlier, some correlation between these data could be observed. For 
instance, the NSU’s highest engagement rate among the universities studied (0.5% 
in 2020) corresponds to the lowest frequency of publications in this period (0.5). 
At the same time, the lowest ER fixed on the NSU’s page in 2018 corresponds to the 
highest frequency of publications during the study periods (2). The lowest ER in 
the Vkontakte account of St. Petersburg State University (0.1% in 2017) similarly 
corresponds to the highest frequency of publications for 4 years (4.5). In MSU 
Vkontakte account the highest frequency (5.8 in 2017) corresponds not to the lowest 
ER, but to one of the lowest (0.1%). Thus, we can assume that there is an inverse 
relationship between the audience engagement rate and the frequency of posts on 
the page in the social network Vkontakte and conclude that increasing the daily 
frequency of publications frequently leads to a decrease in the rate of involvement.

Since the denominator in the ER formula is essentially the number of 
subscribers to the social network, by matching these data we can try to determine 
whether there is a correlation between them. The data on the audience of the 
social network Vkontakte in the 3 leading Russian universities, recorded in  
4 study periods from 2017 to 2020, are presented in Table 4.

Table 4
The audience of 3-top universities on VK
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As with the total audience of all the social networks studied, the coverage 
of Vkontakte social network has consistently increased from 2017 to 2020.  
St. Petersburg State University has the largest number of subscribers to this 
social network in each survey period, with a peak value of 54177 subscribers. 
The maximum MSU’s Vkontakte audience is slightly lower, at 51579 followers; 
the number of subscribers on the NSU page is much lower, at 18938.

Comparing these data with the data on the engagement rate, we can notice 
that the universities with a large number of subscribers (MSU and St. Petersburg 
State University) have on average lower involvement indicators. However, NSU’s 
ER on the Vkontakte page in 2018 (0.1%) was lower than that of St. Petersburg 
State University in the same year (0.2%), but higher than that of Moscow State 
University (0), while NSU’s audience in 2018 was 2-2.5 times lower. In addition, 
the number of subscribers gradually increased from 2017 to 2020, whereas the 
involvement rate did not decrease or increase consistently, but was chaotic. 
Therefore, regarding the Vkontakte social network, it cannot be said that the 
larger the audience, the smaller the ER of the social network. Rather, it is more 
difficult to involve a larger audience than a smaller one, which is shown by 
averages, but there is no proportional relationship between these data.

Facebook
As for the involvement of the audience of selected universities in the Facebook 
social network from 2017 to 2020 (Table 5), the record figure is again at NSU 
(2.3% in 2020) and significantly ahead of other universities – the indicators 
of MSU and St. Petersburg State University do not reach even 1%. At the same 
time, the highest indicator of NSU is already medium in terms of ER value, but 
it is only in 2020. In 2018 and 2019 NSU indicators are equal to zero – media 
promotion in social networks during the study period was not carried out at 
all. Analyzing ER on Facebook on the pages of Moscow State University and  
St. Petersburg State University, it can be noted that the last three years the figure 
has been growing, increasing annually by 0.1-0.2%. The maximum index of  
St. Petersburg State University was recorded in 2017 (0.8%), while that of 
Moscow State University – in 2020 (0.4%).
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Table 5
The average engagement rate per post on Facebook in %

Comparing ER on Facebook (Table 5) with ER on Vkontakte (Table 3), we can 
see that the record level of NSU’s engagement rate in Facebook in 2020 stands 
out significantly from all other indicators of both social networks, reaching the 
average for the first time. All other figures are low, peaking at a maximum of 1% 
(NSU’s Facebook page in 2017). For comparison, the average ER for 4 years can 
be calculated separately for each social network, and on Facebook (0.5%) it is 
approximately 0.3% higher than in Vkontakte (0.2%).

