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The observed imbalance in the demand for and supply of economic educational services became the basis for studying the reasons for this phenomenon. The 
number of applicants wishing to enroll in universities is decreasing. One of the reasons for this tendency can be considered the professional and geographical 
heterogeneity of the provision of educational services in general, and economic educational services in particular. The fact that Poland is geographically clos-
est to Ukraine became a stimulus for the increasing outflow of entrants and students to Poland. The aim of the article is to carry out a comparative analysis of 
peculiarities in the perception of economic educational services by students in Ukraine and Poland. Based on the determination of ratings of the motives for 
choosing a specialty, there identified the criteria for choosing a university, the role of sources of information about the university, professional values, areas of 
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УДК 339.138
Пукала Р., Лисиця Н. М., Притиченко Т. І., Гронь О. В. Міжнародний 

маркетинг економічних освітніх послуг в Україні та Польщі
Спостережуваний дисбаланс попиту та пропозиції економічної освіт-
ньої послуги став підставою для вивчення причин цього явища. Скорочу-
ється кількість абітурієнтів, які бажають вступати до вишів. Однією 
з причин такої поведінки можна вважати професійну та географічну 
гетерогенність надання освітніх послуг у цілому й економічних освіт-
ніх послуг зокрема. Географічна близькість Польщі стала стимулом 
для підвищеного відтоку до цієї країни абітурієнтів і студентів. Мета 
статті – порівняльний аналіз особливостей сприйняття економічної 
освітньої послуги студентами України та Польщі. На основі виявлення 
рейтингів мотивів вибору спеціальності, критеріїв вибору вишу, ролі 
джерел інформації про заклади вищої освіти, професійних цінностей, 
сфер майбутньої професійної діяльності тощо визначено специфіку 
особливостей сприйняття економічної освітньої послуги в Україні та 
Польщі. Запропоновано перспективи економічної освітньої послуги в 
цих країнах, що забезпечить шляхи їх плідної співпраці в майбутньому.
Ключові слова: міжнародний маркетинг, економічна освітня послуга, 
академічна мобільність, особливості сприйняття, експерти, перспек-
тиви економічної освітньої послуги, плідна співпраця.
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УДК 339.138
Пукала Р., Лисица Н. М., Притыченко Т. И., Гронь А. В. Международный 
маркетинг экономических образовательных услуг в Украине и Польше

Наблюдаемый дисбаланс спроса и предложения экономической образо-
вательной услуги стал основанием для изучения причин этого явления. 
Сокращается количество абитуриентов, желающих поступать в вузы. 
Одной из причин подобного поведения можно считать профессиональную 
и географическую гетерогенность предоставления образовательных ус-
луг в целом и экономических образовательных услуг в частности. Геогра-
фическая близость Польши стала стимулом для повышенного оттока в 
эту страну абитуриентов и студентов. Цель статьи – сравнительный 
анализ особенностей восприятия экономической образовательной услуги 
студентами Украины и Польши. На основе выявления рейтингов мотивов 
выбора специальности, критериев выбора вуза, роли источников инфор-
мации о вузе, профессиональных ценностей, сфер будущей профессиональ-
ной деятельности и т. д. определена специфика особенностей восприя-
тия экономической образовательной услуги в Украине и Польше. Предло-
жены перспективы экономической образовательной услуги в этих стра-
нах, что обеспечит пути их плодотворного сотрудничества в будущем. 
Ключевые слова: международный маркетинг, экономическая образова-
тельная услуга, академическая мобильность, особенности восприятия, 
эксперты, перспективы экономической образовательной услуги, плодот-
ворное сотрудничество.
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In recent years, a certain imbalance in the supply of and 
demand for educational services has been observed. 
There still remains a common opinion that higher 

education is necessary. However, as practice shows, it is 
not enough to get a good job, which would provide the 
basis for career growth, self-realization, achievement of 
full satisfaction and welfare. In this regard, scientists are 
increasingly turning to studying the prospects and short-
comings of education in general and higher education in 
particular. The reasons for the focus on higher education 
include the concern of higher education institutions over 
the decrease in the flow of applicants, geographical ex-
pansion of educational services.

Under conditions of fierce competition among 
universities for potential consumers of educational ser-
vices, there is an obvious outflow of potential students 
who choose an economic specialty as their future profes-
sion to Poland. The country is geographically closest to 
Ukraine, which is a fundamental factor of the increasing 
academic mobility in this area.

