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MODELS OF MARKETING ACTIVITIES IN HIGHER
PEDAGOGICAL EDUCATIONAL INSTITUTIONS

Abstract. This article examines the models of marketing activities in higher
pedagogical educational institutions. The research focuses on the efficient
use of international experiences in this field and the necessity of applying
such models in the Republic of Azerbaijan. Global changes in the education
sector in the modern world compel higher education institutions to
reconsider their management strategies and build more effective
operational mechanisms. In particular, the establishment of marketing
services for pedagogical educational institutions plays a significant role in
enhancing their reputation in society, expanding the student body and
contributing to the preparation of professional staff in line with labor
market demands. Higher pedagogical educational institutions are
increasingly becoming competitive entities within the modern education
market. The expansion of students’ choices, the development of distance
learning, and international education programs require local universities
and pedagogical institutes to organize their marketing activities more
effectively. Therefore, the application of modern marketing strategies is of
great importance for increasing the attractiveness of higher pedagogical
institutions, promoting educational services to a wider audience, and
informing potential students. The correct implementation of marketing
strategies helps higher pedagogical educational institutions promote their
services to a broader audience, improve the efficiency of student
admissions, and enhance graduates’ employment opportunities. A
successful marketing policy of educational institutions highlights their
contribution to society, creates favorable conditions for attracting new
investments to improve the quality of education, and at the same time
allows the institution to present its academic and innovative potential to a
wider audience. Research in this field shows that higher education
institutions in developed countries employ various strategies to organize
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marketing services. Among these strategies, special emphasis is placed on
branding and reputation-building of universities, the use of digital
marketing tools, effective use of social media and online advertising,
improvement of student-oriented services, and the expansion of
international cooperation. Although certain steps have been taken in
Azerbaijan toward the development of the marketing system of higher
pedagogical institutions, there remains a need for a more systematic
approach and the application of scientifically substantiated models. In
particular, for the improvement of educational marketing in the
pedagogical sphere, it is important to strengthen competition among
universities, ensure broader use of modern technologies and digital
platforms, enhance public relations of educational institutions, and develop
strategies aimed at attracting foreign students. At the same time, it should
be noted that research on the organization of marketing services in higher
pedagogical institutions is not yet fully developed. The creation of new
models in this field, the application of modern approaches, and the adoption
of contemporary marketing strategies by higher pedagogical institutions to
increase their competitiveness are of great significance. Therefore, the
relevance and depth of study of this topic are high, since the effective
organization of marketing services is one of the key conditions for the
successful development of higher pedagogical institutions. This article
analyzes existing approaches to the organization and development of
marketing services in higher pedagogical institutions and identifies new
scientific-practical directions. For the first time, the conceptual foundations
of the systematic organization of marketing services in higher pedagogical
institutions have been developed. Existing educational marketing models
have been reviewed, and a new marketing strategy adapted to the specific
features of pedagogical institutions has been proposed.

Keywords: Marketing activities in pedagogical universities; marketing
models; international programs; modern requirements; students;
knowledge; experience.

INTRODUCTION / BCTYII

Statement of the problem / IlocraHoBka mnpo6semu. The current
development process of higher pedagogical education forces universities to
create a marketing structure and creates all conditions for their effectual work.
Based on the experience of foreign universities, the marketing management of
foreign universities is divided into several structures that specialize and have
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similar core activities: management of corporate and incoming data, control over
its use; advertising services (publications, websites, etc.); creation of corporate
style and symbol of the university; promotion of educational programs; work with
the media; organization of university conferences and seminars; conducting
marketing research; creation of photo archives and funds, sometimes video and
photo sessions. The following conclusions can be drawn about the characteristics
of the university's marketing management. Many universities have their own
departments engaged in marketing management, marketing services, marketing
and communication departments, administrative and marketing structures,
external and internal communication departments, etc. If the university does not
have a department or structure responsible for marketing activities, these
activities are carried out by other departments. In most cases, the functions of the
marketing activities of the educational institution are performed by the
international relations department, the strategic planning and development
department, the public relations department and etc. The practice of creating
individual structures for the activities of the marketing department is widespread
in universities. For example, a university's marketing department includes news,
media broadcasting, event management, publishing, advertising, and media
planning. I would like to note that the universities with these departments and
divisions are among the most popular higher education institutions in the world
and keep pace with the times. Therefore, the requirement for the introduction of
marketing services in pedagogical universities operating in our country, along
with increasing the overall image of the educational institution, the interest of the
state, will help it to take a special place in the education market. The university's
marketing activities should be an information and functional centre. Its activities
should be based on the most satisfactory international practices and adapted to
the market conditions of the university. There must be a direct and indirect link
between the university's strategy and marketing activities.

