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The article reveals the problem of the domestic market of educational services, the formation
of approaches to its solution. The classification of higher education educational services
according to the following features is considered: form of education, type of educational
programs, term of service provision, possibility of constructing educational trajectory,
method of teaching, form of service provision, possibility of continuing education and
payment method. It was found that in the market of educational services the lack of an
applied construct is a problem for the education sector, which should be based on the
understanding that the activities of higher education to meet needs consist of two main
parts, which can be called «visible» and «invisible». This problem is considered on the
basis of the marketing model of educational services of higher education, in which the
construct is considered as a set of a certain part of applied knowledge, the use of which is
a key characteristic of the marketing orientation of higher education. The paper proposes
an algorithm for the method of quantitative assessment of the competitiveness of higher
education, which consists of five steps. Three groups of indicators that characterize the
competitiveness of higher education (groups of utility, consumer costs, supply efficiency)
were identified, and the indicators of each of these groups were determined. Within the
framework of the proposed approach, an expert quantitative assessment of the impact of
indicators that characterize the competitiveness of universities on the market of services of
the city of Dnipro was conducted and ranked according to the results of competitiveness
assessment. The model of the organization of marketing of the higher educational institution
which reflects interrelation of marketing activity of the higher educational institution with
the basic processes which provide rendering of educational services is offered. A variant of
the scheme of directions of information flows in the marketing activity of a higher educational
institution is developed and the scheme of the system of marketing activity of a higher
educational institution within the paradigm of the management cycle is proposed.
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Problem statement can not afford to passively accept the changes in the

Modern activity of educational institutions in
Ukraine is characterized by a significant range of
educational services. Services are provided to the
population by both state and non-state higher
education institutions (HEIs), which intensifies
competition between them and complicates
consumer choice.

In today’s market environment, the university
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educational environment that occur, as such a
position will reduce the competitiveness of the
educational institution. When making adjustments
to educational services related to the range, quality,
strategy and tactics of provision, it is necessary not
only to take into account changes in the external
environment caused mainly by the digital
transformation of the economy, but also to anticipate
and anticipate them.
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The desire to increase the competitiveness of
an educational institution necessitates the solution
of numerous economic, social and other problems.
The most important among them is the quantitative
assessment of the competitiveness of the educational
institution (HEI), which characterizes the demand
for educational services and determines its
compliance with the needs of the market and society
as a whole [1].

At present, in Ukraine and its regions,
approaches to solving the problems of the domestic
market of educational services are being formed, in
particular, new technologies for the use of marketing
tools are proposed, which allow the subjects of this
market to compete successfully. Due to the fact that
the marketing of educational services in Ukraine is
still underdeveloped, not everyone is aware of the
need to implement these technologies. But the
transition to market relations and the impact of digital
transformation processes in higher education can be
seen as a fait accompli that receives more support in
all parts and segments of the education system [2].

The state of scientific development of the problem

This study is based on the works of foreign and
domestic scientists in the field of general marketing
theory: G. Axel, L. Berry, J. Gordon, K. Keller,
F. Kotler, J. Burnett, E. Krykavsky, M. Aucklander,
S. Ilyashenko, A. Pavlenko, and others, as well as in
the field of service marketing theory G. Bagiev,
G. Bekvet, M. MacDonald, V. Neganova, E. Tyan,
V. Sedelnikov, O. Kratt, S. Smerichevsky,
A. Yakovleva, E.A. Nosova, N.S Mushketova,
E.E Tarasova and others.

A. Arkhipov, Yu. Koshurnikova, A. Baranovsky,
E. Pesotska, O. Mnykh, A. Voychak, E. Romat,
I.I. Borysov, C.A. Zaychikova and others made a
significant contribution to the development of
theoretical and practical problems of marketing
functioning of organizations in the field of highly
professional services in general and higher educational

institutions in particular

Approaches to the assessment of the competitive
environment within the services market are presented
in the works of K. Lavlock, D. Thomas, R. Chase,
F. Kotler, T. Hill, O. Lebedeka, K. Grenroos,
O. Shapirian, O. Batura, O. Chernysh, O. Margulets,
N. Kukharska, V. Apopiya and others.

However, despite the large number of works
by domestic marketers on the problems of marketing
the service sector, detailed issues of practical
marketing of higher education do not yet have
adequate theoretical justification, in the digital
transformation of the economy there are no effective
recommendations for marketing higher education.

