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Azizova K. M. The Theoretical Aspects of Marketing Innovations in Educational Activities

The article is aimed at theoretical substantiating the essence features of marketing innovations in educational activities, defining their features in the current
conditions and identifying their characteristics. It is proved that marketing innovations play an important role in the development of educational activities of
a university. The introduction of an innovative product or service into the university’s activities allows to make the latter more successful. The use of modern
research methodologies, the involvement of stakeholders will ensure the development of the university’s entrepreneurial activity, increase its competitiveness
in the educational services market. In order to determine the essence of marketing innovations in educational activities and its manifestation in the educational
services market, the article analyzes its constituent elements: actors of marketing relations and the functions of these entities in the market; scope, goals and
objects of marketing of innovations in educational activities; principles, instruments and peculiarities of implementation. It is proved that the marketing of in-
novations in educational activities should be understood as a management conception focused on the effective use of the university’s potential and resources
to satisfy consumers and make a profit by developing and implementing innovations. It is defined that the main task of marketing innovations is: determining
the ways and actions to ensure that innovative products as ware represent value and usefulness for potential consumers, informing consumers about this, and
ensuring the availability of ware. Solving these tasks is provided by using the following marketing methods: research of the market and the needs of potential
consumers; search for possible applications of an innovative product; organization of its promotion to the market; use of pricing methods, along with various
forms and methods of sale. The use of marketing orientation when introducing innovations in educational activities involves continuous analyzing the needs
of consumers of educational services, determining the structure of consumer motives, researching their reactions to a new or updated service, and constantly
monitoring both the existing and the potential opportunities of the university. Therefore, the prospects for further research in this direction are the definition of
directions and instruments for monitoring the innovation and marketing activities of the university.
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arketing innovations play an important role

in developing the educational activities of a

university. The introduction of an innovative
product or service in the activities of a university helps
to make the activities more successful. For a university to
develop its entrepreneurial activity and increase its com-
petitiveness in the educational services market, it should
use modern research methods and involve stakeholders
and employees.

It should be noted that innovative marketing con-
cerns not only changes in educational services, but also
methods of attracting the target audience. It forms the
demand, and its main task is to meet the desires and
needs of current and future participants in educational
activities.

The innovative marketing activities of a university
are based on the use of creative ideas in forming new ser-
vices and carrying out research. This activity can be con-
sidered from two positions:

+ from the business philosophy prospective. Mar-
keting offers a business ideology, the purpose of
which is to focus a university on achieving advan-
tages over its competitors while applying innova-
tions;

+ from the analytical process prospective. The in-
novative and marketing activities of a university
include conducting various types of research
aimed at studying the market and the competi-
tors’ strategies, identifying advantages, forecast-
ing the demand for innovative services. It solves
problems related to bringing innovations on the
market.

[ssues related to studying innovation and its mar-
keting have been studied by both domestic and foreign
scientists. For example, I. Ansoft [31], V. Anshin [13], A.
Dagaev [31], B. Santo [13], H. Freeman [18], I. Petrova
[30], and T. Shpylova [32] explore the types and func-
tions of innovation; O. Latukha [23] and V. Zhukova [15]
distinguish pedagogical, scientific, methodological, and
educational and technological innovations; J. Schumpeter
and P. Drucker [12] describe the innovation process, de-
fine the essence of innovation and identify the factors of
innovation development; L. Vashchenko [5], D. Hrubich
(8], L. Danylenko [9; 10], O. Kovalchuk [18] reveal the pe-
culiarities of managing innovative processes in education.

Issues of providing marketing for innovative ac-
tivity have been considered by the following scientists:
E. Kotler, K. Keller [20], D. Krevens [21] analyze theo-
retical and methodical aspects of marketing innovations;
L.Balabanova [1], 1. Berezin [2], N. Bilotserkivska, O. Ivan-
chenko [4], H. Holdshtein [6], M. Yermoshenko [14],

The work has been performed within the framework of applied
research and development topic No. 46 / 2020-2021 "Development
of methodical and model-information support for the creation of
an innovative university based on education quality and corruption
control".
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N. Konina [19], M. Matviiv et al. [25], Ya. Matkovskaia
[26], L. Oholeva [28], and A. Pavlenko, A. Voichak [29]
single out marketing as one of the most important factors
for innovation success.

Scholars F. Kotler and K. Fox consider marketing
educational activities as research, planning, implementa-
tion and control over the established programs of a uni-
versity, its plans and ideas, in order to achieve the aspira-
tions of the institution [33].

