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RESUMO

Nos ultimos anos, as transformacgfes digitais tém provocado inUmeras mudancas no mercado
consumidor, inclusive no setor da educagdo. Nomeadamente, 0 ensino superior tem sido
constantemente desafiado a inovar em termos pedagdgicos e mercadologicos para atender as
necessidades dos alunos, consumidores imbuidos de comportamentos e preferéncias trazidas de
outros contextos de consumo. Tais inovagfes se apresentam com 0 extensivo surgimento de
plataformas digitais de ensino (Moodle, Canvas, TalentLMS e outras) e de diversos recursos
comunicacionais (Zoom, VideoScribe, PowToon e outros), capazes de otimizar o modelo de
comunicagdo das instituicbes de ensino. Desde as estratégias de marketing a elaboracdo de
métodos de ensino e aprendizagem, as instituicdes de ensino tém utilizado midias sociais digitais
(Website, Instagram, Facebook, WhatsApp e outras) de forma massiva para se aproximar cada vez
mais do aluno. Em raz&o da pandemia do novo coronavirus, entre 0s meses de fevereiro e margo
de 2020 foram decretados “estados de emergéncia” no Brasil e em Portugal. Desde entdo, foram
impostas limitacdes de locomocgéao e convivio social, que acabaram por obrigar as instituicées de
ensino superior (IES) a interromper o ensino presencial tradicional. Em alguns casos, até 0s cursos
ofertados em regime b-learning e e-learning foram afetados. Com isso, a pandemia de COVID-19
fez com que vérias instituicdes de ensino acelerassem o processo de insercao de novas tecnologias
da informacao em seus modelos de negdcio, para que pudessem atender seus alunos e, a0 mesmo
tempo, serem economicamente sustentaveis. Para manter a comunicacdo, foram utilizadas
ferramentas de videoconferéncia e sistemas MOOC (Massive Open On-line Course), porém, varios
professores relataram que a estrutura existente ndo era propicia para o ensino colaborativo
(Rannastu-Avalos e Siiman, 2020). Nesse contexto, algumas IES estavam mais preparadas do que
outras e, por isso, foram capazes de se adaptar com mais rapidez ao cenario de crise. Porém, o
tempo de pandemia tem se prolongado e os consumidores da educacao, dia apés dia, estao
mudando de comportamento, o que desperta a necessidade da criagdo de modelos
contemporaneos que atendam as novas exigéncias. Espera-se que, quando reestabelecida a
sociedade face a presente crise, 0 regime presencial possa ser oferecido como no passado,
entretanto, apos este periodo, sugere-se que muitos alunos podem nao optar pelo ensino tradicional
ou até mesmo b-learning, suscitando a necessidade da criacdo novos formatos de ensino. Bem se
sabe que o e-learning pode ser uma alternativa apropriada para tal necessidade, entretanto, o
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mercado da educacédo estd habituado ao ensino a distancia on demand, ou seja, assincrono, em
qgue alunos e professores ndo vivenciam juntos, em tempo real, a experiéncia de ensino-
aprendizagem. Nesse formato, o comum sao aulas pré-gravadas, conteudos dispostos em ficheiros
para download, suporte via e-mail, foruns de discusséo e avaliacdes aplicadas por intermediarios.
Embora esse formato satisfaca os anseios de muitos, a interagdo social € intrinseca ao ser humano
e, por isso, varios alunos podem néo se adaptar ao modelo e-learning “tradicional”. Para suprir esta
necessidade de consumo, novos modelos estdo surgindo, sobretudo, modelos sincronos e
assincronos com recursos tecnoldgicos que geram uma percepcdo de aprendizagem eficaz
(Arbaugh, 2018). Um deles é o Live-Learning ou Live EaD, empregados por IES brasileiras como
Instituto de Ensino e Pesquisa (INSPER) ou Escola Superior de Propaganda e Marketing (ESPM),
ou como referido na literatura, Live-Streaming Service (Liu e Hung, 2020). Embora a denominacéo
ainda seja imprecisa, 0 modelo é dotado de todos os recursos do e-learning e acrescidos da
possibilidade de que os professores possam expor os conteudos em direto por web conferéncia,
com aulas realizadas em dias e horas marcadas e avaliagdes aplicadas pelos proprios professores
das unidades curriculares. Ainda que as conferéncias em tempo real tenham se tornado um hébito
durante a pandemia, h& indicios de que poucas IES percebem este modelo como um novo formato
de comercializacdo da sua oferta formativa, ou seja, como um novo canal numa estratégia
omnichannel. Todo negécio omnichannel explora os pontos fortes dos canais on e off para adaptar
as necessidades e caracteristicas do cliente (Chopra, 2018). Neste cenario, pretende-se identificar
as IES que adotaram Live-Learning, bem como analisar como 0s cursos séo estruturados e
comercializados, assim quais diferenciais e valor agregados sao oferecidos aos consumidores,
nesse contexto, os alunos. Para explorar as perspetivas e as relacdes entre as vertentes do objeto
de estudo, pretende-se desenvolver uma investigacdo de metodologia qualitativa nas IES
portuguesas e brasileiras que ofertam formagdes a nivel de especializagdo, sdo estas as formacdes
pés-graduadas que ndo conferem grau académico. Espera-se desenvolver o estudo apoiado nos
conteldos dispostos nos websites institucionais das IES, que posteriormente podem ser analisados
com o auxilio do software NVIVO, seguindo as técnhicas de analise de contetudo. A considerar 0s
prejuizos e as dificuldades advindas da pandemia, acredita-se que esta investigacao pode oferecer
resultados capazes redimensionar, face a transformacdo digital, o modelo de negdcio das
instituicdes, para que estejam em sintonia com as novas formas de consumo. De forma adjacente,
espera-se também contribuir com discussao do termo Live-Learning.