Analysis of (major) recent research and publications / Anauis
(0CHOBHHX) OCTaHHIX AOCAiAXKeHb i myosikanii. In Azerbaijan, this problem
has been studied in the research works of Sh. Axundov [1], Kh. Karimov [2],
Kh. Yahudov [3], . Seyfullayev [4] and others. In his work “Fundamentals of
Marketing”, Sh. Axundov [1] notes that «Marketing, on the one hand, is one of the
main tools for implementing a sustainable development plan in the future, and on
the other hand, it affects the key elements of the strategic management systemp».
This is justified as follows:

a) both strategic management and marketing are primarily management
activities;
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b) marketing is directly related to the current mission of the university, the
basic principles of its activities;

c) In most cases, the future goals of the university cover the needs of the
education market, including marketing;

d) strategic changes are primarily related to marketing as an innovative
and dynamic structure.

AIM AND TASKS / META TA 3ABJAHHA

The main purpose of the research is to study the mechanisms of organizing
and developing marketing services in higher pedagogical education institutions,
to identify ways of increasing the competitiveness of these institutions through
the application of modern marketing strategies, and to put forward relevant
proposals.

To achieve this goal, the following objectives are defined:

e to examine the essence and significance of marketing services in higher
pedagogical education institutions;

e tostudy the theoretical and practical foundations of marketing in the field
of education;

¢ to analyze the current state of marketing activities in higher pedagogical
education institutions;

e to evaluate the effectiveness of marketing strategies of higher
pedagogical education institutions;

e to investigate the application of digital marketing and innovative
marketing tools;

e to determine the impact of marketing services on the development of
higher pedagogical education institutions.

THEORETICAL FRAMEWORK / TEOPETHUYHI OCHOBH

In order to organize the activities of the marketing department, it is
necessary to develop a new work plan for university management based on the
creation of normative legal acts of this department within the university and the
analysis of its activities. The measures in the work plan are determined by the
direction of activity of the marketing department and its structures, ie they are
created for the implementation of this direction.

The work process of the marketing planning and control sector consists of:
marketing planning, control of marketing activities, the work process of
marketing research, marketing monitoring of the university environment,
monitoring of university goods and services, marketing research.
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The work process of the sector or unit within the marketing department
should be: university goods, formation of marketing documents for activities,
scientific, technical and service marketing consulting at the university.

The work process of the presentation sector or department in the
department consists of: advertising, public relations, university services. Quality
management and management decision-making should be reflected in the
effectiveness of each business process in the marketing department in accordance
with the ideology of the management process approach [2].

Marketing management in higher pedagogical educational institutions is a
set of activities aimed at organizing marketing work in higher pedagogical
educational institutions. Marketing management in educational institutions
should cover the following procedures:

1) Analysis of market opportunities of educational institutions (marketing
research of the market of educational services; marketing environment of the
educational institution; market of individual consumers of educational services;
market of cooperative consumers of educational services).

2) Selection of the target market of any higher education institution
(determination of the volume of demand for educational services; fragmentation
of the market of educational services; placement in the market of educational
services).

3) Development of marketing activities in educational institutions
(creation of an organized marketing management structure; development of
educational services; cost of educational services; development of technology to
promote educational activities).

4) Ensuring effective implementation of marketing activities (planning of
marketing activities; control over the implementation of marketing activities;
operational regulation of marketing activities) [4].

The organization of marketing activities includes:

e creation of an organized structure of marketing management;

e recruitment of qualified marketers;

e creating conditions for the effective work of marketers;

o effective work of marketing activities with other structural units of the
organization.

A highly specialized higher education institution with a network of several
branches will need a structured department for marketing management. The
main functional marketing activities in the universities working in the field of
pedagogy will create the need to take appropriate measures to develop the goals
and objectives of the overall marketing policy of the university and to link it with
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the education market. In addition, the head of the marketing department of the
pedagogical university branch should be responsible for the development and
implementation of marketing plans and strategies for educational activities and
services in the relevant field.