In November 2017, 72 700 foreigners planned 
studying in Poland, at least for one year. Most of the for-
eigners came from European countries, more than half 
of them (37 800 or 52,0%) being from Ukraine. Students 
from Belarus (6000 or 8,3%) and India (3000 or 4,1%) 
were the second in number [1]. In November 2016, the 
number of Ukrainian students wishing to study at Polish 
universities was 35 584. In comparison with 2011–2012 
(6321 people), the number of the Ukrainian students in 
2017 increased almost 6 times [2].

As it is known, international marketing of services 
is a set of actions aimed at satisfying needs, tastes and 
preferences of foreign consumers. It is the consumer who 
manages the procedure for providing educational services 
by specifying new requirement, while universities should 
monitor such requirements and ensure the organization 
of conditions to meet them. The motives and criteria for 
choosing economic educational services by students of 
Ukraine and Poland, the importance of sources of infor-
mation about higher education institutions, specialties in 
the sphere of higher education, the vision of good job for 
graduates of economic universities have not been subject 
to detailed analysis by scientists, which determined the 
relevance of this study.

The aim of the article is a comparative analysis of 
peculiarities in the perception of economic educational 
services by students in Ukraine and Poland, which can 
become a basis for identifying specifics of the services 
and organizing fruitful cooperation between universi-
ties of both countries. To achieve the aim, the authors 
set the following tasks: 1) to analyze studies in the field 
of educational services; 2) identify models of marketing 
services relevant to the sphere of education; 3) consider 
the results of the marketing research on the perception 
of economic educational services by students of Ukraine 
and Poland; 4) summarize the results of the expert survey 
in the sphere of economic educational services; 5) deter-

mine the prospects for economic educational services in 
these countries and possible areas for cooperation be-
tween their universities.

The founder of economic theory, A. Smith, in his 
work “An Inquiry into the Nature and Causes of the 
Wealth of Nations” singled out education as one of the 
factors determining the difference between the wages of 
skilled labor and common labor: “The wages of labor vary 
with the easiness and cheapness, or the difficulty and 
expense, of learning the business. When any expensive 
machine is erected, the extraordinary work to be per-
formed by it before it is worn out, it must be expected, 
will replace the capital laid out upon it, with at least the 
ordinary profits. A man educated at the expense of much 
labor and time to any to those employments which re-
quire extraordinary dexterity and skill, may be compared 
to one of those expensive machines. The work which he 
learns to perform, it must be expected, over and above 
the usual wages of common labor, will replace to him the 
whole expense of his education, with at least the ordinary 
profits of an equally valuable capital. It must do this too 
in a reasonable time, regard being had to the very un-
certain duration of human life, in the same manner as to 
the more certain duration of the machine. The difference 
between the wages of skilled labor and those of common 
labor is founded upon this principle” [3, p. 117–118]. 
Thus, A. Smith associated education with the investment 
process and noted the need to assess effectiveness of in-
vestments in education from the point of view of all par-
ticipants in this process, and not just the student as “in 
the meantime he must, in many cases, be maintained by 
his parents or relations” [3, p. 119].

The opinion that problems of investment asymme-
try in the market of educational services should 
be taken into account when determining the role 

and essence of educational marketing in the work of uni-
versities is of interest. We know that young people use a 
two-level assessment of the results of educational mar-
keting. Those who receive education for the first time, 
assess their satisfaction with education by the degree of 
difficulty in passing exams, simplicity of training. Those 
who receive the second education assess the content of 
courses, syllabus and teachers’ qualification” [4, p. 40].

The basic principle of the marketing approach 
in the provision of educational services was studied by  
T. Obolenska. According to the scientist, “the only end-
user of educational services is an individual – an entrant, 
student who differs from other consumers. He uses the 
educational potential not only to receive and create ben-
efits but also to directly meet his needs, especially cogni-
tive ones. Other consumers of educational services, for 
example, enterprises, organizations, firms are intermedi-
ate ones, but they form demand” [5, p. 8]. It is worth con-
sidering the point of view of V. Dmytriiev that “an edu-
cational service cannot be both the process and result of 
the process. An educational service is a process (activity) 
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of an educational institution aimed at creating an educa-
tional product. An educational service which is offered 
in the form of conducting classroom lessons (lectures, 
courses, seminars) is the process of creating an educa-
tional service in the form of knowledge, skills, experi-
ence. An educational service which is offered in the form 
of preparing educational materials (textbooks, teaching 
materials, monographs, video discs) is the process of 
creating educational product in the form of educational 
commodity. The educational product, not the education-
al service, is a specific kind of commodity and has a dual 
nature: the form of knowledge, skills, experience of the 
trainees and the form of an educational product” [6, p. 7].

