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Introduction. Global changes occurred in society today in general and in education
particularly, require new approaches to control all sections in educational environment. Under
conditions of the modernization concerning conceptual, organizational and structural grounds
in native education there is a question to determine marketing characteristic concepts and tools
in this sphere, marketing activity principles in the educational market etc, that is subject to
study pedagogical marketing. Today we have paradoxical situation, when HEI market is
regulated faster by the entrants’ requirements, whose interests differ from employers’
demands. In fact there are two consumers’ categories — future specialists and employers. HEIs
have to play role of mediator and regulator between these categories. Then, trying to satisfy
consumers “on entrance”, HEI lost its mediator and regulator role, and product, which they
produce “on exit”, often doesn’t satisfy employer, and sometimes the specialist and after that
state at a whole. Having oriented on school-leavers’ wishes to get higher education, every year
HEI increased number of 1-year students, which became the main factor for misbalance
between the fact what educational service market produces, and what labor market demands.
Theoretically graduates have to get professional skills, i.e. the product which is suggested by
HEI. However those students’ understanding, for which the main thing is not knowledge but
diploma, prevent from this. That’s why, the question of education quality and its
correspondence to the labor market requirements concerning highly qualified specialists is
urgent today.

Problem statement. New “Higher Education” Act of Ukraine [1] determines larger
autonomy for higher educational institutions. It means their independence and responsibility to
make decisions to develop academic freedom, to organize educational process, scientific
researches, internal government, economic and another activity, which will provide society
sustainable development at a whole. Such development has to be united with sustainable
development economy, which under conditions of the world globalization more and more
becomes the subject for scientists’ studies [2]. In addition, new marketing concept — marketing
of the sustainable development [3], becomes popular in the scientific world. Its aim is to
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define and prognosticate perspective directions for education development in social and
economic processes globalization conditions.

The object of an article is to form marketing policy in the educational service sphere, and
the task of the research is to make concrete proposals concerning marketing activity
improvement in HEI activity.

Analysis of the latest research and publications. Marketing activity in education in
general and marketing concepts and tools introduction as a system to control educational,
scientific and pedagogic processes, which will provide these educational institutions
competitiveness growth and will form society requirements in proper educational service,
were studied by Ukrainian and Russian specialists, including T. Obolenska [4], S. Bila [5],
V. Gavrylyuk [6], S. Illyashenko [7], O. Kozlova [8], O. Kratt [9], S. Melnikov [10] and
others. Complex researches concerning theoretical, methodological, managerial and marketing
problems in native education have not been revealed till this time. The scientific investigation
state of the educational or pedagogical marketing theory doesn’t suit practical demands of the
market. Although scientists grounded the necessity to make significant changes in education,
they didn’t consider some factors, which effect the development of educational sphere.
Particularly they include great population migration from regions to capital or to other states,
constant growing disproportion in students’ knowledge quality, who are studying on full-time
or other forms program, deterioration of opportunity for HEIs graduates to find good job [11].
Thus, New Act of Ukraine on Higher Education stimulates to develop marketing in the
educational service sphere, that confirms necessity and urgency of the given research.

Main material. New Act of Ukraine on Higher Education is oriented to increase attention
to the scientific, scientific and technical, and innovative areas in higher educational
institutions activity [1]. In scientific sphere Act supports the existing “de-jure”, but not
realized “de-facto” the right of HEI to be founder of various innovative structures (scientific
centers, technological parks and business-incubators etc) in order to conduct joint scientific
researches, demonstrative experiments etc with other economic activity subjects. It will
provide the state-private partnership in the sphere of higher education, which is the fifth P —
partners (personal, people), supporting the famous classical marketing complex (4P).

In other words, Ukrainian higher school needs, firstly, to renew that fact, that characterized
scientific and higher educational institutions during Soviet Union, secondly, to stand
competition not only with the most prestigious universities of the USA, Great Britain,
Germany, but to stand against, for instance, Polish, Lithuanian and other expansion in
Ukrainian entrants’ number. The general well-known fact is that about 80 years ago, precisely
after The World War I, when the USA became powerful creditor after non-perspective debtor,
and Great Depression in the 30s last century, the USA started gradually to impose their values
to the whole world. But unlike economy or policy, where the USA acts as strict dictate among
other countries, the conditions are created in education and science for young people, under
which they take new values during the study: individuality, precedence of material over
spiritual, pragmatism etc. All this facts leaded to the situation, when 21,43% of Ukrainians
want to study at the most prestigious due to various rates Harvard University, which has the
best conditions for studying in the world. Today it comprises 6,7 thousand students and
14,5 thousand candidates [12]. One should point, that number of candidates more than twice
exceeds number of students. The most prestigious Lomonosov Moscow State University on
the territory of previous USSR has this proportion vice versa.