Specialists working in this department must prepare a marketing plan of
the pedagogical university, show the design and development line of an organized
structure of marketing activities. An organizational structure should be formed in
the marketing department to ensure the management of employees' activities in
this area. Several models should be developed and submitted to the university
administration to coordinate and regulate the views, opinions and activities of the
department staff on the development of this field [3].

Higher pedagogical university marketing is an activity aimed at achieving
the goals of the university in the field of scientific and technical innovations, the
education market, as well as the labor market of the higher education institution
specializing in this field. Higher pedagogical educational institution (university)
is a subject of market relations as industry, trade and other structures. Its main
products are educational services, scientific and technical research and specialist
training. Competition in the education market makes it important to find and
apply a number of marketing models in the country and abroad. The ultimate goal
is to ensure that educational institutions meet modern requirements for the
international, including the local education market. This can be noted as follows:

¢ availability of marketing models;

e training for the search for experienced employees in marketing and
training of new staff;

e Preparation, structure, content of "Regulations on marketing
department”;

e research of local and international education market;

e development and improvement of higher education marketing strategy
in the pedagogical field

e improving the activities of the marketing department

Use of marketing in the activities of the university: determines the needs of
the university in the market; promotes the university's development strategy;
represents the image of the university; helps to assess the market ranking of
universities; helps to strengthen the position of universities in the market; helps
meet the needs of target consumer groups. The purpose of the university's
marketing activities is: to form the university's ability to develop effectively in
market conditions; create the whole system of the university and its structures,
to ensure market orientation [2].
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The main directions of the university's marketing activities are: the study of
the labour market, demand for each speciality, the trend of changing the structure
and content of specialities in the market of educational services; the opening of
required new specialities; studying the needs of society and the state; maintaining
the competitiveness of the university.

Finding an additional source of funding for the university based on the
university's potential should be additional work, not the main marketing activity.
As with any marketing strategy, the university's marketing strategy analyzes the
university's strengths and weaknesses, market opportunities and threats,
competitors and characteristics, and increases its competitive advantage based
on this analysis (Figure). Each of these areas is linked to a list of questions that
need to be answered and done. Marketing research should be able to answer all
the questions shown in Figure.

What does

Institution What will be
the

of higher the
education perspective?

university
teach me?

What is the
level of
education?

Figure Marketing research questions.

The answers to these questions should be run, which in turn should meet
the needs and services of the university in the field of education in the market and
allow them to be placed. It is not enough to produce a product in a market
environment, one of the tasks of the marketing department is to prepare experts
who promote market-tested knowledge, experience and services in this area,
proposals that will answer the questions, will be able to constantly study the
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market and will shape the field in accordance with the requirements of the
modern world.

As the university operates in three types of markets, it is necessary to
conduct marketing activities in each of these areas. In all segments of the
education market, first of all, the activities of the faculties in the field of science
and education are taken as a basis. Within these segments, they can work on
smaller issues in the areas of activity of the department, center, laboratory.

Given the differences between the activities of higher education institutions
in the scientific, technical and pedagogical fields, it is generally impossible to take
into account the market segments in which a university, faculty, department or
laboratory operates within integrated segments. For example, the information
technology market, the radio electronics market, the medical equipment market
segment have different characteristics, opportunities and needs. In addition to the
above areas, marketing activities should be carried out in the field of higher
pedagogical education (marketing research, product line formation, promotion).

Determining the direction of this activity, taking into account the integrated
segments of the education market, significantly expands the scope of marketing
activities of the university operating in the field of pedagogy. Many universities
carry out marketing activities for a certain period of time, but in most cases
inefficient and unsystematic work manifests itself. Today, many universities have
public relations departments, advertising departments, and departments that
organize exhibition activities.

However, this is the minimum set of functions that each university must
perform in a market environment. These services are only part of the university's
marketing activities and are only related to the promotion of the university's
goods and services. Not all universities are involved in this area of activity, ie the
relationship between marketing research and the study of the results of the
formation of services and products required in the university market and their
placement on the market. According to the university's standard rules, the
Academic Council decides what quality and training areas the university will
develop and what educational services it will provide. Administrative institutions
do not interfere.