ABSTRACT

In recent years, digital transformations have caused numerous changes in the consumer market,
including in the education sector. In particular, higher education has been constantly challenged to
innovate in pedagogical and marketing terms to meet the needs of students, consumers imbued with
behaviors and preferences brought from other consumption contexts. Such innovations are
presented with the extensive emergence of digital teaching platforms (Moodle, Canvas, TalentLMS
and others) and several communication resources (Zoom, VideoScribe, PowToon and others),
capable of optimizing the communication model of educational institutions. From marketing
strategies to the development of teaching and learning methods, educational institutions have been
using digital social media (website, Instagram, Facebook, WhatsApp and others) in a massive way
to get closer to the student. Due to the pandemic of the new coronavirus, between the months of
February and March 2020, “states of emergency” were decreed in Brazil and Portugal. Since then,
limitations on locomotion and social interaction have been imposed, which eventually forced higher
education institutions (HEIS) to interrupt traditional classroom teaching. In some cases, even courses
offered on a b-learning and e-learning basis have been affected. As a result, the COVID-19
pandemic caused several educational institutions to accelerate the process of inserting new
information technologies in their business models, so that they could serve their students and, at the
same time, be economically sustainable. To maintain communication, videoconferencing tools and
MOOC systems (Massive Open On-line Course) were used, however, several teachers reported that
the existing structure was not conducive to collaborative teaching (Rannastu-Avalos and Siiman,
2020). In this context, some HEIs were more prepared than others and, therefore, were able to adapt
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more quickly to the crisis scenario. However, the time of pandemic has been prolonged and
consumers of education, day after day, are changing their behavior, which arouses the need to
create contemporary models that meet the new requirements. It is expected that, when society is
reestablished in the face of the present crisis, the face-to-face regime can be offered as in the past,
however, after this period, it is suggested that many students may not choose traditional teaching or
even b-learning, raising the need to create new teaching formats. It is well known that e-learning can
be an appropriate alternative for such need, however, the education market is used to distance
learning on demand, that is, asynchronous, in which students and teachers do not live together, in
time real, the teaching-learning experience. In this format, the most common are pre-recorded
classes, content arranged in files for download, support via e-mail, discussion forums and
evaluations applied by intermediaries. Although this format satisfies the desires of many, social
interaction is intrinsic to the human being and, therefore, several students may not adapt to the
“traditional” e-learning model. To meet this need for consumption, new models are emerging, above
all, synchronous and asynchronous models with technological resources that generate a perception
of effective learning (Arbaugh, 2018). One of them is Live-Learning or Live Distance Learning,
employed by Brazilian HEIs such as Instituto de Ensino e Pesquisa (INSPER) or Escola Superior de
Propaganda e Marketing (ESPM), or as mentioned in the literature, Live-Streaming Service (Liu and
Hung, 2020). Although the term is still imprecise, the model is equipped with all the e-learning
resources and added the possibility that teachers can expose the contents live via web conference,
with classes held on scheduled days and hours and evaluations applied by the teachers of the
curricular units. Although real-time conferences became a habit during the pandemic, there are
indications that few HEIs perceive this model as a new format for marketing their training offer, that
is, as a new channel in an omnichannel strategy. Every omnichannel business exploits the strengths
of the on and off channels to adapt to the needs and characteristics of the customer (Chopra, 2018).
In this scenario, it is intended to identify the HEIs that have adopted Live-Learning, as well as to
analyze how the courses are structured and commercialized, as well as what differentials and added
value are offered to consumers, in this context, students. To explore the perspectives and
relationships between the aspects of the object of study, it is intended to develop an investigation of
gualitative methodology in Portuguese and Brazilian HEIls that offer training at the level of
specialization, these are postgraduate training that do not confer an academic degree. It is expected
to develop the study based on the content available on the institutional websites of the HEIs, which
can later be analyzed with the aid of the NVIVO software, following the techniques of content
analysis. Considering the losses and difficulties arising from the pandemic, it is believed that this
investigation can offer results capable of resizing, in the face of digital transformation, the institutions'
business model, so that they are in line with the new forms of consumption. Adjacently, it is also
expected to contribute to the discussion of the term Live-Learning.
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