From the point of view of classical marketing educational marketing tools include:
marketing investigations of the educational market, assortment of service in education
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(product), price setting policy for educational service (price), communications between
educational activity subjects (promotion), native and international image, which is initially
created owing to scientific relations of professors and lecturers team (personal, partners), and
rating at the labor market of graduates (positions, people).

The necessity to develop marketing in education is stipulated by the following modern
tendencies: 1) globalized aim concerning students’ mobility within Bologna process (about
20% if European students) has not been achieved yet (in fact about 3%), because various
mental and historical values in the country were not considered, its educational traditions and
national interests etc; 2) constant large (30s and 70s of the last century and 2008-2011) and
small (each decade) financial and economic crisis and systematic social and demographic
crisis in European countries cause so called “constant fight for student”; 3) fast innovative
changes practically in all activities make people to improve their existing specialties and
create new ones. For example, according to the given material English universities involve
touristic agencies, especially if they are in cities with rich cultural and historical heritage. For
example, in Austria the mentioned function is conducted by the Austrian State Exchange
Service (ASES), in France and Sweden — Campus France and Social Sweden Institution, and
in Poland information about opportunity to study is given by the social organization
Recognition Bureau. In practice to involve foreign students into study one uses the most
modern marketing approaches: the fact that in some countries (particularly, in Cyprus)
students, who study abroad, are not drafted into the army, can work there after study, have
some discounts to study in perspective in the Master Degree Program (e.g., Derby, England),
intensification of communicative policy in students’ supply regions with great incomes for
citizens (e.g., involving of schoolchildren to Children’s Universities in Austria) etc [6].
Another example: in Germany owing to the labor market asymmetry, IT are interested in
further study of the proper Bachelor degree students from other countries. During two years
Master degree student will master German language (super knowledge are not necessary for
IT worker), will adopted to the mentality and find job there.

Ukraine is interested in Polish experience — country which took lower place than Ukraine
25 years ago (one generation) due to the higher education system organization level. Number
of HEIs (III-d and IV-th accreditation level)from some European countries is shown in the
Table 1.

Table 1 — Comparison of universities number in the European countries

Country
Title of the factor for
comparison
P G?e?t France Italy Poland Ukraine
Britain
Population, min. 63 66 61 38 45
people
Number of HEIs, 9% 80 65 11 | about 320"
units
Number ofHE.Is for 1 152 121 1,07 029 7.1
mln of population

1) — owing to the modern reorganization number of HEISs is constantly increased
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The materials from table show disproportion, on one hand, between number of HEIS in
economically developed European countries and Ukraine, and on the other hand — European
countries and Poland. Such state is caused by fast growing of field oriented HEIs in XX
century in Ukraine, which was included to the USSR, whereas European universities exist
during some centuries and are widen thanks to new faculties and specialties within one HEI.
At the time of USSR collapse, Ukraine had about 200 HEIs. It is optimal number for those
times, and it has to be the same with minimal changes. In Poland, vice versa, few HEIs of the
European level is intensively compensated with private establishments, where the study is
observed by Ukrainian students as opportunity to stay abroad forever.

Taking into account the fact that Poland is exporter of students to Europe during 2 decades,
the proper state and commercial structures are formed there, which involve to study students
from other countries. Orientation is on state-neighbors, considering some historical
connections, cultures likeness, possibility to visit home, and therefore to spend minimum costs
and time, etc.

Naturally, a few students from Slovak, Czech Republic, Hungary will go to Poland for
study, because best of them wish to study in Austria, England and Germany. And Ukraine is
so called “golden calf” for Polish people, Table 2 [13].

Table 2 — Increase of foreign students’ number in Poland

Title of the factor for

. Comparing periods
comparison

Academic years 1990-1991 |2000-2001 | 2005-2006 | 2009-2010 2014-2015

Number of students,

43 6,6 10,1 17 more than 211
thousands

1) — at the time of article writing there was no precise statistic data

In Ukraine there were firms, which “gather” students on the ground (especially it concerns
average Ukrainian regions for population) and sign agreements with Polish state and private
HEIs. Prices for paid education in Poland are much higher than proper Ukrainian ones
(2000 Euro per year for state, and 1000 Euro per year for private). And these firms provide
adequate service, e.g. during first academic year there is constant control concerning students’
study and behavior in hostel. This is marketing of education.

