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Abstract

The research defines the key factors of shaping a digital identity of a modern university and its representation in
media discourse. The object of analysis is the official website of University of Tsukuba designed in Japanese and
English. University of Tsukuba functions as a model of a university-corporation and actively implements
mission 3.0. in its practices. A university website is viewed as an ensemble of promotion texts that are applied as
a tool for promoting the university brand and positioning a university in the international educational space. The
comparative analysis of the website architecture and mission of the university in English and Japanese reveals
the key role of the addressee in digital communication. It was discovered that the university website uses various
means of defining the target audience constructing its image portrait based on certain linguistic and cultural
characteristics.
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