The purpose of this work is to develop
theoretical and applied aspects of the organization
of marketing of higher education institutions in a
competitive environment and digital transformation
of higher education.

Presenting main material

Currently, there is no single definition of the
category «educational service». Taking into account
the features and specifics of modern educational
services, a number of authors (N. Berezka, K. Keller)
proposed to consider educational services as a market
product designed to improve skills and competencies
of a professional nature to meet the needs of
stakeholders in the market of educational services.
the qualities of which can be direct consumers
(learners) and subjects interested in their education
(employers, the state) [4;3].

The development of the market of educational
services in the digital transformation of the economy
and the impact of the planetary pandemic of
coronavirus COVID-19, led to the emergence of a
number of new and changed structural features of
these services — such as the possibility of building
an educational trajectory and continuing education
[4], can be used as a basis for their classification
(table 1).

Table 1

Classification of educational services of higher education

Feature

Educational services

Type of service

Basic, additional

Form of study

Full-time, part-time, «3rd generation»

Type of educational programs

Secondary professional education, higher professional
education, postgraduate education, additional education

Term of service provision

Long-term, medium-term, short-term

Ability to build an educational trajectory

Individual, group

Teaching method

Traditional, problem-based learning, business situations
(colloquium, webinars)

Form of providing services

Stationary, remote, mixed

Opportunity to continue raising the level of education

Two-level, three-level

Payment method

Paid by consumers of consumers of educational services
(state, employers); paid directly by consumers of services

128

ISSN 2415-3974. Exonomiunuii eichux JABH3 YIXTY, 2021, Ne 1(13)



The main aspects of increasing the competitiveness of higher education institutions in the market of
educational services in the digital transformation of higher education

Based on this classification, a higher education
institution (HEI) can more accurately define its
market position and adapt it to changes in the
competitive environment at both the regional and
national levels.

The rapid pace of development of the education
sector, increasing demands of the labor market
(primarily by employers), its ever-growing role in
the economy, increasing competition in the market
of educational services have necessitated the
marketing orientation of higher education institutions
in Ukraine. The relationship between general
concepts and categories of service marketing and
educational services marketing can be represented
by a model (Fig. 1).

The problem, according to the authors, is not
the lack of knowledge, but the lack of a construct
formed by them, which has an applied nature.

The desired construct should be based on the
understanding that the activities of the higher

education institution to meet the needs consist of
two main parts, which can be called «visible» and
«invisible». The assessment of the level of service is
carried out on the visible part, which affects the
consumer directly, but the invisible component can
have a more significant impact, although not
perceived by the consumer.

It follows that a more productive approach is
when the visible part of the service is provided by a
certain technology, which represents the integration
of four interdependent activities, namely:

— communication with the buyer;

— a set of actions for the transfer of ownership
of the service;

— methods and models of service provision;

— ways to maintain unlimited relationships
(marketing relationships and interactions) with
consumers (customer retention).

According to the authors, presented in the
model (Fig. 1) interpretation of the technology of

Complex
marketing

Relationship marketing
{activities for the formation
of loyal consumers of
services)

[Educational
programs

Education marketing

The content of
educational services

Process
provision of services

Providing services to the
consumer in choosing an
educational service

Implementation of
educational services

Creating amenities in the
process of consuming
educational services

—Career guidance work;

«Invisible part»:

—implementation of —design of educational — creation of places of
activities to promote programs (EP): rest, leisure;
services. —EP licensing; —provision of dormitory;

—~ EP accreditation.

«Visible pa.rt »o

—the content of the EP:
—providing EP
(personnel. information.
methodological,
material, etc.).

—Catering;

~ pavment of scholarships
(including social);
—medical care, etc.

Technology of providing the «visible» part of the educational service

Transfer of
ownership of the
service

Providing Consumer
services to the retention
consumer

Fig. 1. Marketing model of educational services of a higher educational institution
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providing services may well claim the role of a
construct — a set of a certain part of applied
knowledge, the use of which is the essence of
marketing orientation of the university.

Traditional methods of analysis allow to obtain
a qualitative assessment of the impact of
environmental factors on the development of the
market of educational services. The authors propose
an improved method of quantitative assessment of
the competitiveness of higher education in the market
of educational services, the algorithm of which is
presented in Fig. 2.