Most European countries have unobtainable factors of the higher education, as it is
considered in the USA. “In 2011-2012 academic year average price for full program education
at state HEI (any) was 57008 per year, that was in its turn 15,5% of the working person’s
average annual profit” [10], and “...student’s full time study at private university was about
143508, i.e. about 39 % of working person’s annual medium income”. But it doesn’t mean
that USA higher education has no problems. S. Melnikov, studying the higher education in the
USA, mentions: “...American universities face many problems, based on financial means lack.
Federal government gives little help to universities and HEIs as for the financial support”
[the same]. Thus, marketing of education has to solve these problems, because for a reason
classical marketing has American origin.

Unfortunately, Ukraine has nothing to be proud of in marketing. There is no state
marketing policy in the country at a whole and its little presence at some concrete HEIs leaded

50 MapkeTHUHr i MeHe)KMeHT iHHOBauii, 2014, Ne 4
http://mmi.fem.sumdu.edu.ua/



Po3nin 2 InHoBanii y MapkeTHHTY

to that fact that own students’ export factors to study abroad Ukraine is one of countries-
leaders, particularly mentioned by Professor R. Tomanek, Vice Rector of the Economic
university in Katowice: “China, Chorea, Kazakhstan, Russian Federation, Ukraine — are the
biggest exporters of “commercial” students to Europe” [14]. Let’s analyze factors of these
transformations. In fact, quarter century ago Ukraine, if it was separated from the USSR, had
one of the most authoritative education systems in the world. But it might be under other
political, social, cultural conditions and — mainly — planned economy, in which number and
quality of specialists’ training with higher education were caused with this or that specialists’
necessity in this or that economy spheres. At the same time most part of graduates was
distinguished by the specialty that’s why they didn’t worry about first place. Since two last
centuries everything has been diametrically changed. There are some reasons for that:
1) transfer of developed world countries to the fifth and sixth technical and technological
ways, which can’t be achieved by the leading technical HEIs in large industrial cities in
Ukraine; 2) increase of need in specialties, characterized for market economy conditions, such
as: economists (managers, marketing experts, advertising experts), political experts, specialists
on public relations, lawyers etc; 3) creation of private HEIs, which mostly worry about profits,
but not about education quality; 4) simplified entrance terms to HEIs for evening and
part-time tuition (especially after becoming of “young specialists”, order of which is absent in
the labor market) and becoming of the second higher education. In causes that about 30% of
HEIs in Ukraine systematically introduce educational institution strategic management and
have, contrary to two last from the mentioned reasons, leaded to “earning”, strict unique
mission [15].

Many years of authors’ work experience at higher school gives grounds to represent
processes which occur owing to given reasons: less than half of graduates from full time study
and only fifth part of graduates from evening tuition, part time study and online study
departments (if the diploma is received by more than 50% young people) achieve necessary
professional level 25-30 years ago, when higher education was got about 20% of population.
Today the European Union country 23% of population has higher education diploma. Such
part of people with higher education is optimal for Ukrainian economy [the same]. Just such
factors must be taken into account by educational service marketing.

What has higher education marketing complex in Ukraine be oriented on?

1. In state policy in the education sphere, firstly, there mustn’t be policy concerning
constant priority of metropolitan HEIs in comparison with provincial ones (as it is well-
known, there is no such phenomenon in Europe), but the university independence growing
will not help, because they have different starting conditions; secondly — in no case Ministry
of Education and Science of Ukraine shouldn’t change HEIs statute and their forcing uniting,
which one tried to do in 2004, particularly in Sumy. Today it is observed as variant to decrease
state budget loss.

2. In the sphere of price setting policy (price) — it means changes in regulatory basis with
opportunity to give discounts for paid study under some conditions, that, firstly, will give
opportunity to entrant to choose desired specialty, and not that one, where he may study free
of charge, and secondly, will stimulate for more industrious study.

3. In order to make profound changes and increase competitiveness HEIs have to apply
another marketing complex elements, where main stress is made to satisfy fully the needs and
demand for educational service owing to systematic monitoring of educational space, which
will provide consumers’ demand for educational service. Estimation of the educational
establishment potential in comparison with external competitors will provide qualified
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improvement of its main constituent (product). The one problem is liquidation of the internal
competition in the concrete HEI, which causes great harm today.

