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MARKETING OF THE HIGHER EDUCATION
AND MARKETERS EDUCATION

A cohesive view of education as the economic development sphere
requires a new look at the interpretation of the content of an educational
service as a process and result simultaneously. It is reflected in the
Pllowing forms of an educational product: educational programs and
technologies; formalized knowledge in the form of elements of the
educational-methodical complex of disciplines; implicit knowledge as a
graduate comp etence system; material, intellectual and network components
ofthe educational and scienti fic process organization. Services in the higher
education field have the features, inherent to the services in general. And
the specific features, too: vividly expressed subjectivity, availability of co-
creation of the teacher and the student, delay of detection of the
effectiveness, relative duration of the process, state control, cognitive
asymmetry of the market. The specificity ofthe higher education services is
determined by the complementary nature ofthe individual and social use of
their production and consumption. This allows them to be identified as
mermte goods [1]. State care for the educational services market is due to a
backlog of demand from the long-term interests of the society which is
reflected on the market situation, when the domestic individual consumers
buy a merit good at a price much lower than the total costs for the
specialists training.

The merit market of the domestic higher education services is
characterized by a non-equilibrium, smoothing of which requires a well-
considered marketing policy of the higher education institutions. The
traditional model ofthe marketing complex in the market ofservices is 7P:
Product + Price + Promotion + Place + Personnel + Process + Physical
evidence. For the higher education services market, the key elements are
Product + Personnel + Process which are in the inextricable interconnection.
The modern product policy of the university on the domestic market is built
under conditions of introduction ofa student-centered concept ofeducation.
The system of competences (knowledge, skills and abilities) is inseparable
from the person, therefore the product ofthe educational sphere is a trained
specialist. Such an interpretation of the educational activity product is
typical for a traditional model of education oriented on the needs of the
industrial society in the mode of large cycles of the technological
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innovations change. In accordance with the constantly changing
requirements of the neo-industrial production, the vocational education
level needs a constant renewal. This requires training throughout the life. Its
realization is possible only ifthe student receives the competence "ability to
be trained". Competition among the higher educational establishments
develops in the area of the specialists training under the developed
educational-professional and educational-scientific ~ programs and
opportunities to overcome the existing distance between the existing
practice of training and the objective requirements of the labor market.
Therefore, the key problem of the higher education is an institutional
disorderly of the process of harmonization of educational and pro fessional
standards, sometimes the lack of professional standards and the ambiguity
of requirements for a specialist in the domestic business environment.

The European practice is based on the framework of marketing and
sales qualifications (MSNQF [2]) which aims to harmonize the marketing
qualifi cations in different EU countries on the principles of subsidiarity.
European specializations in the sphere of marketing and sales are being
constantly updated and supplemented. The general logic of distinguishing of
specializations is not branch wise (the economic activity type), but sectoral
one, that is, the professional area o fresponsibility within the company.

In the educational area, the must-have of the learning processes is
formed around the learning personalization, using of the blend learning,
case studies, Data Mining, mobile learning, challenge learning, use of
simulators and trainers in order to acquire teamwork, socially responsible
work [3]. The modern marketing is becoming more digitized, and the
consumer — more demanding, rational and intuitive [4], therefore, the
educational marketing should also apply the innovative tools of omnical
interactions, inbound- marketing, agile-methodology principles. The
experience of applying the agile-principles to organization of the
educational process at the Kharkiv State University ofNutrition and Trade
has proved its relevance through a phased adjustment. The Master's
curricula for marketing are flexibly updated by introducing the disciplines
that broad cast the relevant marketing knowledge. Either, under the current
conditions, the task of developing and approving the pro fessional mark eting
standards, initiated by the Ukrainian Marketing Association, is becoming
important. Currently there developed the professional standards of a
marketing manager, auto marketer, digital marketing specialist [5]. In the
future there is a definition of the specialization in marketing in accordance
with the European experien ce.
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OCOBJIMBOCTI IBEHT-MAPKETHHI'Y B YKPAIHI
SIK THHOBAIIMHOT'O HATIPSIMY PO3BUTKY

VY cydacHHX yMOBax PO3BHTKY KOMIIAHIIM CTa€ BCE BaKI€ OBOJIOIITH
yBaroro nokynuiB. OCKUTBKM CTapi MapKETHHIOBI 1HCTPYMEHTH 3 YacoM
BTpa4yaloTh CBOIO e()EKTUBHICTh, YYAaCHHKH PEKIAMHOTrO Oi3HECY BHMMYyIEHi
3HaXO/IUTH HOBI KOHIEIIii, 1[0 TIOBHICTIO BiAIIOBITalOTh BHMOTaM Cy4acHOT
iIb0BOI ayauTopii. Ctae oueBuaHMM, 110 TpanuiiiHnvu ATL (above the line)
TEXHOJIOTISIMU HEe OOLHIeNIcs, TOMy CyJacHi peKJlaMHI KOMITaHii Bce dacTime
3BepTaroThes 10 poxarkoBux BTL (below the line) TexHOMOTIH, CipTMOBaHIX
Ha CTUMYJTIOBaHHA 30yTy. OIHNM 3 iHCTPYMEHTIB, TIOKJIMKAHMX ITiITPUMATH i
MOCHIUTH e(PeKT KJIIaCHYHOI MeMiaBarW, € iBEHTHMBHMN MapKeTuHr (event-
marketing). Ile crmoci6 mpocyBaHHs, [0 BKIIOYAE KOMIUIGKC aKTHBHHX
npuiiomiB PR 1 BT L, 3xilicHioBaHHX y Mexkax Oy/b-5IKOTO 3aX01y.

PuHOK iBeHTMBHMX MOCIyr B YKpaiH akTMBHO po3BHUBacmbcs 3 2005
POKYy. 3a Tepio/1 CBOro CTAHOBJICHHS BiH 3MIHHMBCS HE JIUIIE KiJTBKICHO, ane i
SIKICHO, a came:

— MiJBHINYETHCS SKICTh MOCITYT, POLUIMPIOETHCS iX CIIEKTP;

— 3aCTOCOBY€ETHCS THYYKa I[IHOBA TIOJI THKA KOMITaHi

— CTalOTh JAOCTYIHHMH IiHU U1 0176 IIOCTI 3 HUX.

32009 poKy akTUBHICTh iBEHTHBHOTO PHHKY JIEIII0 3HU3MIIACh, OCKIIbKH
OCHOBHUMH KJII€HTAMH 1BEHTHBHHMX KOMIaHii Oyiu OaHKIBChbKI Ta CTPaxoBi
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