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SERVICES

Education today is one of the most dynamically growing promising areas of the
economy. Marketing of educational services is a science that studies the market of paid
educational services; activities for their distribution and promotion; philosophy of
educational business. The use of marketing allows each educational institution to
monitor the situation in the labor market and adjust the volume and quality of
educational services in accordance with it.

Participants in marketing relations are educational institutions, consumers
(individuals, enterprises and organizations, the state), intermediaries, as well as public
structures involved in the promotion of educational services in the market.

An important role among the subjects of marketing of educational services is
played by the personality of the student himself, since he is the material carrier of
educational services, as well as their end consumer.

The main objects of marketing of educational services are goods and services,
they can also be institutions, territories and individuals. It can be noted that in most
cases, the object of marketing of educational services is any object offered on the
market for exchange.

Objects of marketing of educational services actively interact with each other.
For students, the location of the educational institution is important, and what
opportunities for their residence it has, in this situation, special attention is paid to such
an object of marketing of educational services as the territory.

The following features of educational services can be distinguished:

- educational services are not tangible and intangible until they are
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purchased;

- educational services are inseparable from the subjects providing them, are
produced and consumed simultaneously;

- inconsistency in the quality of educational services. The quality of
educational services affects the development of society as a whole, and hence the need
for the quality of educational services to meet the requirements of state control;

- a significant length of the educational service in time;

- non-preservation of the educational service.

The purpose of marketing of educational services is to create conditions for the
development of the education system, which will ensure the satisfaction of the
educational needs of the individual and society as a whole, taking into account the
needs of the regional labor market; preservation and development of the education
system in market conditions.

Marketing in the field of educational services has its own unique features, as it
involves interaction with a rather heterogeneous audience, requires a high degree of
trust and is adapted to the specifics of training, which distinguish the marketing of
educational services.

- Focus on trust and reputation. Educational institutions and courses depend
on their reputation, as students invest a significant amount of time and money in
education. A high level of trust in an institution or educational platform is one of the
most important factors in making a decision.

- Long-term relationships. Unlike traditional product marketing, it is
important to build long-term relationships with customers in education. Training
programs, continuing education courses, and further education all require stable
connections with the audience. Brands can offer follow-up training or additional
courses, which builds loyalty.

- An integrated approach to the target audience. In the educational field, the
target audience is diverse — it can be schoolchildren, students, parents, young
professionals and professionals. Each of these groups has different motives and needs,

which requires audience segmentation and the creation of personalized content.
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- Use of digital channels and modern technologies. Modern educational
institutions actively use digital channels for promotion, such as social media, email
marketing, and online advertising. Content marketing, including webinars, video
tutorials, articles, and blogs, is widely used, which helps to attract students and
demonstrate the professionalism and experience of teachers.

- Content as a key marketing tool. In education, content plays a particularly
important role: articles, study materials, free lectures, and webinars help the audience
evaluate the quality of education before purchasing a service. Content should not only
inform, but also inspire, motivate, and show results.

- Focus on learning outcomes and feedback. Graduates' outcomes,
employability, and career advancement are important aspects that attract the attention
of potential students. Educational institutions highlight the success of their students as
proof of the effectiveness of their programs, often publish testimonials and success
stories.

- Flexibility and adaptability of offers. Education needs may change
depending on trends in the labor market, new technologies and changes in the
economy. Therefore, educational services should be flexible in order to offer up-to-
date knowledge and skills in a timely manner.

- State influence and licensing. Many educational programs require
mandatory licensing, and government standards may limit marketing activities. In such
an environment, it is important for educational institutions to comply with the law and
adhere to certain standards.

- Seasonality and influence of admission campaigns. Educational
marketing is subject to seasonal changes. This is especially true for higher education,
when enrollment in courses and programs is often tied to the academic year.

Effective marketing of educational services requires a deep understanding of its
target audience, a high level of trust, the use of quality content and adaptation to
modern trends. These features allow institutions to attract and retain students in a

highly competitive environment.

95



References:

1. Koéenesa T.0., llepepsa I1.T'., Tkauoea H.I1. Metonuuni 3acaiyi MOHITOPHHTY KOH'TOHKTYPH PUHKY
ACHHXPOHHUX €JIEKTPOABHUIYHIB // Y1ipaBiinHs po3BuTkoM. XapkiB: XHEY. 2011. Ne 4. C. 258-260.
2. Kocziszky G., Veres Somosi M., Kobielieva T.O. Reputational compliance // JlocmimkeHus Ta

onTuMi3alis ekoHoMigHHUX mporeciB "Ontumym—2017" : Tp. 13-1 MixkHap. Hayk.-mipakT. KoH(., 6-8 Tpyaas 2017 p. /
pexn.: O. B. Manoiinenko, €. M. CtpokoB. Xapkis : HTY "XIII", 2017. C. 140-143.