4. It requires to form modern communicative system both at the state level, and at the
separate HEI level, including marketing informative system. Policy to advance (promotion)
the separate higher educational establishment is efficiently to conduct at three levels
(university, faculty and graduating department level — concrete specialty), owing to the
synergetic effect gives sum result [16]. In the advertising activity of HEI incentive motives
have to predominate: international and national image of HEI, lecturers’ professional skills,
certain directions of the further activity by specialty in the labor market.

5. Thus, one of the main important conditions to modernize higher educational institution
management is to determine needs in the financing amounts for educational service, material
and technical and resource provision of its activity preparation, and also graduate’s adaptation
in the labor market, which may be included to the constituent position in HEI marketing
complex.

6. Classical marketing 4P are to from creative personality with high adaptive potential,
able to orient in modern informative space, to think critically, to make own decisions. It
stipulates necessity to organize educational environment based on the innovative pedagogical
activity [17]. Act [1] mentions, that “..state assists to develop higher educational
establishments as centers of independent thought ...”. It leads to students’ self-governance role
increase and students’ youth socializing process at HEIL. It concerns one of the new marketing
complex constituents — people. University administration has to delegate great powers to
students’ representative bodies, giving them some tools to impact. It increases efficiency of
the organizational and innovative activity at HEIs.

7. The mentioned above is impossible without consequent regional policy in higher
education sphere, i.e. marketing element realization (partners). Today these or those HEIs in
local or regional educational markets are more enemies than colleagues. The created Rectors’
Councils at the end of 90s last century have not been efficient, as many other progressive
starts, but just they have to be uniting chain between HEIs, population and local self-
governance bodies. The suggested observation councils in Act [1] must help in some way [1].
But it will be ineffective without territory governing bodies support of their activity.

8. High demands are set today to the qualitative membership of scientific and research
sector at HEI, which has to be realized by new marketing complex element (personal). Here
with the help of marketing approach one needs to define consumers’ advantages in scientific
product (publishing scientific and research materials, success in Ukrainian contests of
students’ scientific works, number and size of grants, financing amount of scientific and
research themes using budget funds etc) and take into account purchaser’s readiness to pay for
projected scientific and research product created on Departments and laboratories at HEI. The
same situation is at the USA universities, where, due to last data, “...29 % of professors and
lecturers personnel members dedicate more than 20 hours per week to scientific work™ [10].

Results of marketing research at education service market demand intensive development
of the new specialties market, which by experts’ mind, started to be formed in the middle 90s
last century and since then is dynamically developing.

Business-education becomes popular. Enterprise and various properties firms managers-
practicians are interested in getting it. There are high rank managers among such “students”.
The strict competitive situation makes them to study, where there are enough tested schemes
and experience.

Popularity of various specialties in business-education among regional enterprises,
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companies and establishments is distinguished in the following way: marketing — 39%
(including skills for sell — 19%), management — 25% (personnel management — 4%), public
relations — 9% (skills of public relations — 3%), finances, business ethic, small business,
foreign language — 3-4%, others (less than 3 % each) — 13%. Among schoolchildren from
higher school who want to master specialty Marketing the number is higher. If among all
senior schoolchildren from Northern East of Ukraine 21 % of entrants want to get higher
humanitarian education, technical education — 18%, creative — 18%, medical — 17%, and
economic — 26% , more than half of the last wish to be marketing experts (research was
carried out by the postgraduates from Marketing and Management of Innovative Activity
Department SSU) — leading educational institution of Slobozhan region, which is stably
included to the 30 best HEIs in the country, and by the number of winners in Ukrainian
students’ works contests among students — is among 3 winners). But today students’ number,
who after Bachelor Degree entered to Master Degree to European universities, comparing with
those who came from Europe to Sumy', is not in favor of last ones, Table 3.

Table 3 — Comparison of Bachelors number, who graduated from SSU and went abroad
to European universities to get Master Degree with those, who came from abroad

for Degree to this HEI
Years of long-term study comparison
Name of the directions N b h h 6 i
for Master Degree Those who went abroad (Europe) | Those who came from abroad (Africa)
2011 | 2012 | 2013 | 2014 | Total | 2011 | 2012 | 2013 | 2014 | Total
Physics and
. 1 1 - - 2 - - - - -
Electronics, persons
Informatics, IT 5 | 3
projecting, persons B B B B B a a
Engineering N T I T O e
specialties, persons
Economic specialties, 3 3 3 5 8 3 3 2 4D 9
persons
Humanitarian
L 1 - 2 - 3 - - - - -
specialties, persons
Result by years 3 7 5 7 22 - 3 2 5 10