S. Semeniuk believes that “innovative marketing 
is, above all, the concept of educational marketing. Ac-
cording to this concept, institutions of higher education 
should constantly improve educational services and mar-
keting methods, which will allow universities to ensure 
competitiveness and unite the interests of consumers, 
the university and the whole society” [7, p. 2]. C. Grön-
roos noted that “interaction is a mutual and reciprocal 
action where two or more parties have an effect upon one 
another. The parties involved are in some contact with 
each other” [8, p. 14].

As it is known, Christian Grönroos, a representa-
tive of the Northern School of Service Marketing 
studied interactive marketing aimed at the pro-

cess of interaction between the consumer and the service 
company personnel (Grönroos C. Service Management 
and Marketing Management. Mass Marketing Science 
Institute, 1990). According to C. Grönroos, “the most 
immediate evidence of service quality occurs during ser-
vice encounter or “moment of truth” [9], i.e. the period 
of interactive marketing. C. Grönroos suggests consid-
ering a functional instrumental model of service quality 
and internal marketing. It is important, as C. Grönroos 
asserts, not only what service is offered, but also how it 
happens [9]. The triangular model of marketing services 
of P. Kotler [10] can be considered as important, in our 
opinion, in the sphere of providing educational services. 
By analogy with it, in the sphere of educational services it 
is possible to analyze three stages: university – consumer, 
university – teachers, and teachers – consumers. Thus, 
three strategies become relevant: the strategy of tradi-
tional marketing in the process of organizing communi-
cation with consumers of educational services, nominat-
ing prices for the provision of educational services, and 
choosing the media and forms of distribution of infor-
mation. The internal marketing strategy is focused on 
motivating teachers to use new education technologies, 
improve them in accordance with the results of monitor-
ing the feedback from consumers of educational services. 
The strategy of interactive marketing is implemented in 
the process of defining the motives for choosing a profes-
sion and the criteria for choosing a university, identifying 
the most important sources of information about insti-

tutions of higher education, and clarifying professional 
values which become an incentive for making decisions 
about the need for obtaining higher economic education, 
analyzing the spheres of professional activity attractive to 
graduates of economic specialties.

The authors of the article use interactive market-
ing at the level of teachers – consumers of educational 
services, offering a questionnaire for consumers of eco-
nomic educational services in Ukraine and Poland. The 
results of the survey procedure can be presented as fol-
lows in Table 1.

The results of the respondents’ answers to the in-
quiries are presented in the form of histograms (Fig. 1 –  
Fig. 5).

In the questionnaire, it was suggested to assess the mo-
tives for choosing the future economic specialty on a 
five-point scale (1 point – insignificant, 5 points – 

most significant). The results of the respondents’ answers 
indicate that all the motives indicated in the questionnaire 
are estimated by them as sufficiently high (Fig. 1). The ver-
tical axis reflects the average score for each motive.

For Ukrainian students, the most important mo-
tives for choosing an economic specialty are as follows: 
the prestige of the profession, the opportunity for career 
growth; the possibility for self-development and self-re-
alization; high wages. Polish students consider significant 
high wages, economic education as a basis for setting up 
and running a business, and demand for the profession in 
the labor market.

An important direction of the research is defining 
the most significant criteria for choosing universities by 
Ukrainian and Polish students, which makes it possible 
to determine the direction of development of universi-
ties and advertising campaigns. The results of the re-
spondents’ answers regarding the criteria for choosing 
universities are presented in Fig. 2. The criteria were also 
evaluated on a five-point scale (1 – an insignificant crite-
rion, 5 – the most significant criterion). The vertical axis 
indicates the average score for each criterion.

The results of comparing the answers of the stu-
dents in Ukraine and Poland testify to differences in 
their opinion regarding the importance of the criteria. 
Students in Ukraine consider important the availability 
at the university of the specialty they are interested in; 
the status of the university (national); the possibility for 
obtaining a state-funded education; the availability of de-
veloped material and technical base at the university; the 
availability of a master’s degree program.