T. Obolenska defines marketing for educational in-
stitutions as the development, implementation and eval-
uation of educational services by establishing exchange
relations between educational institutions and consum-
ers of educational services in order to harmonize their
interests and satisfy the demand [33]. From the view-
point of marketing educational services, the functions of
educational institutions include: the formation of supply,
provision of educational services, and promotion of edu-
cational and related services in the market. In this regard,
universities and consumers of educational services are
the most active actors in marketing.

However, it should be noted that several aspects
of the issue remain insufficiently covered and debatable,
namely: there is no common understanding of innova-
tion marketing in educational activities; theoretical de-
velopments in the field of innovation marketing do not
adequately consider the peculiarities of educational ac-
tivities.

The study is aimed at providing for theoretical sub-
stantiation of the essential features of marketing innova-
tions in educational activities; determining their features
in the current situation; and identifying their character-
istics.

ccording to L. Ron Hubbard, marketing helps to

prepare a product or service, deliver them to the

market, and place them there in such a way as to
achieve the maximum sales and maximum income pos-
sible [34]. Marketing allows you to explore the market
need for innovation, to form demand for new technolo-
gies, to analyze the capabilities of an educational entity, to
identify the needs of consumers of educational services,
and to offer an innovative product that will be in demand
by the market. By combining the concepts of "marketing"
and "innovation" and by applying marketing research at
all the stages of creating an innovative product, we can
derive such a concept as "marketing innovation".

To find out the essence of marketing innovations
in educational activities and its manifestation in the edu-
cational services market, it is necessary to analyze the
complex of its elements, subjects and objects. So, the
elements and aspects of marketing innovations in educa-
tional activities, first of all, include the following: market-
ing agents and their functions in the market; the scope,
purpose and objects of marketing innovations in edu-
cational activities; principles, tools and features of their
implementation (7bL. 1).
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Table 1

Components of the innovative and marketing activities of a university

Components Features

To meet the needs of a university, stakeholders (labor market actors, government agencies
and non-governmental organizations), consumers of educational services, employees, part-

Purpose . ) .
P ners. To form new educational services and new markets (consumer groups), to take leading
positions
Object The innovation process at a university, which forms the potential and real demand for market

innovations

Marketing activities of a university, determining strategies and the ways of promoting them

Subject-matter in the market

Marketing management of the innovation process carried out by a university at all the levels

Subject of management

Focus on the end user of educational services, and their maximum satisfaction through in-
novation; comprehensive research-to-practice market study; assessment of the capability of
a university to conduct innovative and marketing activities; ensuring long-term effectiveness
of a university, which involves a constant supply of business ideas and innovations

Principles

Tools New kinds of promotion and advertisement, new types of research, new ways of positioning

Implementation peculiarities | Refer to the implementation of the innovative function of marketing

Source: summerized by the author [4; 14; 17; 19].

In order for a higher education institution to pro- hus, marketing innovation can be defined as a
mote new educational services in the market, it is neces- process aimed at organizing the interaction be-
sary to constantly develop unique marketing strategies tween a university and its external environment

taking into account the market requirements, in order to
obtain a competitive advantage. Such tools as advertising
communications (i. e., Internet communications, special-
ized publications, advertising catalogs, brochures, social
networks etc.) used to promote innovations in the mar-
ket will effectively inform potential consumers about the

to promote and sell innovation in order to obtain a busi-
ness result. The main task of marketing innovation is:
+ to make innovative products in the form of goods
become valuable and useful for potential con-
sumers, to inform them about it, and to ensure

new educational products. Still, it should be noted that the availability of goods. The fulfillment of such
representatives of modern scientific thought do not have tasks is provided by the use of marketing me-
a unified viewpoint as for the definition of the "marketing thods, such as market research and studying the
innovation" term (751 2). needs of potential consumers;
Table 2
Research on the "marketing innovation" term
Definition Reference

It is a marketing activity for the creation and promotion of goods, services, and projects having significantly 4]

new properties (sustainable competitive advantages)

It is an activity aimed at finding new business fields, developing completely new product types, and imple- 22]

menting innovations for the existing goods and services

It is the production and sale of innovative competitive products that fully meet the consumers’ demand [71

It is integration in the use of marketing principles and methods in order to create the necessary conditions

for the search for productive changes, their implementation, dissemination and commercialization 3]

Itis a set of actions, techniques, and methods, and systematic activity of economic actors to develop and
promote new products, services and technologies to meet the needs and demands of consumers (society)
in a more effective way than their competitors do, based on updating and augmenting the level of compo- [27]
nents of the enterprise capacity, on the search for new areas and means of its use in order to make a profit
and provide conditions for the long-term survival of an enterprise and its development in the market

Source: summarized by the author [3; 7; 22; 24; 27; 34; 35].
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+

to find possible areas of using the innovative
product; to organize its promotion in the market;
to use pricing methods, as well as various forms
and methods of sales.