1 — with consideration of 4 Africans, who came from Donetsk and Lugansk regions

Conclusions. Thus, New Act of Ukraine on higher education on the legislative level was
revealed in conceptual orients of higher education renew, which require modernization shifts

! in other HEIs of the regional center there is practically no students’ move, students from

Agricultural University (SNAU) went for so called “training” to Great Britain, but in practice they were
just used in agricultural works. Students, who come to study at Sumy HEIs from 1-year on study for fee-
form education (mostly from countries of previous USSR, Asia, Africa) are not taken into account
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in the system of HEIs management, which under modern conditions is impossible without
educational marketing concepts and tools, function of which is concretized in the article. It is
confirmed that criteria to estimate level of HEI marketing aim achievement is education
allowance for as many as possible people, and concerning education quality and scientific
research — profit, which scientists and lecturers give to country at a whole and region
particularly. Successful uniting of education marketing on the state level, regional level and
level of the separate HEI will give opportunity to optimize number of specialties, on the basis
of their perception by labor market.

Recommendations and perspectives for further investigations. Changes, occurring
nowadays in educational environment, turn proper studies into urgent ones in various
directions. Marketing research of demand for these or those specialties are of special
importance, opportunities of some HEIs, ways to form marketing tools and their practical
realization to increase competitiveness.

1. 3akon Ykpainum “Ilpo Bumry ocsity” Bim 01.07.2014, Ne 1556-VII [Enexrponnuit pecypc]. —
Pesxxum moctymy: zakon4.rada.gov.ua/laws/show/1556-18.

2. T'epacumuyk B.M. “Benvle matHa” B Teopun u mpaktuke mapkerudra / B.U. 'epacumuyk //
XXI Bex: oxumaeMmble pealbHOCTH B OusHece u MeHemxMenre. Tom II. Mapkerunr B OmsHece. —
Csuios, bonrapus, CAC, 2001. — C. 36-43.

3. CounambHO-3KOHOMHYECKHIl ITOTEHIMA] YCTOWYMBOTO Pa3BUTHS : YUYEHHK ; IIOJ. pell. mpod.
JLT. Mensauka (Ykpamna) u mnpo¢. JI. Xence (bemsrms). — 2-e m3g., crep. — Cymsr : UTJ
“YuuBepcurerckas kaura”, 2008. — 1120 c.

4. O6onenceka T.€. Haykosi 3acamy (opMyBaHHS KOHKYPEHTHOTO PHHKY OCBITHIX MOCIYT IUIS
¢ynkmionyBanHs puHKy mpari / T.€. Obonenceka // Teopis 1 mpakTWka MapKeTHHTY B YKpaiHi :
MoHorpadis / 3a HayK. pell. I-pa eKOH. HayK, mpod., akaa. AITH Ykpainu A.®D. [Tapnenka. — K. : KHEY,
2005. - 584 c.

5. bima C.O. InHoBamiitai mpioputetd pedopMyBaHHS YIPABIIHCHKUX 3acaJ PO3BHTKY BHIIOL
ocitn B Ykpaini / C.O. bina // [HHOBauiiHHII pPO3BUTOK CYCHLUJIBCTBA 32 YMOB KPOC-KYJIBTYPHHX
B3aemomiii : 30ipHuK MarepianiB [V MixHaponHoi HayKOBO-TIpakTHYHOI KoH(pepeHuii. — Cymu : Mpis,
2011. - C. 173-177.

6. Taspumok B.S. OcoGmuBocti po3Butky Ta mismibHocTi BH3 y rnobanmsnili exoHoOMimi /
B.A1. I'aBpuimiok // Bicamk HarionansHoro yHiBepcutery “JIbBiBChKa moiiTexHika”: MeHEKMEHT Ta
MiNPUEMHUNTBO B YKpaiHi : eTany CTaHOBJICHHS Ta npobieMu po3BUTKy. — JIbBiB, HTY “JIpBiBCBKa
nomitexnika”. —2013. — Ne769. — C. 405-412.

7. Imnsmenkxo C.M. Inrenexryanshuii kamitan BH3 sk 3anmopyka Horo iHHOBamiifHOTO pO3BHTKY:
CYTHICTB, CTPYKTypa, miaxoau a0 omiHtoBaHHs / C.M. Dmnsmenko // MapkeTHHT 1 MEHEIKMEHT
innoBamii. — 2011. — Nel. — C. 145-154.