Polish students consider most important the con-
venience of location; the status of the university (nation-
al); obtaining a classical education; recommendations 
of friends, professionals; the possibility for obtaining a 
state-funded education. In the opinion of Ukrainian stu-
dents, the non-essential criteria for choosing a university 
are as follows: parents studied at this university; famous 
graduates; teaching disciplines in a foreign language; 
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Table 1

Results of surveying students in Ukraine and Poland

Inquiries Ukraine Poland

1. Motives for choosing  
a profession

The most important motives

1) the prestige of the profession, the opportu-
nity for career growth;  
2) the possibility for self-development and self-
realization;  
3) high wages;  
4) personal interests, hobbies;  
5) the opportunity to communicate with inter-
esting people

1) high wages;  
2) economic education as a basis for setting 
up and running a business;  
3) the demand for a profession in the labor 
market;  
4) the prestige of the profession, the pos-
sibility of career growth;  
5) personal intellectual abilities

All motives are highly appreciated, the discrepancy between average estimates is insignificant

2. Criteria for choosing 
universities

The most important criteria for choosing a university

1) the presence in the university of the specialty 
of interest;  
2) the status of the university (national);  
3) the possibility for obtaining a state-funded 
education;  
4) a developed material and technical base of the 
university;  
5) the availability of a master's degree program

1) convenience of location;  
2) the status of the university (national);  
3) obtaining a classical education;  
4) recommendations of friends, professionals;  
5) the possibility for obtaining a state-
funded education

The least important criteria for choosing a university

1) parents studied at this university;  
2) famous graduates;  
3) teaching disciplines in a foreign language;  
4) friends study at this university;

1) parents studied at this university;  
2) the possibility of obtaining military train-
ing;  
3) the provision of university accommoda-
tion;  
4) famous graduates

3. The most important 
sources of information 
about universities

1) information from teachers in their school and 
parents;  
2) television, printed publications, advertising in 
the subway;  
3) information from representatives of the 
university that conducted meetings with  
applicants;  
4) university guides;  
5) advertising booklets

1) websites of universities;  
2) information from university represen-
tatives;  
3) participation in the Open Day event;  
4) university guides;  
5) advertising booklets;  
6) from their parents and acquaintances

4. Why do you need high-
er education?  
(professional values)

To get a good job (84% of the respondents), for 
self-education (68% of the respondents), to 
raise the social status (50% of the respondents) 
and the cultural level (44%)

To get a good job (100% of the respon-
dents), for career growth (68% of the respon - 
dents), to raise the social status (50% of the 
respondents) and for self-education (48%)

5. In which sphere of mar-
keting activities would 
you like to work?

Graduates of domestic universities are more 
oriented to work in the field of advertising (44% 
development of new products (36%) and brand-
ing (32%).  
Low interest in working in the field of public rela-
tions (14%), pricing (14%), and development of 
marketing plans (18%)

The most positive responses were: desire to 
work in the field of pricing (28,6%), market 
research (24,5%), and consumer behavior 
research (22,4%).  
A small percentage of interest in the devel-
opment of marketing plans (10%), public 
relations (10,2%) and advertising (12,2%)

friends study at this university; the provision of univer-
sity accommodation; the size of the tuition fee.

The non-essential criteria for Polish students are 
as follows: parents studied at this university; the 
possibility for obtaining military training; the pro-

vision of university accommodation; famous graduates; 

teaching disciplines in a foreign language; the availability 
of a master’s degree program; the size of the tuition fee.

For the implementation of high-quality marketing 
communications of the university with applicants, it is 
important to know which sources of information are ap-
propriate to use in advertising campaigns. For this pur-
pose, the degree of importance of these sources for appli-
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1 – personal interests, hobbies; 2 – high wages; 3 – personal intellectual abilities; 4 – demand for the profession in the labor market; 5 – prestige 
of the profession, career opportunities; 6 – ability to communicate with interesting people; 7 – economic education as a basis for setting up and 
running a business; 8 – possibility for self-development and self-realization; 9 – universal character of acquired knowledge.

Fig. 1. Motives for choosing an economic specialty by students in Ukraine and Poland
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1 – convenience of the university’s location; 2 – developed material and technical base of the university; 3 – sports facilities of the university, the 
availability of sports clubs; 4 – provision of university accommodation; 5 – presence the of the specialty of interest at the university; 6 – obtaining 
a classical education; 7 –availability of master’s degree program; 8 – possibility for obtaining military training; 9 – possibility for obtaining a state-
funded education; 10 – the size of the tuition fee; 11 – teaching disciplines in a foreign language; 12 – contacts with foreign universities and 
other organizations; 13 – opportunity to simultaneously study abroad and get 2 diplomas at once; 14 – status of the university (national);  
15 – university brand; 16 – recommendations of friends, professionals; 17 – opinion about the university of relatives, friends; 18 – friends study at 
this university; 19 – parents studied at this university; 20 – famous graduates.