To analyze media communication practices on Facebook, the average 
frequency of daily publications was calculated by analogy with Vkontakte  
(Table 6). It can be seen that this social network is most actively used by MSU, 
which published from 1.4 to 3.7 posts per day in 2017-2020 – these are the 
highest rates among all the universities studied. On the Facebook page of  
St. Petersburg State University more than 1 post per day was never recorded for 
all 4 studied periods: the indicators vary relatively evenly from 0.5 to 0.7 daily 
posts. NSU Facebook had the highest index in 2017 (1.3), the next two years 
there were no publications in the account, and there were only 0.1 posts per day 
or about 3 publications per month in 2020.
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Table 6
The average daily frequency of publications on Facebook

Hence, as well as on Vkontakte, the largest number of publications for all the 
studied periods on Facebook was made in the account of MSU, followed by the 
page of St. Petersburg State University. The least number of posts was made in the 
NSU’s account. However, comparing the frequency of daily publications in general 
on two social networks, it can be noted that the Vkontakte page is more actively 
used among the universities: there were on average 2.5 publications per day during 
the study periods, while about 1.1 posts per day were published on Facebook.

If to examine how the Facebook engagement rate depends on the frequency 
of publications, the highest rate of audience involvement among all those 
demonstrated at NSU in 2020 (2.3%) corresponds to the lowest frequency of 
daily publications (0.1), not taking into account those years when there were 
no publications in the NSU account at all. The lowest ER on NSU’s Facebook 
for 4 years (1% in 2017) corresponds to the highest frequency of publications 
(1.3). The lowest ER among the universities for the studied periods was shown 
in the MSU account (0.1% in 2018) and corresponds to the highest frequency 
of posts per day (3.7). Analyzing separately St. Petersburg State University 
indicators, one can also see that the highest ER (0.8% in 2017) corresponds 
to the lowest frequency of daily publications (0.5), and the highest frequency  
(0.7 in 2018) is equal to the lowest ER (0.2%). However, this correlation is shown 
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not always. So, the lowest frequency of publications in the MSU Facebook account  
(1.4 in 2019) corresponds to the second largest ER (0.2%). Nevertheless, as 
with the social network Vkontakte, it can be said that with increasing frequency 
of publications it is more difficult to achieve high engagement rate.

Reviewing the audience of the Facebook social network (Table 7), in general, 
it is possible to say that the number of subscribers of universities’ official pages 
has consistently increased. The only exception is the account of NSU, which 
was created anew in 2020. The clear leader is MSU, the coverage of which has 
increased over 4 years by about 1.5 times from 38100 to 55760 people. It is 
interesting that the St. Petersburg State University account was created only in 
2017 at the time of the research started and has 1332 subscribers in 4 years. The 
page of NSU also grew for the first three years, even though there was no media 
communication activity in 2018 and 2019.

Table 7
The audience of 3-top universities on Facebook

Comparing these data with the Facebook engagement rate (Table 5), it can 
be seen again that a university with a larger audience (MSU) has on average 
lower engagement rates. The highest involvement indicator among all in the 
NSU’s account (2.3% in 2020) corresponds to the lowest number of subscribers 
among all (542). 
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However, as with the Vkontakte social network, the ER figures are distributed 
chaotically from period to period, unlike the growth dynamics of subscribers, 
which is mostly consistent. Again, it can be said that there is no direct correlation 
between ER and the number of the audience. Yet it is more difficult to engage 
and retain a large audience – this is demonstrated by low ER figures of MSU. 
Special attention should be paid to the Facebook account of St. Petersburg State 
University, which for all the periods studied had a growing, but the relatively 
low audience, low frequency of publications and low engagement rate. This 
may mean that the media communication activities on the Facebook page  
of St. Petersburg State University were inactive.

Instagram
The results of calculating the audience engagement in the Instagram social 
network in the studied periods 2017-2020 are presented in Table 8 and 
demonstrate that the audience of this social network was the most active. If we 
compare Instagram audience engagement with ER on Facebook and Vkontakte, 
on average Instagram users demonstrated 7.5% engagement, which is 7% more 
than on Facebook (0.5%) and 7.3% more than on Vkontakte (0.2%).