8. TeneroB O.C. Mapkerunrosuii MeHemkMeHT. OpraHizaniiiHo-nenaroriuni  mpobmemu /
O.C. Teneros, O.I'. Ko3nosa // Inopmamiiini TexXHOIOTii HABYaHHS y BUIIUX 3aKJIaJaX OCBITH : 30ipHUK
marepianis. — Cymu : Bun-so CymZlV, 2001. — C. 12-16.

9. Kparr O.A. PunOK mociyr BHIOi OCBITH: METONOJOTIYHI OCHOBH JOCII/IKEHHSI KOH'TOHKTYPH :
MmoHorpagdis / O.A. Kparrt. — [Jonensk : FOro-Boctok, 2003.

10. MensaukoB C.JI. VmpaBrneHne BBICHIMM 00Opa30BaHHEM B JIEMOKpPAaTHUECKUX TOCYyAapcTBax /
C.JI. MenbuukoB // Cymcbka ctapoBuna. — 2014, — Ne41-42. — C. 61-66.

11. Teneroa C.I'. Mapketunr B ynpasiinHi ocBitoto / C.I'. TeneroBa, A.C. Teneros // Ocsita
Cymmmunau. — 2012, — Ne3. — C. 14-19.

12. TIpo I'apBapx [Enexrponnnii pecypc]. — Pesxum noctymy: http//www.harvard.edu/about-harvard.

13. He namni yniBepcuretn. Pedhopmu Tabaunmka 30UMBIININ KUIBKICTh YKPaiHCBKHUX CTYAEHTIB y
Tonbmi [Enexrponnuii pecypc]. — Pexxum noctymy: http://www.osvita.org.ua/articles/702.html.

54 MapkeTuHr i MeHe)KMeHT iHHOBauin, 2014, Ne 4
http://mmi.fem.sumdu.edu.ua/



Po3nin 2 InHoBanii y MapkeTHHTY

14. Xonox b.I. CywacHmit incTpyMeHTapiii BHOOpy omepauiiHux crpaterii po3sutky BH3 /
B.I. Xonox, O.B. Jlamesceka // Axanemiunuii orisn. — 2012, — Nel1(36). — C. 5-12.

15. TeneroB O.C. Bumia ocBita i Hayka B YKpaiHi: 3700yTKH, IpOOJEMH, NEPCIEKTHBU /
O.C. TeneroB // CyuacHi npoGiemn BHIIOI OCBITH YKpaiHM B KOHTEKCTI IHTErparii 0 €Bporneiicbkoro
OCBITHBOTO MPOCTOPY : Marepiajd HayKOBO-pakTH4HOI KoH(epeHmii, M. Cymm (6-7 XOBTHS
2010 poky) ; 3a pen. O.B. Ilpokonenko. — Cymu : Cym1VY, 2010. — C. 76-83.

16. TeneroB O.C. PexnaMHa AisiBHICTH BHIIOro HaBuanbHoro 3akmany / O.C. Teneros,
M.B. IIpoBo3in // MapkeTHHr i MeHeKMeHT iHHOBamiil. —2011. — Ne2. — C. 53-64.

17. Teneroa C.I'. [legaroriunuii MapKeTHHT B yMOBax BIIPOBAKEHHS HOBOTO 3aKOHY YKpaiHH Ipo
Bumry ocsity / C.I. TemeroBa // 36. Te3 nomosimei VIII MixHaponHOi HayKOBO-IPaKTUYHOT
KoH(epeHwii “MapkeTHHr iHHOBaWid 1 iHHOBalii y MapkeruHry”, 25-26 Bepecus 2014 p. — Cymu :
Mamipyc, 2013. — C. 184-186.

1. Zakon Ukrainy Pro vyshchu osvitu : pryiniatyi 1 lyp. 2014 roku Nel556-VII [Law of Ukraine on
higher education from July 1 2014, Ne1556-VII] [in Ukrainian].

2. Herasymchuk, V.I. (2001). «Belye piatna v teorii i praktike marketinha [“White spots” in the
theory and practice of marketing]. XXI vek: ozhydaemye realnosti v biznese i menedzhmente, (Vols. 2).
(pp- 36-43). Svyshchov: SAS [in Russian].

3. Melnik, L.H., & Khense, L. (Eds.). (2008). Sotsialno-ekonomicheskii potentsial ustoichivoho
razvitiia [Social and economic potential of sustainable development]. Sumy: ITD “Universitetskaia
kniha” [in Russian].