Fig. 2. Criteria for choosing universities by students in Ukraine and Poland

cants was determined. The results of the survey that was 
carried out among students regarding the importance 
of information sources for them are shown in Fig. 3. As-
sessing the importance of information sources was car-
ried out on a five-point scale (1 point – an insignificant 
source, 5 points – the most important source of infor-
mation). The vertical axis indicates the average estimate 
of importance for students of the source of information 
about the university.

The opinions of Ukrainian and Polish students 
about the importance of sources of information 
about universities do not coincide either. Ukrai-

nian students consider the information received from 
their parents and teachers in their school, from the me-
dia, from representatives of universities, and directories 
of universities most important.

For Polish students, websites of universities, ad-
vertising booklets, university guides participation in the 
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1 – from their parents and acquaintances; 2 – from teachers in their school; 3 – representatives of the university; 4 – from promotional booklets;  
5 – participation in the Open Door Day; 6 – sites of universities; 7 – television, printed publications, advertising in the subway; 8 – university guides.

Fig. 3. Results of assessing the importance of sources of information about higher education institutions

Open Door Day, and information from their relatives and 
friends are important sources of information. Fig. 4 pres-
ents the results of the respondents’ answers regarding the 
professional values of higher education. The percentage of 
students who gave a positive answer regarding the values 
indicated in the questionnaire is shown on the vertical axis.

For Ukrainian students, significant values are get-
ting a good job, self-education, raising the social 
status. The main professional values of higher 

education for Polish students are getting a good job and 
career growth. The formation of professional competen-
cies of future specialists is made with consideration for 
requirements of employers and inclination of students to 
this or that sphere of professional activity. Thus, accord-
ing to the survey results, Polish students want to work in 
the field of pricing, market research, and studying con-

Ukraine Poland
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1 – getting a good job; 2 – self-education; 3– career growth; 4 – raising the social status; 5 – raising the cultural level; 6 – other.

Fig. 4. Professional values of higher education for students in Ukraine and Poland

sumer behavior. The Ukrainian students see themselves 
as future experts in the field of advertising, development 
of new products, and branding (Fig. 5). The vertical axis 
indicates the percentage of the respondents who had 
chosen the priority area of their future activity.

The data make it possible to determine the priori-
ties of first-year students and are the basis for the devel-
opment of directions for improving, and more often ad-
justing the process of providing educational services in 
Ukraine and Poland.

The opinion of teachers involved in the process of 
providing educational services is of equal interest. There-
fore, a number of teachers were selected to be experts by 
the following criteria: the experience of teaching at a uni-
versity of economics for at least 10 years; international in-
ternships, including Polish universities; a status no lower 
than a Doctor of Science or an administrator who orga-
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nizes contacts with universities in Poland. It should be 
noted that the generalized result of the opinion of experts 
is of interest and can be used to improve the process of 
providing educational services to future economists. Thus 
the experts explain the rating of motives for choosing an 
economic specialty by students in Poland as follows: the 
Polish students are oriented towards observance of the 
traditions of private entrepreneurship. In Poland, there 
are many types of individual businesses, so the demand 
for the profession in the labor market is evident. Poland 
is a country with a reduced model of a market economy. 
There are problems of unemployment among graduates 
of economic specialties. In recent years, the populariza-
tion of and demand for technical and engineering special-
ties has been welcomed. All above mentioned explains the 
orientation towards the combination of high wage expec-
tations, intentions of running a business, desire for career 
growth and demand on the labor market.

The experts explain the rating of motives for choos-
ing economic specialties by students in Ukraine 
by incomplete information about the labor mar-

ket, and low payment for the labor of economists. The 
prestige for the Ukrainian students means, first of all, the 
status of the profession, the demand on the labor market 
and only then the remuneration of labor. Such an under-
standing of prestige is formed under the influence of par-
ents, since the dualism of the “parent-child” relationship 
dominates in Ukrainian families.