Marketing innovations in educational activities are:

+

+

introduction of significant changes in education-
al services that do not affect its functional char-
acteristics;

implementation of a new marketing strategy,
which focuses on increasing the number of con-
sumers or expanding the circle of consumers;
application of new methods of promoting educa-
tional services: a new advertising concepts, a new
image and/or brand, new methods to individual-
ize marketing;

use of new channels of distributing educational
services, e. g. direct sales and Internet trade;
introduction of new concepts of presenting edu-
cational services: demonstration salons, web-
sites, etc.;

use of new pricing strategies.

A general scheme of marketing innovations in edu-

cational activity is presented in Fig. 1.

we can conclude that lately the following marketing in-
novations have appeared:
+ use of artificial intelligence: use of chatbots, in-

troduction of online consultants for better work
with clients — consumers of educational services;
personalization of messages. Thanks to Account-
Based Marketing (ABM) it is now possible to cre-
ate messages for each person individually, taking
into account their particular interests. With the
help of such platforms as Adobe and Optimizely
it is becoming possible to customize advertising
on social networks in the form of a specific piece
of content;

use of blockchain. Thanks to the use of the ad-
Chain platform, advertising becomes possible on
websites;

integration of marketing activities. Its purpose is
to create a managed strategy of contacts or com-
munications through personalized appeals and
retargeting to support future and current cus-
tomers on their way to concluding a purchase;
use of a messenger as a communication channel
to study its target audience;

Marketing innovations
in educational activities

Development
of anew
educational

I:> ofa

Needs of the Potential
customers <‘;> capabilities I:>
of educational ofa service
services university

Marketing innovations
in educational activities

Development
Advertising

“penetration” @

strategy

Customers of educational services

Fig. 1. A scheme for marketing innovations in educational activities

Source: summarized by the author [8; 10; 11; 13; 16].

The use of marketing orientation while introducing

innovations in educational activities involves the follow-
ing: constant analyzing of the needs of the educational
service consumers; identifying the structure of consumers’
motives; studying their response to new or updated ser-
vices; constant monitoring of the existing and potential ca-
pabilities of a university. Thus, marketing innovation first
of all allows studying the consumer market of innovations,
its needs, requirements and inquiries. After developing
a new educational product, an aggressive strategy for its
penetrating the market of educational services is required.

CONCLUSIONS

Having analyzed recent research in the field of mar-

keting innovations in educational activities [1; 9; 11; 20],

development of content for augmented reality by
marketing experts. The capabilities of augment-
ed reality became subject to numerous research
works after modern smartphones appeared;
application of predictive analytics. Such tools as
Infer "scan" web pages using the email address
only, and determines a person’s readiness to con-
sume an educational service;

use of BigData to determine the desires and
needs of customers;

using drones, a new channel of marketing com-
munication. The new concept of drone adver-
tising should be understood as advertising that
"flies like a kite."

BISBHECIHOOPM N2 11 '2021

www.business-inform.net




hus, marketing innovations in educational activi-
ties can be understood as a management concept
focused on the effective use of potential capa-
bilities and resources of a university aimed at satisfying
consumers and making a profit by developing and imple-
menting innovations. [ |
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PaesHeBa O. B., BpoBko O. I., AkcboHoBa |. B., Hemawkano K. P. KomnapaTtusHui aHanis BufiB opraHisauiiiHoi CTpyKTypu
ynpaBniHHA 3aKnagoM BULLOi OCBITK