The main three groups of indicators that
characterize the competitiveness of universities are
identified, and the indicators of each group are
determined: usefulness (quality of service, efficiency
of provision, etc.); consumer costs (consumption
price, convenience of the payment system); efficiency
of the proposal (method of promotion, organization
channels, etc.) — table 2. As part of the preliminary
testing of the proposed approach, an expert
quantitative assessment of the impact of indicators
that characterize the competitiveness of universities
on the market of Dnipro services. The assessment
was carried out by comparative analysis of
competitiveness factors on a 10-point scale in relation
to competitors (average). The coefficient of
competitiveness was defined as the ratio of scores of
market participants (from the five leading universities
in the city of Dnipro) to the scores of the leader on
a specific indicator (KK). The leader was the
university that received the highest grade, it was
awarded a competitiveness factor of 1.0.

Preliminary expert ranking of universities
according to the results of competitiveness assessment
is as follows: 1st place — Dnipro University of
Technology — 108.7 points; 2nd place — Oles
Honchar Dnipro National University (DNU) — 103.4

points; 3rd place — Dnipro National University of
Railway Transport (DIIT) — 101.7 points; 4th place
— Ukrainian State University of Chemical
Technology (USUCT) — 97.9 points and 5th place
— The National Metallurgical Academy of Ukraine
(NMetAU) — 92.3 points.

In order to further detail and more accurately
assess the competitiveness of higher education in
the market of educational services in the
Dnipropetrovsk region should continue research on
a methodological basis. At the same time, it is
proposed to develop in more detail methodological
approaches to assess the competitive adaptive
potential of higher education in the event of changes
in the regional market of educational services. Also,
according to the authors, it is advisable within this
methodology to expand the indicators of assessment
within the established groups. This should be done
taking into account the use of developments in the
methodology of relationship marketing (MRM) and
interaction (MIM) [1;2;6;7;8;9;10].

In general, the assessment of the
competitiveness of a higher education institution is
necessary because it allows to comprehensively
diagnose the state of the regional market of
educational services and the level of competition.
At the same time, it provides an opportunity to
determine the position of a higher education
institution in comparison with other universities and
to make timely decisions on adjusting the level of
activity to increase their own competitiveness at both
regional and national levels.

Applying the process approach, it is convenient
to present all the work on the creation of higher
education marketing in the form of interconnected
graphical models of processes (Fig. 3).

The proposed model of marketing organization
of higher education institution presents (Fig. 3) the
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Formation of specifications of general groups of indicators of competitiveness
and definition of structure of indicators of each group

!

Development of questionnaires, determination of the range of specialists,
conducting their survey to assess the relative importance of indicators by
comparative analysis of competition factors

'

Formation of a group of the most significant factors of university
competitiveness and determination of their influence by the method of direct

scoring
'

Determining the coefficient of competitiveness for each factor of competition

B

Analysis of the level of competitiveness of higher education institutions

Fig. 2. Algorithm of methods for quantitative assessment of the competitiveness of higher education
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Table 2

Preliminary assessments of the level of competitiveness of higher educational institutions in the city of Dnipro