Considering the degree of importance of the select-
ed criteria for students in Poland, it should be mentioned 
that they choose a university with regard to business 
needs. Choosing business is a priority, therefore classi-
cal education is desirable. Sources of financing are not so 
important, since there is a demand for correspondence 
education. Students in Poland are pragmatic. They keep 
their budget under control, so the location of the univer-
sity is important. The soundness of the reputation of the 

university is manifested in the image of the university, its 
status. The rating of the criteria for choosing a university 
by students in Ukraine is explained by the influence of 
their parents, which causes the priority of the possibil-
ity for obtaining a state-funded education. Due to the 
current market situation (which affects the education 
sphere), the significance of the availability of a master’s 
degree program in the specialty of interest in the univer-
sity increases, which is important for employers, who are 
interested in the graduates’ possessing certain profes-
sional competencies. Thus, there observed orientation 
toward a future profession, a positive image of which has 
been formed in the family.

Professional values of Polish students are formed 
on the basis of interpreting a good job as a phenomenon 
in which professional competencies are the key to suc-
cessful and productive work that ensures career growth 
and, as a result, the improvement of the social status.

In Ukraine, students associate professional values 
with a status that automatically correlates with a high 
level of self-education. For Ukrainian students, a good job 
means additional benefits: interesting business trips, train-
ing at the employer’s expense, salary in growth dynamics.

After graduating from the university, Polish stu-
dents, according to experts, seek to work in the field 
of pricing, market research and consumer behavior re-
search, because they want to get specific skills, the ability 
to control both their personal expenditures and those of 
the business in which they are engaged. They intend to 
control consumer preferences, which will allow them to 
change the strategy and tactics of the business in time. 
The development of marketing plans is of less interest to 
them, since foreign specialists are more often attracted to 
such work. As for advertising and PR – there is an opin-
ion that it is necessary to focus on European models of 
professional activity in these areas.

In Ukraine, students are willing to work in the field 
of advertising and PR, developing new products, and 

Ukraine Poland
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1 – advertising; 2 – public relations; 3 – pricing; 4 – market research; 5 –consumer behavior research; 6 – development of new products;  
7 – development of marketing plans; 8 – branding; 9 – other.

Fig. 5. Career field of future specialists
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branding, since there is a pseudo-stereotype about em-
ployment in this spheres, incomplete information about 
the requirements for those who are engaged in them. It is 
believed that in advertising and PR there is no strict sched-
ule and they provide more discretion for employees. One 
can observe typical manifestations of the characteristics 
inherent in Generation Z. Students are looking for a zone 
to realize their creative abilities, as creativity is inherent 
in the Ukrainian nation. Moreover, the popularity of such 
professions in Ukraine is a consequence of the social and 
career guidance of entrants provided through the media.

The experts believe that the most important sourc-
es of information in Poland are university websites. This 
is due to the fact that Poland is a country with a well-
developed Internet marketing, where new and dynamic 
stereotypes of behavior in the information space are 
welcomed, and a high level of access to information re-
sources is observed, which is most likely influenced by 
neighboring with Germany. In Poland, young people 
have more confidence in such source of information as 
university websites. The students show the tendency to 
individual analysis of information, greater independence 
in decision-making.

In Ukraine, the most popular type of advertising 
among students is word of mouth advertising. The maxi-
mum trust is observed in those people who they know 
and those recommend by their parents. There is trust 
in the relative legitimacy of information disseminated 
through the media, which is due to the stereotype – the 
media use only verified information. Websites, the ex-
perts say, are more a way to verify information that was 
obtained earlier from people they trust. The processes of 
self-identification and self-sufficiency are weakened due 
to a greater dependence on parental care.

CONCLUSIONS
It should be noted that the international marketing 

in the field of economic educational services in Ukraine 
and Poland has its peculiarities. They concern primarily 
the consumers and their behavior, namely: the motives 
for choosing a specialty, the criteria for choosing a uni-
versity, professional values that are important for them, 
the role of information sources about institutions of high-
er education and specialties, choosing a career field. The 
expert survey confirmed the peculiarities and allowed to 
reveal their possible reasons. The comparative analysis of 
the answers of the respondents – students from Ukraine 
and Poland showed that the ratings of the selected crite-
ria for the students of Ukraine and Poland are not identi-
cal and the reasons for the differences are explained by 
the experts. The obtained data make it possible to assert 
that the prospects of economic educational services in 
Ukraine are focused on the strategic employment oppor-
tunities for future specialists. This is likely to change the 
attitude of students towards professional activity, help to 
enhance their self-identification as developed person-
alities, on the one hand, and, on the other hand, pay at-