The management of the higher education institution accepts and approves
the demand for new specialties. The Scientific Council and the departments of the
higher education institution are responsible for the state educational standards.
In addition to the training materials provided in the field of marketing for
students and employees, courses on the basics of marketing activities will also
bear fruit. In general, the application of such models is consistent with the
education system and creates opportunities for the opening of such trainings and
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courses at pedagogical universities, as well as colleges. The effectiveness of the
university is determined by the work of marketing services that study the
processes taking place in the labor market and the market of educational services.

This structure of university management, improving the quality of the
educational process, marketing activities in the pedagogical field in higher
education institutions should be formed. If marketing activities cover all
structural units of the university, marketing activities will give positive results, ie
a positive result can be achieved only if the university has special marketing
experience. In this case, marketing models will be a factual indicator for the
development of universities operating in the field of pedagogy, as well as
important as an information and analytical tool to provide this field. University
marketing activities are an important part of existing management activities [5].

The main objectives of marketing activities are: effectively meet the needs of
target consumer groups; expanding the market of educational services; ensuring
the competitiveness and quality of training of future professionals. It is necessary
to help shape the emerging education market and change marketing
misconceptions, including marketing staff, consumers, intermediaries, regulation
and support.

One of the main misconceptions is that marketing has nothing to do with
knowledge, it is just a market tool. In line with the modern market economy,
education is attractive to individuals, educational institutions, employers, the
state and society through education marketing. Marketing helps the non-
specialist consumer: it allows you to make the right choice with many offers and
services of educational services.

Education marketing is one of the objects of educational technology used in
the direction of educational standards and providing quality services. Marketing
helps to create additional motivation and incentives for potential customers who
are less successful than others, and to get rid of the idea that some topics (often
in the humanities) need to be "saved". Marketing leads to the development of
cooperation that reflects the positive effects of competition. Finally, marketing
also enables teachers and students to see their future well-being as a result of
their interactions with staff in the field, as well as developing a higher education
institution in the pedagogical field.

Due to the increase in the number of universities in our time, competition
in the education market continues unabated. In the current market environment,
it is impossible to compete with prices, because the university is beginning to pay
more attention to market movements and the opening of marketing departments
to increase efficiency. This will allow them to work successfully in market
conditions, effectively attract applicants and look for new educational markets.

ISBN 978-617-8335-61-8 87


https://portal.issn.org/resource/ISSN/3041-1831
https://portal.issn.org/resource/ISSN/3041-184X
https://doi.org/10.58442/3041-1831-2025-34(63)

ISSN 3041-1831 (print) Inentudikatop mezia: R30-05068
ISSN 3041-184X (online) Media identifier: R30-05068

BicHuk nmicasgaunioMHol ocBiTH: 36ipHUK HayKoBuUX npalb. Cepis «Ilegaroriyni Hayku». Bum. 34(63). Kateropis «b»
Bulletin of Postgraduate education: collection of scientific papers. Educational Sciences Series. Issue 34(63). Category «B»

https://doi.org/10.58442/3041-1831-2025-34(63)

However, local universities in Azerbaijan are in no hurry to open marketing
departments, preferring strategic analysis and planning departments.

Higher education institutions of our country, which set high goals and want
to join the ranks of universities around the world, should include marketing
activities in their structures and follow the experience of foreign marketing
management models. Increasing the role of marketing and competitive advantage
in pedagogical universities in the Republic of Azerbaijan, influencing potential
stakeholders, attracting investors from the state and various organizations,
expanding the university's international relations and making a profit are among
the goals of every higher education institution. As an example, consider the
experience of foreign universities. For example, there is a lot of experience and
model in creating marketing departments in US universities.

The country's higher education system is characterized by a commercial
base, transparency, multinationality, reliability and prestige. One of the best
examples is Boston University's Department of Marketing Management. The
university has marketing and communication departments. The Marketing and
Communications Department develops the university's strategic and tactical
work plans and communicates them to other structures and partners.

The successful work of this structure is based on the professionalism and
creativity of its employees, achieving high results. The Department of Marketing
and Communications consists of eight main departments and consists of several
special additional departments responsible for media, publications, the internet,
video, etc. and internal and external communications (communications) of the
university [7].