Cy4acHuli eman MoOepHi3auii HayioHanbHOI ma csimosoi cucmemu 8uUWOI ocsimu nompebye nepemeopeHHs 3aknadie 8uL4Oi 0c8IMU 8 MiONPUEMHULbKI, iHHO-
8aUilHO GKMUBHI OP2aHI3aYii, WO CMPOMOXCHI WBUOKO adanmysamucsa 00 MiHAUBUX 3MiH 308HILIHb020 cepedosuwa. ¥ 38’a3ky i3 yum nompebyoms H08020
supiweHHs 6a2amo numarb wodo yrpaeniHHa 3aknadamu suwjoi ocsimu (3B0), a came: 3abe3neyeHHs AKocmi 8UWoi ocsimu, Mid20mosKu Kadpie, HeOBXiOHuX
PUHKY Mpayj, HAOaHHA pi3HOMAHIMHUX oceimHix mocnye, 3a6e3neyerHHs benepepsHoOCMi 0csimu ma 800CKOHANEHHS 0P2aHI3aYiliHO-eKOHOMIYHO20 MeXaHi3my
ynpasnitka 3B0. 3 noaasdy cucmemHoeo nioxody 3B0 Ak 8idKpuma cucmema — Ue MexaHi3m nepemeopeHHs 8xioHoi iHghopmayii yu pecypcie Ha KiHYesy npo-
OyKUuito, Oe echeKmuBHa 0p2aHi3ayis BHYMPIWHIX MPOYecie cmae 00HUM i3 HalIBAMAUBILIUX W/IAXI8 OMPUMAHHS (1020 KOHKYPeHMHuUX nepegae. Ha nidcmasi
aHanizy ocHogHux enacmugocmel 3B0 AK 8idKpumoi dUHaMIYHOT cucmemu BU3HAYEHO, WO HALBAXAUBIWIOKD CUCMEMHOIO XAPAKMEPUCMUKOI0 yHisepcumemy
€ (020 opeaHizayiliHa cmpyKkmypa, AKa 8K/IKOYAE YOMUPU OCHOBHI acrieKmu: onuc cmpykmypu niopo3dinie i 8iddinie; 38’A3Ku Mixt HUMU ma 308HiWHIM ceped-
08ULYEM; IH(POPMAYA, WO YUPKY/IOE 30 YUMU 38’A3KAMU; BUKOHYBAHI CMpyKmypHUMU nidpo3dinamu ma eiddinamu gyHKyii. Memoto cmammi € 0ocnioneHHs
pi3HuUX 8udie op2aHi3ayiliHOI cmpyKMypu yrpaeniHHA 3akAa0om 8UWOI 0C8IMU, BUSHAYEHHA Creyudiku ix 3acmocyeaHHs 8 difnbHOCMI yHisepcumemy, wo
byHKyjoHYE 8 ymosax 8idkpuMoao iHpopmayiliHo-0c8imHb020 Mpocmopy. BuokpemneHo ocHoBHI 8udU opeaHi3ayiliHoi cmpykmypu ynpaenikHa 380, wo no-
6y008aHi 30 KAACUMHUM NPUHYUNOM, 8U3HA4EHO CAABKI ma CuabHi CMopoHU ix 3acmocyearHs 044 ynpasniiHa 3B0. [JosedeHo, Wo nepcnekmusHUMU € Op2aHi-
3auiliHi cmpykmypu yrpaesninHs, nobydosaHi 3a OusiiliHUM i MaMPUYHUM MUNAMU, OCKiNbKU MinbKu 80HU 30amHi a0eksamHo Ui onepamugHo peazysamu Ha
3MIHU AK Y 8HYyMPpilWHBOMY, MaK i 8 308HiwHboMy cepedosuwsi 3B0. CchopmosaHo nepenik 8uMoe, AKUMU MAE 8iOM08IOamU Cy4acHa, echekmugHa op2aHisauitiHa
cmpyKkmypa 3akaady 8uwoi ocaimu, ceped AKUX 8UGINEHO: ONMUMAsbHICMBb, 0nepamusHicme, HadilHicMb, eKoOHOMIYHICMb, 2Hy4Kicmb i cmilikicme cucmemu
ynpaenitksA. MposedeHe docnioxeHHs 00380/un0 Oilimu BUCHOBKY, WO 3aKA0 BUWOT C8IMU Y MPOUECi HUMMEBO20 YUK/Y MAE CBOEYACHO Kopuaysamu ceoi
cmpameziyHi yini diaabHOCMIi Ma 8HOCUMU A0eK8amHi 3miHu 00 opaaHi3ayiliHoi cmpykmypu 8i0no8iOHO 00 HOBUX YMO8, 8 AKUX BiH (DYHKUIOHYE.

Knroyosi cnoea: 3akna0 8uwoi ocsimu, cucmema, op2aHi3ayiliHa cmpykmypa, ynpaeniHHs, cmpykmypa.
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