tention to more stringent requirements imposed by the 
international labor market. The prospects for economic 
educational services in Poland mostly focus on the need 
for long-term development of a professional image. It 
is no less important in a professional environment than 
wages, since it is this criterion that is a basis for sound 
reputation, strong business contacts, which can become 
a guarantee of success in professional activity. Market-
ing research of economic educational services in Ukraine 
and Poland will help to choose ways for cooperation that 
will not reduce the level of demand for economic educa-
tional services in both countries, but open new opportu-
nities for the exchange of specialists and effective use of 
their intellectual potential.                   

LITERATURE

1. Główny Urząd Statystyczny. URL: http://stat.gov.pl/
obszary-tematyczne/edukacja/edukacja/szkolnictwo-wyzsze-
w-roku-akademickim-20172018-dane-wstepne,8,5.html

2. Gierko V. «Ukrainizacja» polskich uczelni na tle umię-
dzynarodowienia kształcenia na poziomie wyższym w Polsce. 
URL: https://journals.umcs.pl/i/article/view/2093/1878

3. Smith A. An inquiry into the nature and causes of the 
wealth of nations. London: Oxford University Press, 1976. 1006 p. 

4. Баша І. М. Маркетингові дослідження на ринку освіт-
ніх послуг : дис. канд. екон. наук : 08.00.04. Київ, 2015. 221 с. 

5. Оболенська Т. Є. Маркетинг у сфері освітніх послуг :  
автореф. дис. … д-ра екон. наук. Харків, 2002. 32 с.

6. Дмитрієв В. Ю. Особливості концепції маркетин-
гу освітніх послуг. Теорія та методика управління освітою. 
2012. № 8. URL: http://tme.umo.edu.ua/docs/8/2.pdf

7. Семенюк С. Розвиток інноваційного маркетин-
гу на ринку освітніх послуг. Галицький економічний віс-
ник. 2012. № 6. С. 151–158. URL: http://elartu.tntu.edu.ua/
handle/123456789/2291

8. Grönroos C. Towards a service logic: the unique contri-
bution of value co-creation, Working Paper 544. Hanken School 
of Economics, Helsinki. 2009. 31 р. URL: https://helda.helsin-
ki.fi/bitstream/handle/10227/499/544-978-952-232-070-4.
pdf?sequence=2

9. Grönroos C. Service Management and Marketing: Ma-
naging the Moment of Truth in the Service Sector. Cambridge, 
Mass: Marketing Science Institute, 1990. 320 p.

10. Kotler Ph., Bowen J. T., Makens J. Marketing for 
Hospitality and Tourism. 6th ed. Prentice Hall, 2013. 704 p. 

REFERENCES

Basha, I. M. “Marketynhovi doslidzhennia na rynku osvit-
nikh posluh“ [Marketing research in the market of educational 
services]: dys. … kand. ekon. nauk : 08.00.04, 2015.

Dmytriiev, V. Yu. “Osoblyvosti kontseptsii marketynhu 
osvitnikh posluh“ [Features of the concept of marketing educa-
tional services]. Teoriia ta metodyka upravlinnia osvitoiu. 2012. 
http://tme.umo.edu.ua/docs/8/2.pdf

Gierko, V. “«Ukrainizacja» polskich uczelni na tle umi-
edzynarodowienia ksztalcenia na poziomie wyzszym w Polsce“. 
https://journals.umcs.pl/i/article/view/2093/1878

Glowny Urzad Statystyczny. http://stat.gov.pl/obszary-
tematyczne/edukacja/edukacja/szkolnictwo-wyzsze-w-roku-
akademickim-20172018-dane-wstepne,8,5.html



Е
К
О
Н
О
М
ІК

А
	

		О
СВ

ІТ
А 

І Н
АУ

КА

БІЗНЕСІНФОРМ № 9 ’2018 85
www.business-inform.net

Gronroos, C. “Towards a Service Logic: The Unique 
Contribution of Value Co-Creation“ Working Paper 544. Han-
ken School of Economics, Helsinki. 2009. https://helda.hel-
sinki.fi/bitstream/handle/10227/499/544-978-952-232-070-4.
pdf?sequence=2

Gronroos, C. Service Management and Marketing: Manag-
ing the Moment of Truth in the Service Sector. Cambridge, Mass: 
Marketing Science Institute, 1990.