Table 8
The average engagement rate per post on Instagram in %
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As a whole, all indicators of three higher education institutions for 4 years 
exceeded 3%, which is a high result, 7 of them are above 6%, which indicates 
a very high level of audience involvement. The exception is the zero index of 
MSU in 2017 when the page on Instagram was not available. The highest ER 
was recorded in the account of St. Petersburg State University in 2018 (17.5%). 
In general, the St. Petersburg State University page had the highest ER for the 
periods under study – over 9%.

Having reviewed the data about daily frequency of publications (Table 9), we 
can see that daily posts were made with the highest frequency in the Instagram 
account of NSU in 2017 (1.4). The index of St. Petersburg State University in 
2019 was rounded to zero, which means one publication per month – this is 
the lowest frequency of daily publications among the universities studied. 
Compared to the media communication practices of universities in VKontakte 
and Facebook, publication activity in Instagram was the least frequent – an 
average of 0.4 posts per day, while in VKontakte and Facebook were on average 
2.5 and 1.1 publications, respectively.

Table 9
The average daily frequency of publications on Instagram
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Comparing Instagram engagement rate in the study periods from 2017 to 
2020 with the frequency of publications, it is possible to note that the correlation 
between these data is somewhat different than in Vkontakte and Facebook. 
Regardless of the number of publications per day, all universities demonstrated 
high audience involvement in all periods.

For instance, the St. Petersburg State University account was most effective 
(17,5%) at the lowest frequency of daily publications (0-0.2), but there is no 
inverse correlation between these data. NSU’s account had the highest ER 
(6.3%) at the lowest frequency of daily publications (0.1). At the same time, 
the publication of more than 1 post per day in the NSU account did not lead 
to a clear decrease of ER – the indicators of 2017 (5%), 2018 (3.7%) and 2019 
(4.7%) were high, and 2020 – very high (6.3%). In the Instagram account of 
MSU, there is also no inverse correlation between engagement rate and the 
frequency of daily publications, while the page did not publish more than 1 
post per day, the engagement rate was high in 2018 (3.8%) and very high in 
2019 (9.3%) and 2020 (6.7%). Thus, it can be assumed that the Instagram 
audience of the surveyed universities depends more on other factors than the 
frequency of publications. In this case, we can determine the optimal frequency 
of publications for Instagram, in which engagement rate is high – about 1 or 
fewer publications per day.

Regarding the Instagram social network audience (Table 10), today the 
MSU account has the largest number of subscribers (13500). Besides, it has 
the highest dynamics of development: over 4 years MSU Instagram account has 
grown from 0 to 13500 subscribers, increasing by about 4.5 thousand people a 
year. Interestingly, unlike Vkontakte and Facebook, the Instagram audience at 
St. Petersburg State University has grown inconsistently – a sharp failure was 
recorded in 2019 when the number of subscribers fell from 6179 in 2018 to 
4463 and then grew again to 9459 in 2020. The growth of Instagram audience 
at NSU has the lowest dynamics among all of them – the number of subscribers 
has grown by 1700 people in 4 years.
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Table 10
The audience of 3-top universities on Instagram

However, it can be ascertained that among the target audience the Instagram 
social network is more popular at NSU rather than at other universities, as in 
relation to the total audience of all social networks the percentage component 
of NSU audience is the highest: 34% of all NSU subscribers follow the Instagram 
account, while at MSU and St. Petersburg State University this indicator is 11% 
and 14.5% respectively.

Comparing the data on the number of subscribers with the audience 
involvement, we can see that in general, a university with the smallest audience 
(St. Petersburg State University) has a higher ER. However, this dependence 
is not clearly observed, the ER indicator is distributed chaotically, while, as in 
other social networks, the audience increases consistently from year to year, 
except for one failed period on the St. Petersburg State University page.