Boston University Department of Marketing and Communication:

1) office of the Vice President for Marketing and Communications
Management;

2) video production department of the university;

3) university website support group;

4) technical groups (technical support (technical service) services,
technical support of the educational process and providing the audience with the
necessary video, audio materials and equipment, providing the educational
process with technical means);

5) public relations department;

6) strategic communication department (centralized source of information
for employees, students and partners, creative services: design and publishing
services, editorial, services for the development and consumption of new Internet
technologies, photo laboratory).
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The next analysis of the marketing management of the Australian University
shows that special attention is paid to the management of internal and external
information of the university, ie the acquisition, processing, distribution and
control of information. The purpose of this event is to improve the process of
information transfer and efficient use in the structure of the university. The oldest
university in Sydney has a marketing department and is responsible for two
departments: the publishing department and the university's head of
infrastructure. The positive aspect of marketing management practice is the
consultation of the whole structure, the optimization of the university structure.
Unfortunately, not all universities have a specific structure for organizing and
managing marketing research [7].

The peculiarity of English universities is that in higher education (structure,
service, relations with other structures) the information about the structure
responsible for marketing is generally closed. Virtually all universities have the
same structure to manage the marketing of educational and research activities.
Take the University of Birmingham as an example. The marketing structure is part
of the University's Department of Education. The main functions of the marketing
department are: personnel department and student admission service,
international department, advertising department (design and publication),
marketing research department (methods, forms, sources). A distinctive feature
of the organization of marketing activities at the University of Birmingham is that
the marketing department includes a human resources department and a student
admission service. The main force of marketing management in UK universities is
public relations aimed at improving advertising.

RESEARCH METHODS / METOU JOC/TIAKEHHA

A number of scientific research methods were used in conducting this study.
First of all, the theoretical research method was applied. Within the framework of
this method, existing scientific literature, international experiences, state policies,
and normative-legal documents related to the organization of marketing services
in higher pedagogical education institutions were analyzed. Various research
sources were studied to explore the scientific foundations of the topic and world
practice.

In addition, the comparative analysis method was also employed. Models
related to the organization of marketing services in higher pedagogical education
institutions in different countries were studied, and their advantages and
shortcomings were identified. The marketing approaches of Azerbaijan’s higher
pedagogical education institutions were compared with international experience,
and the most optimal strategies applicable to local institutions were determined.
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The main part of the research was based on empirical methods. To
determine the effectiveness of marketing services in higher pedagogical
education institutions and to study the real situation, surveys were conducted
with various respondent groups. For this purpose, a questionnaire was
administered via the Google Forms platform among students, graduates, and
academic staff. The results of the surveys made it possible to identify the impact
of marketing strategies of higher pedagogical education institutions, the factors
prioritized by students when choosing a university, and the effectiveness of
higher education institutions’ advertising and promotional activities.

RESEARCH RESULTS / PE3YJIbTATHU AOCAIAKEHHA

The research revealed that the effective organization of marketing services
in higher pedagogical education institutions is a crucial factor for enhancing their
competitiveness, improving student recruitment strategies, and accelerating the
overall development process. In the modern education market, the decline in
interest in pedagogical specialties and the expansion of alternative educational
opportunities necessitate that higher pedagogical institutions structure their
activities in a more flexible and market-oriented way.

The studies showed that a successful marketing strategy of higher
pedagogical education institutions should not be limited to advertising activities
alone. It is a process that requires a comprehensive and systematic approach.
Marketing activities should encompass building relations between pedagogical
education institutions and society, forming a brand strategy, applying digital
marketing tools, developing public relations strategies, and improving the quality
of educational services

The surveys and empirical analyses conducted within the framework of the
research showed that students and graduates strongly perceive the influence of
marketing activities when choosing higher pedagogical education institutions. In
particular, the active use of social media platforms by universities, the promotion
of educational opportunities through modern technologies, and the creation of a
positive public image significantly affect students’ decision-making.

In addition, the research results also reflected the impact of marketing
activities of higher pedagogical education institutions on their financial
sustainability and future development. Effective marketing strategies not only
contribute to student recruitment but also facilitate the diversification of financial
resources and the expansion of international cooperation opportunities for
educational institutions. Enhancing access to the international education market,
attracting foreign students, and strengthening partnerships with other
universities can contribute to the sustainable development of higher pedagogical
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education institutions.

CONCLUSIONS / BUCHOBKH

Based on the results of the research, the following measures are
recommended to increase the effectiveness of marketing activities in higher
pedagogical education institutions:

1. Adapting marketing services to the specific characteristics of
pedagogical education.

2. Using social media and digital marketing tools more effectively.

3. Developing the universities’ brand strategy and enhancing their
recognition among the public.

4. Organizing informative and educational campaigns for potential
students and their parents.

5. Strengthening the reputation of higher pedagogical education
institutions by taking into account the opinions of graduates and employers.