Evaluation of each service marketing tool in relation to the specific task o
mastering the target market of educational services (points)
. Dnipro
Marketing tools UniverSity of| DNU USUCT NMetAU DIIT
Technology
average| KK |average| KK |average| KK |average| KK |average| K]
Indicators of useful service
1 | The quality of the service provided 8.0 1.0 7.3 1091 7.8 [0975] 6.8 [085[ 7.6 [0.S
2 | Choice of directions (specialties) 9.0 1.0 8.0 [0.89[ 88 [0978] 82 [0.91 7.9 [0.¢
3 | Training period 45 1083 54 1.0 48 (089 42 078 42 10
4 [ Ability to study without leaving work] 8.2 [0.89| 7.8 |0.85[ 9.2 1.0 86 (093] 75 |0.&
5 | Availability of educational services 7.5 1.0 7.0 093 6.8 [0.91 63 (084 7.1 [0.S
Consumer cost indicators 37.2 35.5 37.4 34.1 343
1 [Price level 65 [090]| 7.2 1.0 45 1063 43 |060| 6.8 |0.:
» | Convenience of the payment system | 5| 4 o | 70 1097| 64 |089| 66 [092] 63 |os
for the service
Proposal performance indicators 13.7 14.2 10.9 10.9 13.1
1 [Image (prestige) 8.0 1.0 75 1094 6.0 [0.75] 6.5 [0.81 7.0 [0.¢
2 | Media used, breadth of coverage 6.5 1.0 57 1088| 55 |[085] 50 [077] 62 [0S
3 |Used marketing tools: presentations, | ¢ | 1o | 75 |oo4| 72 |090| 68 |085| 74 |os
press releases, exhibitions, etc.
4 | Price discounts 7.0 1097 7.2 1.0 58 10.81 59 1082 62 |0.&
Professionalism of employees
5 |involved in the promotion of the 8.0 1.0 65 |08l 65 |[081] 60 |075]| 7.0 [0.&
service
¢ |Numerical composition of employees| s 5 | g g5 | 55 |089| 45 |069| 40 |062| 65 |1
engaged in marketing activities
Frequency and characteristics of
7 |individual advertising campaigns 63 (093] 65 09| 59 |087| 55 |0.81 6.8 L
(quality of advertising messages)
Professionalism of the research and
8 [teaching staff of the university in the | 8.5 1.0 70 1082 82 [096| 76 |089| 7.2 |0.¢
basic direction of education
Total 108.7 | 1.0 | 103.4 | 0.95[ 979 1090 | 923 ]0.85| 101.7 |0.S
Place 1 2 4 5 3

general functions of the process, information and
digital connections at the entrance (requirement of
consumers — the state, employers, social society)
and output — the result of marketing planning higher
education institution (set of marketing indicators
University), as well as connections (marketing of
relationships and interactions) on management —
management processes (managing influence on the
marketing process of higher education) and providing
— marketing support processes of higher education
(personnel, methodological, logistical, information
and digital) , library on digital technologies, etc.).
Figure 4 shows a variant of the scheme of
directions of information flows in the marketing
activities of higher education. The authors also
propose a scheme of marketing activities of higher
education within the paradigm of the management
cycle, which includes a set of actions necessary to
achieve the goals of higher education (for example

ISSN 2415-3974. Exonomiunuii eichux JABH3 YIXTY, 2021, Ne 1(13)

— in the annual cycle (Fig. 5)).

Model (fig. 3) reflects the relationship of
marketing activities of higher education with the main
processes that provide educational services (except
for those listed, this model can include all processes
of higher education. The proposed model is quite
universal, that is, can be used by any at the same
time, taking into account the process of digitization,
the level and quality of use of information in
marketing activities depends on the level of
competitiveness of higher education, as well as its
integration into a competitive market environment.
Only then can we count on a stable competitive
position in the education market, as well as in the
field of highly professional services. Information (ICT
and digital) is an important resource of higher
education, along with financial, personnel, etc. In
order to better understand the process of information
exchange, it is proposed to allocate information flows
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Fig. 3. Model of marketing organization of higher education institution

in the marketing activities of higher education. This
allows all participants to receive reliable information
in a timely manner and navigate the market
environment.

Conclusions and prospects for further research

According to the results of the work it is revealed
that there is practically no single definition of the
category «educational service». The variety of
interpretations leads to the formation of scientific
concepts that reflect the diversity of the studied
category. Given the stability of the competitive
environment of higher education institutions due to
the reduction of entrants to higher education
institutions of Ukraine, as well as due to the relative
unwillingness of some domestic higher education
institutions to implement digitalization of educational
processes, it becomes important to identify a number
of structural features of educational services.
accurately determine the market position of the
higher education institution and adapt them to

132

changes in the competitive environment.

It was found that the connection between the
basic concepts and categories of service marketing
and educational services marketing can be represented
by a model that allows to define the technology of
service provision as a visible part of the educational
service. This interpretation of technology may well
claim the role of a construct — a set of a certain part
of the knowledge of an applied nature, the use of
which is the essence of marketing orientation.

It is shown that the marketing activity of a
higher education institution (formation of the basic
goal (mission of the university) and sub-goals,
formation of the monitoring system, system of
modeling the activity of the higher education
institution and marketing development strategy
defining the marketing policy of the university) should
be flexible. in the external environment, including
at the regional level.