3. Kobenesa T.0. EnextporexHiuHa ramy3p YKpaiHH: Cy4acHHH CTaH Ta MEPCIEKTHUBH PO3BUTKY //
Bicauk Ham. texn. ya-ty "XIII" : 36. Hayk. np. Temar. Bum. : TexHigani nporpec i epeKTUBHICTD BUPOOHHUIITBA. XapKiB
s HTY "XTIII". 2011. Ne 26. C. 34-43.

4. Koobenesa T.0. KomiutaeHc-6e3mexa IPOMHUCIIOBOTO HIiAIPHEMCTBA: TEOPisl Ta METOIM: MOHOTpadis.
Xapkis: [Tnanera-Ilpunr, 2020. 354c.

5. Kobenesa T.0. Crpaterii 3a0e3MeycHHs KOMIUIAEHC-OE3MEKA MPOMKCIOBOTO IMianpueMcTsa //
Exonomiunuii xxypHan Oniecbkoro nojiTexHiyHoro yHisepcutery. 2019. Ne 3 (9). C. 53-61.

6. Koobenesa T.0. KommnaeHc-0e3meka miampueMcTBa K (akTop yCHINTHOT KoMepIliai3alii iHHOBaIii //
VYnpainiHHs KOMepllianizaliero iHHOBaliitHOT npoayKuii : MoHorpadis / 3ar. pea.: C. M. Imnsiienxo, O. A. binoBojcbka.
— Cymmu : Tpuropis, 2019. Pozn. 2.2. C. 117-139.

7. Kobenesa T.0. KoHuentyasibHI TIONIOKEHHS aHANi3y pIBHA KOMIDIa€HC-O€3NEKH KpaiHW Ta
migmpuemctia / Exonomivauit anamiz. 2019. T. 29, Ne 3. C. 107-115.
8. Koobenesa T.0. Kommnaerc-6e3meka KpeaTHBHIX eKOHOMITHIX po3pobok / T. O. Kobenera // CydacHi

MiIXOAW OO0 KPeaTHBHOTO YIPABIIHHS €KOHOMIYHHMH Tporiecamu : Mmarepianu 10-i Mixknap. HayK.-TIpakT. KOH)., 22
kBiTHA 2019 p. — Kuis : HAY, 2019. — C. 87-89.

9. Kocziszky G., Veres Somosi M., Kobielieva T.O. Compliance risk in the enterprise // Ctparerii
IHHOBAI[ITHOTO PO3BUTKY EKOHOMIKM YKpaiHu: mpoOieMu, MepcreKkTuBH, edexTtuBHicTh "®opBapa-2017": tp. 8-i
MixHap. HayK.-nipakT. Internet-koH. cTy/. Ta MOJIOUX BYeHUX, 27 rpyaus 2017 p. / pen.: IL.I Ilepepsa, €.M.Ctpokos,
O.M.I'yuan; Ham. Texn. yH-T "XapkiB. nosiitexH. iH-1". Xapkis : Tomenko FO.1., 2017. C. 54-57.

FBioniozpagpin: SIKORSKA MAEGORZATA, TKACHOVA N., KLIMOV M. Features of marketing in the
field of educational services / SIKORSKA MALGORZATA, N. TKACHOVA, M. KLIMOYV // Pe3ynbTatu HAyKOBHX
KoH(epeHIii HaBuaapHO-HayKOBOTO IHCTUTYTY €KOHOMIKH, MEHEKMEHTY Ta MibkHapoaHoro GizHecy HTY «XIII» 3a
2024 pik B 2 1. — XapkiB : HTY «XIIl», 2024. T. 2 : Tpyan XV-oi MixxHapoJHOT HayKOBO-ITpakTHYHOI Internet-
KoH(epeHwii CTyAeHTIB Ta MojoauxX BYeHUX «CrTpaTerii iHHOBAIIHOTO PO3BUTKY E€KOHOMIKHM YKpaiHW: mpobiemu,
nepcrekTHBH, edekTuBHICTh «DPopBapa-2024» 25 rpyans 2024 p. — 2024. C. 93-96

96