Prospects for further research in this direction / IlepcnekTuBu
noAaJIbIIMX AOCAiAKeHb Y iboMy HanpsaMi. Overall, the results of the research
have demonstrated the necessity of effectively organizing marketing services in
higher pedagogical education institutions and the significant role of this process
in enhancing the quality of education, increasing competitiveness, and ensuring
the sustainable development of these institutions. By applying modern
technologies and innovative marketing approaches, higher pedagogical education
institutions can strengthen their reputation, attract a broader student audience,
and elevate the societal value of pedagogical education to a higher level.
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['106a/ibHI 3MiHM B OCBITHBOMY CEKTOpPi B Cy4aCHOMY CBiTi 3MylIyIOTb
3aKJaZiM BUIIOI OCBITU NeperJdHyTH CBOI CTpaTerii ynpasJilHHA Ta
nobyayBaTh Oisibll  edeKTHBHI omNepanidHi MexXaHi3MU. 30KpeMa,
CTBOPEHHS MAapPKeTUHTOBUX CJYXKO0 [Ji1 3aKJaJliB MeAaroriuyHoi OCBITH
BiiIrpa€e 3HA4YHy poJib y MiABULLEHHI IXHbOI penyTalil B CYCIIJIbCTBI,
PO3ILIMPEHHI CTYAEHTCbKOIO KOHTHUHIEHTY Ta CIPUAHHI MiACOTOBL
npodeciiHUX KaJipiB BiIMOBITHO 10 BUMOT PUHKY MHpali. 3aKk/aaAy BHUILO]
OCBITH JeJaJjli Oiyibllle CTal0Th KOHKYPEHTOCHPOMOKHUMH Cy0'€KTaMM Ha
Cy4YaCHOMY PHUHKY OCBITU. Po3muvpeHHsI BUOOPY CTYJAEHTIB, PO3BHUTOK
JAUCTAHLIMHOI0 HABYaHHA Ta M>XXHApPOJHUX OCBITHIX IpOorpaM BUMararTh
BiJi MiClleBUX YHIBEpCHUTETIB Ta NeJaroriyHuX iHCTUTYTIiB epEeKTUBHIIIOI
opraHizauil cBO€l MapKeTHUHroBol JidabHOCTi. ToMy 3acTocyBaHHA
Cy4aCHUX MapKeTUHITOBUX CTpaTerii Ma€ BeJIMKe 3HayeHHA [Jid
Ni/BUILLEHHS NPUBAOJIMBOCTI BUIUX Me[aroriyHux 3akJ/aziB, IpOCyBaHHS
OCBITHIX MOCAYr WHUpWIA ayauTopii Ta iHPOpMyBaHHA NOTEHLiMHUX
cTyAeHTiB. [I[paBu/ibHa peasisaliis MAapKETHHIOBUX CTpaATeriv JgoroMarae
3aK/ailaM BUILOI OCBITHM NpOCyBaTHM CBOI IMOCJAYTY WHPWIK ayAUTODII,
NiIBULIYBAaTH e(QEeKTUBHICTb MNPUHUOMY CTYJEHTIB Ta pO3LWKWPHOBATH
MOKJIMBOCTI MpaleBJaliTyBaHHA BUINYCKHUKIB. YCIIIIHA MapKeTHUHI0Ba
NOJIITUKA 3aKJ/aJiiB OCBITH MiJKPECJIOE IXHIK BHECOK Yy CYyCHiJIbCTBO,
CTBOPIOE CHPHUATJIMBI YyMOBU /Il 3aJlyYeHHd HOBUX IHBECTULIN [JiA
NOKpallleHHA AKOCTI OCBITHU Ta BOJAHOYAC 03BOJIAE 3aK/AaAy peCTaBUTH
CBiM aKaJleMiYHMM Ta IHHOBALiMHUM NOTEHLiaJ MHUPILIIA ayguTopil.