4. Obolenska, T.Ye. (2005). Naukovi zasady formuvannia konkurentnoho rynku osvitnikh posluh
dlia funktsionuvannia rynku pratsi [Scientific basis of a competitive education market for labor market].
AF. Pavlenko (Eds.). Teoriia i praktyka marketynhu v Ukraini — Theory and practice of marketing in
Ukraine. Kyiv: KNEU [in Ukrainian].

5. Bila, S.0. (2011). Innovatsiini priorytety reformuvannia upravlinskykh zasad rozvytku vyshchoi
osvity v Ukraini [Innovative management priorities for reform principles of higher education in
Ukraine]. Proceedings from MIIM’11: Mizhnarodna naukovo-praktychna konferentsiia «Innovatsiinyi
rozvytok suspilstva za umov kros-kulturnykh vzaiemodii. (pp. 173-177). Sumy: Mriia [in Ukrainian].

6. Havryliuk, V.Ya. (2013). Osoblyvosti rozvytku ta diialnosti VNZ u hlobalnii ekonomitsi
[Features and development of the university in the global economy]. Visnyk Natsionalnoho universytetu
“Lvivska politekhnika” — Bulletin of National University “Lviv polytechnic”, 769, 405-412
[in Ukrainian].

7. Illiashenko, S.M. (2011). Intelektualnyi capital VNZ yak zaporuka yoho innovatsiinoho
rozvytku: sutnist, struktura, pidhody do otsinuvannia [Intellectual capital university as a guarantee of its
innovative development: the nature, structure, approaches to assessment]. Marketynh i menedzhment
innovatsii — Marketing and management of innovations, 1, 145-154 [in Ukrainian].

8. Tielietov, O.S., & Kozlova, O.H. (2001). Marketynhovii menedzhment. Orhanizatsiino-
pedahohichni problem [Marketing management. Organizational and pedagogical issues]. Informatsiini
tekhnolohii navchannia u vyshchykh zakladakh osvity — Information technology training in higher
educational institutions. (pp. 12-16). Sumy: Vyd-vo SumDU [in Ukrainian].

9. Kratt, O.A. (2003). Rynok posluh vyshchoi osvity: metodolohichni osnovy doslidzhennia
koniunktury [Market services of higher education: methodological foundations of the research
situation]. Donetsk: Yuho-Vostok [in Ukrainian].

10. Melnikov, S.L. (2014). Upravleniie vysshym obrazovaniem v demokraticheskikh hosudarstvakh
[Management of higher education in democratic states]. Sumska starovyna — Sumy antiquity, 41-42,
61-66 [in Russian].

11. Tielietova, S.H., & Tielietov, O.S. (2012). Marketyh v upravlinni osvitoiu [Marketing in
education management). Osvita Sumshchiny — Education of Sumy region, 3, 14-19 [in Ukrainian].

12. Pro Harvard [About Harvard]. (n.d.). harvard.edu. Retrieved from http//www.harvard.edu/about-
harvard [in Ukrainian].

MapkeTHUHr i MeHeJ)KMeHT iHHOBauii, 2014, Ne 4 55
http://mmi.fem.sumdu.edu.ua/



O.C. Tenemos, C.I'. Tenemosa. MapKeTHHT OCBITH BUIIMX HABYAJIBHUX 3aKjIaiB YKpaiHu

13. Ne nashi universytety. Reformy Tabachnyka zbilshyly kilkist ukrainskykh studentiv u Polshi
[Not our universities. Tabachnik’s reforms increased the number of Ukrainian students in Poland]. (n.d.).
www.osvita.org.ua. Retrieved from http://www.osvita.org.ua/articles/702.html.

14. Kholod, B.I., & Dashevska, O.V. (2012). Suchasnyi instrumentarii vyboru operatsiinykh stratehii
rozvytku VNZ [Modern instruments selection operating strategies of Universities]. Akademichnyi
ohliad — Academic review, 1(36), 5-12 [in English].

15. Tielietov, O.S. (2010). Vyshch osvita i nauka v Ukraini: zdobutky, problem, perspektyvy [Higher
education and science in Ukraine: achievements, problems and prospects]. Proceedings from Suchasni
problemy vyshchoi osvity Ukrainy v konteksti intehratsii do yevropeiskoho osvitnoho prostoru — Modern
problems of higher education in the context of Ukraine's integration into the European educational
space. (pp. 76-83). Sumy: SumDU [in Ukrainian].

16. Tielietov, O.S., & Provozin, M.V. (2011). Reklamna diialnist vyshchoho navchalnoho zakladu
[Promotional activities of higher education institution]. Marketynh i menedzhment innovatsii —
Marketing and management of innovations, 2, 53-64 [in Ukrainian].

