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This article is devoted to the issues of improving the methodology for organizing marketing activities of
higher educational institutions. The paper examines the main problems that arise when implementing a marketing
strategy in universities and suggests ways to solve them. Particular attention is paid to the need for an integrated
approach to organizing marketing activities, including research of the educational services market, development
of marketing programs, effective management of the university brand and interaction with target audiences. It is
reviewed the world experience in organizing the marketing activities of higher educational institutions, and also
proposed recommendations for optimizing the marketing activities of universities aimed at increasing their com-

petitiveness.
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Introduction

Modern higher education institutions operate in
conditions of high competition for attracting applicants,
which determines the need for effective organization of
marketing activities. Marketing in universities plays a
key role in creating a favorable image, promoting edu-
cational services and building long-term relationships
with target audiences. However, existing approaches to
organizing marketing work in higher education institu-
tions are often characterized by fragmentation and lack
of consistency.

In this regard, the development of a perfect meth-
odology for organizing the marketing activities of uni-
versities, which would ensure the complexity, con-
sistency and effectiveness of implemented marketing
activities, is of particular relevance. This article is
aimed at solving this scientific and practical problem.

Theoretical foundations of organizing market-
ing activities in higher education.

Marketing activities of universities represent sys-
tematic work to study the market for educational ser-
vices, generate demand for the offered educational pro-
grams, promote the brand of an educational organiza-
tion and establish long-term mutually beneficial
relationships with target audiences.

Authors F.Kotler and others emphasize the im-
portance of universities using marketing approaches to
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attract applicants and increase competitiveness®. Re-
searchers D.D.Dill, A.B.Lee analyze the specifics of
using marketing tools in the field of higher education
and focus on the need for a client-oriented approach?.
Author G.M.Ligutti examines the role of digital tech-
nologies in the marketing activities of universities and
their impact on interaction with target audiences®. Au-
thors 1.M.Popova, S.V.Kochneva consider effective
channels for promoting educational services of higher
educational institutions®. Author L.L.Stasyuk explores
the introduction of a client-oriented approach to univer-
sity management®. R.E.Mansurov considers the devel-
opment of an effective marketing strategy for the uni-
versity®. Authors R.R.Salikhova, 1.V.Degtyareva ana-
lyze the role of marketing communications in the
management of a higher educational institution’. Au-
thor 1.B.Romanova proposes the use of marketing tools
to assess the effectiveness of a university®.

1.Berezin in his work says that the market for edu-
cational services is the material interaction of partici-
pants in the educational process: students, organiza-
tions providing educational services, individuals and
organizations paying for these services®. M.A.Gav-
rilova defines the educational services market as a sys-
tem of economic relations regarding the purchase and
sale of educational services directly in demand by both
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(https://cyberleninka.ru/article/n/marketingovaya-strategiya-
razvitiya-universiteta)

" Canuxosa P.P., lertapesa U.B. "MapKkeTHHTOBBIE KOMMY-
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collective and individual consumers.

The structure of marketing activities of higher ed-
ucation institutions includes the following key ele-
ments:

1-picture. Key elements of the structure of marketing activities of higher educational institutions11

It is important to note that these elements must be
closely interconnected and implemented comprehen-
sively within the framework of a unified marketing
strategy of the university. This provides a synergistic
effect and allows you to achieve your marketing goals
with the greatest efficiency.

Methodology for organizing marketing activi-
ties in higher education

The proposed methodology for organizing mar-
keting activities in higher education institutions in-
cludes the following main stages:

1. Strategic analysis of the external and internal
environment of the university

At this stage, a comprehensive analysis of macro-
and microenvironmental factors affecting the market-
ing activities of the university is carried out. The main
trends in the development of the educational services
market are studied, the key needs and preferences of
target audiences are identified, and opportunities and
threats to the university are assessed. There are also an-
alyzed the internal resources and competencies of the
organization that ensure the implementation of the mar-
keting strategy.

2. Development of a university marketing strat-
egy

Based on the results of the strategic analysis, a uni-
versity marketing strategy is formed, including targets,
priority market segments, positioning of educational
services and the university brand, as well as key mar-
keting initiatives. At the same time, the marketing strat-
egy should be closely integrated with the development
strategy of the university as a whole.