Taking into account the fact that there is a
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Fig. 4. Basic directions of information flows

penetration of the market model of relationship
marketing and interaction, in particular marketing
management of development, it is advisable to
intensify research not only network theory in higher
education, but also to develop methods, models and
mechanisms of marketing management in higher
education institution in terms of digital
transformation of the economy based on the
methodology of marketing partnerships.
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It is also possible to recommend the formation
of a single marketing center for higher education,
which will also help create and implement, using
digital technology, a system of regular and systematic
collection and analysis of data on the state of higher
education and the market of educational services,
which will reduce the risk of unreasonable
management solutions and will open new
opportunities for development in a dynamically
developing environment, will create a basis for the
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Fig. 5. Variant of the scheme of the annual cycle of management of marketing activities of higher education

formation of marketing strategy of higher education.
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OCHOBHI ACIIEKTU ITIJIBUIIIEHHA
KOHKYPEHTOCITPOMOZKHOCTI BUIIIUX
HABYAJIBHUX 3AKJIAIB HA PUHKY OCBITHIX
MOCJIYT B YMOBAX ITU®POBOI TPAHC®OPMAIIIT
BUIIIOI OCBITA

Jlyonuyoxuii B.1., Haymenxo H.IO., ITucapvkoéa B.P.

Cmamms po3kpueae npobaemy imuu3HAH020 PUHKY 0CGIMHIX
nocaye, gpopmyearts nioxodie do ii eupiwenns. Pozersnymo kaacu-
hikayiro oceimHix nocaye U020 HABYANLHO20 3AKAADY 3a HACMYN-
HUMU 03HAKAMU: (OPMA HABUAHHSA, BUO OCBIMHIX NPOPAM, MEPMiH
HAoauHsi NoCAyeU, MoJcAUugicms no6ydoeu 0ceimHboi mpaekmopii,
Memod Has4auHs, (hopma HAOAHHS NOCAYe, MONCAUBICMb NPOO0G-
JICeHHs nidsuujeHHs pigHsa oceimu ma cnoci6 onaamu. Buseaeno,
W0 Ha PUHKY OCGIMHIX nocaye @idcymHicms NPUKAAOHO20 KOHCHI-
DYKMY cmaHosums npobaemy 04s eany3i oceimu, aKuil Mae rpyH-
myeamucsi Ha PO3YMIHHI M020, W0 JisAbHICMb U020 HABYANBHOO
3aK1a0y w000 3a00801eHH NOMpel CKAA0AEMbCs 3 080X OCHOBHUX
uacmuH, AKI MOJCHA HA36AMU «GUOUMOIO» Mma <«Hesuoumor». Ll
npobaema po3easHyma Ha OCHO8i MapKemuHe080i Mooeai 0ceimHix
nOCAy2 BUU4020 HAGHANBHO20 3AKAADY, 8 AKIll KOHCMPYKM PO32Asi-
daemucs AK CYKYNHICMb NEGHOI YACMUHU 3HAHb NPUKAAOH020 Xa-
pakmepy, BUKODUCMAHHA AKUX € KAKH080H0 XAPAKMEepPUCmuKor
MapkemuHeoeoi opienmauii euw0eo HasyaivHozo 3akaady. B po-
b6omi 3anponoHOBAHO AN20PUMM MeMOOUKU KIAbKICHO20 OUiHI06aH-
H5l KOHKYPEHMOCNPOMOIICHOCI U020 HABHANLHORO 3AKAA0Y, AKUU
cKAadaemucsa 3 n’amu Kpokie. Buseieno mpu epynu nokashukie,
AKI XapaKkmepu3yromo KOHKYPEHMOCNPOMOICHICMb 8UL4020 HAGHANb-
HO20 3aKaady (epynu KopucHocmi, eumpam cnojcueaua, egek-
MueHicms Npono3uyii), ma 6U3HA4EHO NOKA3HUKU KOMNCHOI 3 Yux
epyn. B pamkax 3anpononosanoeo nioxody nposedeno excnepmmy
KINbKICHY OUIHKY 6nAU8Y NOKA3HUKIE, AKI XapaKmepu3yrms KOH-
Kypenmocnpomoxcricms BH3 na punox nocaye micma /[ninpo ma
30ILICHEHO IX PAHICYBAHHS 34 Pe3yNbMAamami OUiHIOBAHHS KOHKY-
PEHMOCHPOMOICHOCMIE. 3anponoHO8aH0 MoOeab OpeaHizayii mapke-
MUHEY BUL020 HABYAALHORO 3AKAA0Y, AKA 6i000pajscae 63aemo-
36 130K MapKemuHeo60i QisSIbHOCMI 8UL020 HABYANBHO20 3aKAADY 3
OCHOGHUMU npouecamu, AKi 3a6e3neuyoms HA0AHHS OCGIMHIX NO-
caye. Po3pobaero eapianm cxemu Hanpsamie iHghopmayiiiHux nomokie
6 MAapKemuHeo8ill OifAbHOCMI BUL020 HABYANLHORO 3aKAAdYy ma
3aNPONOHOBAHO CXeMY CUCMeMU MAPKeMUH2080i 0isAbHOCI U0~
20 HABYANLHORO 3AKAA0Y 8 PAMKAX NAPAOUSMU YUKAY YAPAGAIHHSL.