17. Tielietova, S.H. (2013). Pedahohichnyi marketynh v umovakh vprovadzhennia novoho zakonu
Ukrainy pro vyshchu osvitu [Pedagogical marketing in the implementation of the new Law of Ukraine
on higher education]. Proceedings from VIII Mizhnarodna naukovo-praktychna konferentsiia
“Marketynh innovatsii i innovatsii u marketynhu” — The Eighth International Scientific and Practical
Conference “Marketing of Innovations and Innovations in Marketing”. (pp. 184-186). Sumy:
TOV “Papirus” [in Ukrainian].

O.C. Tenemoes, n-p exoH. Hayk, npodecop, npodecop kadenpu mapkermnry Tta Y1, Cymcekuit
neprkaBHUH yHiBepcuteT (M. Cymu, YkpaiHa);

C.I'. Tenemosa, xaun. dinon. Hayk, nomeHt, npopekrop, CyMCbKHil JAep)KaBHHII IemarorivHHit
yHiBepcureT iM. A.C. Makapenka (M. Cymu, Ykpaina)

MapKeTHHI 0CBiTH BHIIUX HABYAJIbHHUX 3aK/1aiB YKpaiHu

Y cmammi oxapaxmepuszosano mapxkemuneoge cepedosuwe euwoi wkoau. Ha xonkpemmux
NPUKIA0ax NOKA3AHO OKpeMi ACneKmu CydacHozo cmauy oceéimu 6 Ykpaiui. Pozensimymo ckiaoosi
MApKemuHey 6UI020 HABUANLHO2O0 3AKAA0Y. OCEIMHIL NPOOYKMm, NONUM HA OCSIMHI HOCHYeU,
MApKemun208i 00Ci0HCeH s IONOBIOHO20 PUHKY MA KOMNLEKC MAPKEMUHS)Y .

Kiro4oBi citoBa: MapKeTHHT OCBITH, MapKETHHI BHINOIO HAaBYaJBHOTO 3aKNIaay, ITe[aroridyHuit
MapKeTHHT, MapKeTHHIOBI JOCITIPKEHHS B OCBITi, KOMIUIEKC MapKeTHHTY BUIIOI OCBITH, MapKeTHHT
OCBITHIX IIOCITYT, MapKeTHHIOBa AisuibHicTs BH3.

A.C. Tenemos, n-p oKoH. Hayk, mpodeccop, mnpodeccop Kadeapsr Mapkerunra u YUJI,
Cymckuii rocynapcTBeHHbIi yHiBepeuTeT (T. Cymbl, YkpanHa);

C.I. Tenemosa, KaHj. QUiION. HayK, JOLCHT, MpOpekTop, CyMCKHil  TOCYyHapCTBEHHBIH
nenarormdeckuii yauBepeureT uM. A.C. Makapenka (1. Cymbl, Ykpauna)

MapkeTHHT 00pa30BaHusl BHICIINX YYeOHBIX 3aBe/IeHHiT YKpanHbl

B cmamvwe oxapaxmepusosana mapxemunzosas cepeda gvicuiell wikonvl. Ha konkpemuwix npumepax
NOKA3aHbl OMOENbHble ACNEKMbl COBPEMEHH020 COCMOAHUA 00pazoeanus 6 Yxpaune. Paccmompenvl
cocmasgsowue MapKemuHea 6vicule2o yueOHo20 3a6edeHus. NpooyKm 00pazosamus, Cnpoc Ha
obpazogamenvuvlie  yciyeu, MapkemunHzogvle — UCCIe008aAHUA — COOMBEMCMEYIOue20  pblHKA U
KOMNAEKC MapKemuHeaa.

KmroueBele cmoBa: MapkeTHHT 00pa3oBaHMS, MApKETHHT BBICIIETO y4YeOHOTO —3aBEACHHS,
Mearorn9ecKuii MapKeTHHT, MAapKETHHTOBBIE HCCIEIOBAHUS B OOpa30BaHWM, KOMIUIEKC MapKETHHIa
BBICIIETO 00pa30BaHMsI, MApKETHHT 00pa30BaTENbHBIX yCIyT, MAPKETHHTOBAsI ISSITEILHOCTD By3a.

Ompumano 21.10.2014 p.

56 MapkeTHUHr i MeHeJ)KMeHT iHHOBaii, 2014, Ne 4
http://mmi.fem.sumdu.edu.ua/