Kotler, Ph., Bowen, J. T., and Makens, J. Marketing for Hos-
pitality and Tourism. Prentice Hall, 2013.

Obolenska, T. Ye. “Marketynh u sferi osvitnikh posluh“ 
[Marketing in the field of educational services]: avtoref. dys. … 
d-ra ekon. nauk, 2002.

Semeniuk, S. “Rozvytok innovatsiinoho marketynhu 
na rynku osvitnikh posluh“ [Development of innovative 
marketing in the market of educational services]. Halytskyi 
ekonomichnyi visnyk. 2012. http://elartu.tntu.edu.ua/han-
dle/123456789/2291

Smith, A. An inquiry into the nature and causes of the 
wealth of nations. London: Oxford University Press, 1976.

УДК 338.24:378:347.73

ФРАНЧАЙЗИНГ ОСВІТНІХ ПОСЛУГ ЯК НАПРЯМ ДИВЕРСИФІКАЦІЇ ФІНАНСОВИХ ДЖЕРЕЛ 
ЗАКЛАДІВ ВИЩОЇ ОСВІТИ

2018 ВЕРБИЦЬКА А. В. 

УДК 338.24:378:347.73
Вербицька А. В. Франчайзинг освітніх послуг як напрям диверсифікації фінансових джерел закладів вищої освіти

В умовах активізації процесів інтернаціоналізації діяльності закладів вищої освіти актуальним є розгляд кращих закордонних практик експорту 
послуг вищої освіти у формі освітніх франшиз і відкриття університетських філій за кордоном. Мета статті полягає у визначенні механізмів, 
умов, факторів та ризиків у франчайзингу освітніх послуг і відкритті філій університетів закордоном як інструментів нарощування експорту 
послуг вищої освіти в контексті інтеграції в європейський науково-освітній простір. Зарубіжні філії розглядаються як можливість закладів вищої 
освіти розширити міжнародну присутність в іншій країні та підвищити авторитет на нових ринках освітніх послуг. Обґрунтовано необхідність 
розвитку механізмів державного управління у сфері контролю якості вищої транснаціональної освіти.
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Вербицкая А. В. Франчайзинг образовательных услуг  

как направление диверсификации финансовых источников  
заведений высшего образования

В условиях активизации процессов интернационализации деятельно-
сти заведений высшего образования актуально рассмотрение лучших 
зарубежных практик экспорта услуг высшего образования в форме 
образовательных франшиз и открытия университетских филиалов 
за рубежом. Цель статьи заключается в определении механизмов, 
условий, факторов и рисков во франчайзинге образовательных услуг 
и открытии филиалов университетов за рубежом как инструмен-
тов наращивания экспорта услуг высшего образования в контексте 
интеграции в европейское научно-образовательное пространство. 
Зарубежные филиалы рассматриваются как возможность заведений 
высшего образования расширить международное присутствие в друе-
гой стране и повысить авторитет на новых рынках образователь-
ных услуг. Обоснована необходимость развития механизмов государ-
ственного управления в сфере контроля качества высшего трансна-
ционального образования.
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франчайзинг, высшее образование, государственная политика в сфере 
высшего образования, механизмы государственного управления, за-
рубежные филиалы университетов, экспорт образовательных услуг. 
Рис.: 1. Табл.: 1. Библ.: 14. 
Вербицкая Анна Викторовна – кандидат наук по государственному 
управлению, Черниговский национальный технологический универси-
тет (ул. Шевченко, 95, Чернигов, 14027, Украина)
E-mail: annaverbytska.che@gmail.com

UDC 338.24:378:347.73
Verbytska A. V. The Franchising of Educational Services  

as a Direction of Diversification of Financial Sources  
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In conditions of activization of processes of internationalization of activity of 
higher educational institutions consideration of the best foreign practices of 
export of higher education services in the form of educational franchises and 
opening of university affiliates abroad is relevant. The article is aimed at de-
fining mechanisms, conditions, factors and risks in franchising of educational 
services when opening of branches of universities abroad as instruments of 
increasing exports of higher education services in the context of integration 
into the European scientific and educational space. Foreign affiliates are con-
sidered as an opportunity for higher education institutions to expand their 
international presence in another country and to increase their prestige in 
new markets of educational services. The necessity of development of mecha-
nisms of the State management in the sphere of quality control of higher 
transnational education is substantiated.
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