Knwoyosi caoBa: BumMi HaBYaJbHUU 3akjian,
KOHKYPEHTOCIIPOMOXHICTh, MOIEIb MapKEeTUHTY, MapKETHUHT
OCBITHIX rociyr, iHopMaliliHi MOTOKU
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OCHOBHBIE ACIIEKTHI ITOBBIIIIEHUA
KOHKYPEHTOCITIOCOBHOCTHU BBICIHINX YYEBHBIX
3ABEJIEHUN HA PBIHKE OBPA3OBATEJIbHBIX YCJIVT
B YCJIOBUSX IU®POBOI TPAHCP®OPMALINA
BBICIIIEI'O OBPA3OBAHUA

Jlyonuuruiic B.U., Haymenro H.IO., Ilucapvkosa B.P.

Cmambsi packpwigaem npooaeMy OMeuecmeeHHO20 DbIHKA
obpazosamenvHuix ycaye, opmuposanue nooxo008 K ee peueHuro.
Paccmompena xaaccuguxayus o6pazoeamenvrvix ycaye 6biCuieeo
YueOH020 3a8e0eHuUss NO CAedyIWUM NPUSHAKAM: Gopma obyueHus,
6U0 00pA308AMENbHBIX NPOSPAMM, CPOK NPe0OCMABAeHUs YCayeu,
603MOICHOCMb NOCMPOEHUS. 00PA306aMeNbHOL MPAeKMOopulU, me-
mod o0by4enus, hopma npedocmasnenus ycaye, 03MONCHOCHb NPO-
dondICeHUs. NOGbLUEHUSI YPOBHS 00PA308aHUs U CHOCOO ONAGMbI.
Buisigaeno, umo na pwinke 00pazoeamenvHbix ycaye omcymcmeue
NPUKAAOH020 KOHCMPYKMA npedcmaensiem npoosemy oasi ompacau
00pazoeanust, KOMopwili 0012ceH OCHOBbIBAMbCS HA NOHUMAHULU MO0,
4mo desimenbHOCMb 8bicUle20 YHeOH020 3a6edeHust No Y008aemeope-
HUI0O ROMpeGHOCmeti coCmoum u3 08yxX 0CHOGHBIX uacmet, Komopoie
MOJICHO HA36AMb «GUOUMOU» U «HE8UOUMOU». Dma npobaema pac-
CMOMpPEHAa HA OCHOBe MAPKeMUH2060U Modeau 00pa308amenbHbIX
yeaye evicuieco yueOHo2o 3a6e0eHust, 8 KOMopoM KOHCIMPYKmM pac-
cMampueaemcs: KAk CO80KYRHOCHb ONPeOeAeHHOU 4acmu 3HAHULL
NPUKAQOH020 XapaKmepa, UCnoAb308anue KONMOpbiX A6ASemcs KA -
Yeeoll XapaKmepucmuKol MapKemuHe080l OPUeHMAYUU BbICUEe20
YyuebHoeo 3aeedeHus. B pabome npednoxcen areopumm memoduxu
KOAUYeCMEEeHHOU OUEHKU KOHKYDEHMOCHOCOOHOCMU 8Y3d, COCMOs1-
wul u3 namu waeos. Buvisereno mpu epynnel nokazamenei, xa-
DAKMepU3YIUUX KOHKYPEHMOCNOCOOHOCb bicuiec0 Y1eOH00 3a-
6edeHUs (epynnvl noaesHocmu, pacxodoe nompebumens, 3¢pgex-
MUBHOCMb NPedAodCceHUs), U onpedeieHbl NOKA3amenu Kaicoou u3
smux epynn. B pamxax npedroxcenHo2o nooxoda nposedeHa 3kc-
NepmHaAs KOAUYeCMEEeHHYI0 OUYeHKY 6AUSHUS NOKa3amenel, Xapax-
mepu3sylowux KoHKypenmocnocobnocme BY3a na peinok ycaye eo-
poda JlHenp u ocyuwecmeneno ux paHiCcuposanue no pe3yabmamam
oueHKuU KoHKypeHmochocobHocmu. [lpedaoxicena modens opeanusa-
Yuu MapKemuHea vicuieeo y4ebH020 3a6edeHus, Komopas ompa-
Jcaem 63auMOCesI3b MApKeMUH2060l 0essmeAbHOCMU BbiCUie20 y4eo-
HO20 3a6e0eHUs. ¢ OCHOBHBIMU NPOUeCcamil, KOmopbie 00ecneuuea-
rom npedocmasnerue obpazoeamenvuuix ycaye. Paspaboman eapu-
AHM CXeMbl HaNnPAagAeHUll UHPOPMAUUOHHBIX NOMOKO8 8 MAPKEeMUH-
206011 0esimeAbHOCIU Gbicule20 Y4eOH020 3a6e0eHUs U NPeON0NCeHA
cxema cucmemol MApKeMuH2060l 0essmeabHOCIU BbICUEe20 Y1eOHO-
20 3a6e0eHUs 8 PAMKAX NAPAOUSMbl YUKAA YRPAGACHUS.