3. Development of a marketing communications
package

At this stage, the optimal set of marketing commu-
nications tools is determined (advertising, public rela-
tions, digital marketing, personal selling, etc.) that con-
tribute to the effective promotion of educational ser-
vices and the university brand. Specific communication

10 appunosa M.A. HenpepbiBHOE MPpoQeccHOHATBHOE Mea-
rorudeckoe o0pa3zoBaHue: NMPOOJIEMBI, CYKICHHs, ONBIT pa-
60tb1 // Hayunble uccienoBanus: HHGOpMALus, aHaIn3, Ipo-
THO3: KoJutekTiBHas MoHorpadus / I1.d. Kpasuyk, B.B. I1o-
noB, HU. Jlerrmaa u np.; mox obmed pex. mpod. O.M.

programs and activities are developed, agreed on tim-
ing, budget and expected results.

4. Organization of a customer relationship man-
agement system

An important component of the methodology is
building a system for managing relationships with con-
sumers of educational services (applicants, students,
their parents, etc.). This includes segmenting target au-
diences, developing client programs, introducing CRM
technologies, and organizing an effective feedback sys-
tem.

5. Branding and reputation management

A significant element of the methodology is the
formation and promotion of a strong university brand.
This involves the development of a unique selling prop-
osition, corporate identity, as well as systematic work
to manage the reputation of an educational organiza-
tion.

6. Monitoring and control of the effectiveness of
marketing activities

The final stage includes the development of a sys-
tem of key performance indicators for the university’s
marketing activities, organizing monitoring of the
achievement of these indicators, as well as taking cor-
rective measures if necessary.

Foreign experience of research work.

If we consider a review of global experience in im-
proving the methodology for organizing marketing ac-
tivities of higher education institutions by country, it
can be noted that many leading universities around the
world use diverse but comprehensive approaches to or-
ganizing marketing activities, adapting them to their
unique conditions and goals.

Leading American universities actively use tar-
geted digital marketing, including to attract interna-
tional students. Branding and reputation management
of universities are widely used to create a unique posi-
tioning. It is common practice to measure the return on
investment (ROI) of marketing initiatives.

KupukoBa. — Boponex: Boponexckuil rocynapcTBeHHbIH
nenarornueckuii yansepeutert, 2003. — Ku. 1. — C. 93-102.
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British universities are focused on improving the
customer experience of applicants and students at all
stages of interaction. A data-driven approach to making
marketing decisions based on deep data analysis is be-
ing actively implemented. Internationalization strate-
gies, including attracting international students, are
popular.

Australian universities pay great attention to seg-
menting their target audience and developing personal-
ized marketing programs. Mobile marketing and inte-
gration with social media are widely used to communi-
cate with applicants. Marketing initiatives aimed are
common at engaging current students and alumni.

German universities actively take a holistic ap-
proach to branding, including visual identity and culti-
vating brand values. Considerable attention is paid to
marketing research to understand the needs and prefer-
ences of the target audience. Partnerships with enter-
prises and foreign universities are being developed to
strengthen positioning.

Singapore universities demonstrate best practices
in using the latest digital technologies for marketing
communications. Much attention is paid to internation-
alization, including attracting foreign students and de-
veloping global connections. Regular monitoring and
evaluation of the effectiveness of marketing efforts is
used for their continuous improvement.

Analysis and result of the research.

The methodology discussed above will allow:

Form an integrated approach to organizing mar-
keting activities, ensuring consistency and interconnec-
tion of individual elements.

Strengthen the focus of marketing programs on the
needs and preferences of target audiences.

Increase the efficiency of promoting educational
services and the brand of universities through the ra-
tional use of marketing tools.

Strengthen the loyalty and trust of consumers of
educational services in universities by building long-
term mutually beneficial relationships.

Increase the effectiveness of universities’ market-
ing activities, which is reflected in an increase in the
number of applicants, improved financial performance
and strengthened competitive positions.

In addition, within the framework of a higher edu-
cational institution, it is necessary to operate a special
service that should solve the following tasks:

- continuous improvement of the quality of exist-
ing educational services;

- analysis of the economic activities of an educa-
tional institution;

- quality management;

- development of the educational institution’s ad-
vertising policy;

- conducting marketing research.

Thus, marketing of a higher education institution
is a necessary and most important part of its activities.
Today we can say with confidence that higher educa-
tion institutions that do not pay due attention to market-
ing activities have found themselves or will soon find
themselves at a disadvantage, which will affect their
competitiveness in the educational services market.

Conclusion

Thus, the proposed methodology for organizing
the marketing activities of higher educational institu-
tions is a comprehensive and systematic approach that
provides an effective solution to the problems of at-
tracting and retaining consumers of educational ser-
vices, creating a favorable image and developing the
competitive advantages of universities. Its practical im-
plementation contributes to effectiveness and allows us
to recommend this methodology for widespread imple-
mentation in the practice of marketing management in
the field of higher education.
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