JlocnipkeHHs y LiM rajaysi NOKa3ywTbh, 1[0 3aKJaJu BHILNOI OCBITHU
PO3BMHEHUX KpalH BUKOPHUCTOBYIOTH pIi3HI cTparteril JJid opraHisaril
MapKeTUHIoBUX nocayr. Cepej LMX CTpaTerii 0COOGJMBUK aKLEHT
poOUTbCA Ha OpeHAUHIy Ta MO00yZ0Bi penyTanil yHIBepCUTETIB,
BUKOPUCTAHHI IHCTPYMeHTIB LUQPPOBOr0 MapKETUHTY, ePeKTUBHOMY
BUKOPUCTAHHI COLjaJIbHUX MepeX Ta OHJIaWH-peKJIaM{, IMOKpalleHHI
IIOCJYyT, OPIEHTOBAaHUX Ha CTYJAEHTIB, Ta pPO3LIUPEHHI MDKHapOJHOrO
CHiBpoOITHUIITBA. X04a B A3epbaimKaHi 3po06JieHO MeBHI KPOKM I10/0
PO3BUTKY MAapKEeTUHIOBOI CUCTEMHU 3aKJIaZiB BUILOI OCBITH, 3aJUIIAETHCA
notpeba B OibIl CUCTEMHOMY MiAXOJi Ta 3acTOCYBaHHI HayKOBO
OOI'PYHTOBaHUX MoJesied. 30KpeMa, JJisl BJIOCKOHaJIEHHSI OCBITHBOTO
MapKeTHHTY B lleJlaroriyHii cgepi BaXKJIIMBO NOCHUIUTH KOHKYPEHILiI0 Mix
yHiBepcUTETaM{, 3a0e3MeYUTH IIMpIIE BUKOPUCTAHHS Cy4aCHHUX
TEeXHOJIOTIK Ta UUMPpPOBUX IJIAaTPOPM, TMOKpAIIUTH 3B'SI3KHM 3
rPOMaChKICTIO 3aKJa/jiB OCBITH Ta PO3POOUTH CTpaTerii, ClipssMOBaHi Ha
3aJly4yeHH 1HO3eMHHUX CTyAeHTiB. BoaHoyac cJify 3a3HadyvTH, 10
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JIOCJiI>KeHHSI 3 OpraHisalil MapKeTUHTOBUX CAYKO y 3aKJaJax BHINOI
OCBITH 1lle He MOBHICTI0 po3pobJsieHi. CTBOpEHHS1 HOBUX MOJleJied y Ll
rajaysi, 3aCTOCYBaHHA Cy4YaCHUX MiAXOZIB Ta BIPOBAaJKEHHA BUIIWUMU
neJaroriyHUMM 3akK/JaJaMM Cy4aCHUX MapKeTUHIOBUX CTpaTeriu s
NiABULIEHHA IXHbOI KOHKYPEHTOCIPOMOXKHOCTI MalOTh BeJIMKe 3Ha4YeHHS.
ToMy akKTyasibHiCTb Ta TrJIMOMHA BHUBYEHHS LI€EI TEMHU € BHUCOKHMHY,
OCKiJIbKK edeKTHBHA OpraHizalisi MapKeTHUHI'OBUX CJAYKO € OJiHi€l 3
KJIDYOBUX YMOB YCIIIITHOTO PO3BUTKY BUIIUX NeJAaroriyHux 3ak/aafiB. Y
CTaTTI NpPOaHas/i30BaHO ICHyMOYi NIIAXOAMU A0 OpraHisalii Ta pPO3BUTKY
MapKeTUHIOBUX CJYXK0 y 3akJaJlax BUIIOI OCBITH Ta BH3HA4Y€HO HOBI
HAyKOBO-NIPAaKTUYHI HanpsMd. Bnepiie po3po6/seHO KOHLEeNTyaJbHi
OCHOBM CUCTEMHOI OpraHisalii MapKeTUHIOBHUX CJIY:K0 y 3aK/ajiaX BULIOI
OCBITU. ByJsi0 meperyiaHyTO iCHYIYi MoOJeJsi OCBITHbOIO MapKeTHUHIY Ta
3allpONIOHOBAHO HOBY MapKeTHUHIOBY CTpaTerilo, aJanToBaHy [0
cneridivyHUX 0COOJIMBOCTEN 3aKJIa/[iB OCBITH.

Kiro4yoBi c/oBa: MapKeTWHIroBa  [isJIbHICTb Y NeAaroriyHux
YHiBepcUTeTaX; MapKeTUHIOBl MoJeJi; MDKHApOJHI IporpaMy; Cy4acHi
BUMOTY; CTYAEHTH; 3HaHHA; JOCBIA.
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