KarwoueBbie cioBa: Bbicuiee yueOHOe 3aBeleHUeE,
KOHKYPEHTOCIMOCOOHOCTb, MOIEIb MapKeTUHIa, MapKeTUHT
00pa3oBaTesIbHbIX YCIYT, MH(GOPMALIMOHHbIE TOTOKHU.

135



Dubnytskyi V.I., Naumenko N.Yu., Pysarkova V.R.

THE MAIN ASPECTS OF INCREASING THE
COMPETITIVENESS OF HIGHER EDUCATION
INSTITUTIONS IN THE MARKET OF EDUCATIONAL
SERVICES IN THE DIGITAL TRANSFORMATION OF
HIGHER EDUCATION

Dubnytskyi V.I., Naumenko N.Yu., Pysarkova V.R."

Ukrainian State University of Chemical Technology, Dnipro,
Ukraine

“e-mail: benedictova.lera6@gmail.com
Dubnytskyi V.I. ORCID: https://orcid.org/0000-0002-3007-6116

Naumenko N.Yu. ORCID: https://orcid.org/0000-0002-0585-
932X

Pysarkova V.R. ORCID: https://orcid.org/0000-0002-8058-7854

The article reveals the problem of the domestic market of
educational services, the formation of approaches to its solution. The
classification of higher education educational services according to
the following features is considered: form of education, type of
educational programs, term of service provision, possibility of
constructing educational trajectory, method of teaching, form of service
provision, possibility of continuing education and payment method.
It was found that in the market of educational services the lack of an
applied construct is a problem for the education sector, which should
be based on the understanding that the activities of higher education
to meet needs consist of two main parts, which can be called «visible»
and «invisible». This problem is considered on the basis of the
marketing model of educational services of higher education, in which
the construct is considered as a set of a certain part of applied
knowledge, the use of which is a key characteristic of the marketing
orientation of higher education. The paper proposes an algorithm for
the method of quantitative assessment of the competitiveness of higher
education, which consists of five steps. Three groups of indicators
that characterize the competitiveness of higher education (groups of
utility, consumer costs, supply efficiency) were identified, and the
indicators of each of these groups were determined. Within the
framework of the proposed approach, an expert quantitative assessment
of the impact of indicators that characterize the competitiveness of
universities on the market of services of the city of Dnipro was
conducted and ranked according fo the results of competitiveness
assessment. The model of the organization of marketing of the higher
educational institution which reflects interrelation of marketing activity
of the higher educational institution with the basic processes which
provide rendering of educational services is offered. A variant of the
scheme of directions of information flows in the marketing activity of
a higher educational institution is developed and the scheme of the
system of marketing activity of a higher educational institution within
the paradigm of the management cycle is proposed.

Keywords: higher education institution, competitiveness,
marketing model, marketing of educational services, information
flows.
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