For example, the largest number of subscribers to NSU in 2020 (10,000) 
corresponds to the highest ER (6.3%), while the maximum number of subscribers 
to MSU in 2020 (1,500) corresponds to the second largest ER (6.7%). Therefore, 
in the social network Instagram, the engagement rate in the study does not show 
a clear dependence on the number of subscribers.
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Summing up the analysis of media communication activities of the top 3 
Russian universities in social networks Facebook, Instagram and Vkontakte 
from 2017 to 2020, we can say that Vkontakte has the largest audience among 
subscribers and, therefore, is the most popular platform for media promotion 
in social networks. At the same time, Vkontakte has the lowest audience 
engagement, which can be explained both by the large audience and the 
frequency of daily publications, which is higher in Vkontakte than in other social 
networks.

Users are most active in the Instagram social network, where their 
involvement is much higher than in Vkontakte and Facebook. And although 
in contrast to Vkontakte among the universities studied Instagram has the 
smallest total audience and publications there are made less often than in 
other social networks, it cannot be said exactly that the larger the audience 
and the higher the frequency of publications, the less the engagement rate – 
the Facebook audience of St. Petersburg State University and NSU was much 
smaller than in Instagram, and their ER was still much lower. Thus, high 
involvement in Instagram can be explained by the convenience of the platform, 
content and other factors and signal that this social network is perfectly 
suited to attract the target audience in the media communication activities of  
universities.

Conclusion
Social networks are the leader of the modern media system and represent great 
opportunities for media promotion of universities. The activities of universities 
in social networks create possibilities for fast and interactive communication, 
multimedia and modern familiar interface give the potential for increasing 
audience loyalty.

The results of the study confirm that the top 3 Russian universities are 
aware of the need and benefits of media communication in social networks 
and are actively developing their activities in them. We can note the positive 
dynamics of growth in the audience of accounts of almost all universities in 
social networks Facebook, Instagram and Vkontakte for 4 years from 2017 to 
2020. MSU has the largest total audience, and the number of its subscribers 
is greater in all social networks except Vkontakte, where St. Petersburg State 
University is the leader in terms of audience coverage. From 2017 to 2020, 
Vkontakte remains the most popular social network among universities’ target  
audience.
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To assess the effectiveness of media communication, the study calculated an 
average engagement rate in each period studied, the values of which indicate 
the success of media promotion. The results showed that audience involvement 
was always different – in each study period, the indicators were diverse and 
distributed chaotically without any particular trends from period to period. 
It can be noted that in general, the lowest ER was demonstrated on the social 
networks Vkontakte and Facebook, with the figures being mostly low by ER 
values. Only Instagram had high ER values, and they were significantly higher 
than in other social networks. This shows that users are actively involved in this 
social network and Instagram can be successfully used by universities for media 
communication activities.

Comparing the dynamics of development and efficiency of media and 
communication activities of the three leading universities of Russian higher 
education in the study period (2017-2020), we can say that the most successful 
media promotion in social networks among the universities studied is conducted by 
NSU. ER indicators of this university are on average higher than those of MSU and 
St. Petersburg State University, on Vkontakte and Facebook. Only in Instagram, 
the engagement rate in the account of NSU is lower than that of other universities, 
but these are high indicators, which allows us to talk about the successful media 
promotion of the university in the social network. However, NSU is the smallest 
university among the surveyed and has the smallest total audience in social 
networks, which demonstrates that it is more difficult for large universities with a 
larger audience to effectively conduct media and communication activities.

Having analyzed the frequency of daily publications in the accounts of 
the universities studied and its connection with the audience involvement, 
we cannot say that there is always an inverse correlation between these data. 
Nevertheless, it is obvious that a sharp increase in the number of posts per day 
often leads to a decrease in engagement rate. Thus, based on the data obtained, 
one can try to determine the optimal frequency of publications per day for the 
media communication activities of universities in social networks: it is no more 
than 2 posts per day.

All in all, the data obtained in the course of the study demonstrate that the 
volume of media communication in social networks is increasing, while Russian 
universities are trying to meet the modern features of media consumption and 
constantly changing standards of promotion in social networks. However, for 
media communication to be effective, quantitative audience growth is not 
enough; one should focus on qualitative indicators that most clearly reflect the 
active presence and response of subscribers.
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