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PROSPECTS OF MARKETING OF ECONOMIC EDUCATIONAL
SERVICES IN UKRAINE

N. Lysytsya
T. Prytychenko
O. Gron

The prospects of marketing of economic educational services in Ukraine have been analyzed. On the basis of stat-
istical data about the popularity of education institutions providing economic specialities, the most successful institutions
have been defined by experts who study ratings of institutions. In spite of the fact that ratings of higher education
institutions and economic faculties of universities in Ukraine are high enough, there is competition between higher
education institutions. It makes the choice of a higher education institution difficult for the entrants. The increase of
demand for professionals in the sphere of economics has been proved. As far as demand for highly qualified specialists
in the sphere of economics depends to a certain degree on the number of enterprises, the dynamics of change in their
number in the period of 2011 — 2016 has been presented. The use of the possibilities of developing skills in the spheres
of digital and content marketing and new forms of teaching in higher education institutions has been suggested. That will
make it possible to develop the qualities which are in demand in the labor market. Marketing research on the educational
services will provide good reputation of higher education institutions and prerequisites for the influence on forming the
values of students.

The questionnaire method has been used to gather the data about the motives and criteria of choice of the
educational service. The method of content analysis allowed the authors to define the prospects of marketing of
educational services.

The motives and criteria evaluated by respondents of Ukraine as those which have certain significant distinctions
have been revealed. The distinctions allowed offering recommendations for improvement of economic education and
marketing of the economic educational service. The set of recommendations can be used in the process of promotion of
the economic educational service. It will be a convincing stimulus for attracting consumers, forming reputation of a higher
education institution and providing competences which are in demand among employers.

Keywords: economic educational service, criteria, motives, rating, demand in the labor market, employers.
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NEPCMEKTUBUN MAPKETUHIY EKOHOMIYHUX OCBITHIX NOCNYI B YKPAIHI

Jlucuuysi H. M.
lMpumuyeHko T. I.
IpoHb O. B.

lNpoaHarnizoeaHo nepcriekmusu MapKemuHay €eKOHOMIYHUX OC8imHiX rociye 6 YKpaiHi. Ha ocHosi
cmamucmuyHuUx 0aHux rnpo nonynspHicmb BH3, siki nponoHytomb Hag4aHHS eKOHOMIYHUX crieyianbHocmel, 8U3Ha4YeHO
Haubinbw ycniwHi, Ha dyMKy eKkcriepmis, Wo eusyalome pelimuHe UWUX HagqarnbHUX 3aknadis. He3zsaxarouu Ha me, wo
pelimuHeu eKOHOMIYHUX 8y3i8 ma eKOHOMIYHUX ¢paKyrnbmemie yHisepcumemie & YkpaiHi Oocumb 8UCOKI,
criocmepiealomb  KOHKYPEHUilo MixX 8y3amu, Wo ycknalOHwe eubip BH3 wmaltbymsimu abimypieHmamu.
ObrpyHmoeaHo 3pocmaHHsi nompebu y npogecioHanax y coepi ekoHomiku. Ockinbku rnompeba y
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8UCOKOK8arighikogaHux ¢haxigusix y cehepi eKoHoMiku G0 neeHoi Mipu 3anexumse 6i0 KinbKocmi nidnpuemcms, nodaHo
OuHaMiKy 3MiH IxXHbOI Kirlbkocmi 3a nepiod 2011 — 2016 pp. 3anpornoHosaHo 8UKOpUCMaHHS MOXirusocmel po3eUmKy
Hasu4yoK y cehepax OueimanibHO20 ma KOHMeHM-MapKemuHey, a makoX HO8UX (hOPM HaBYaHHS y 8UUUX HagyaslbHUX
3aknadax, wo 0o38ouMb PO3BUHYMU SIKOCMI, 3ampebysaHi Ha puHKy npaui. MapkemuHa08i 00CiOKEeHHSI 0C8IMHIX
nocrnye 3abesnedams 2i0Hy penymauito BH3 i nepedymosu Ons ennugy Ha ¢hopmyeaHHs1 uiHHocmel cmydeHmis.

Memod onumysaHHs 6yno sukopucmaro 0ns 36upaHHs daHUX PO MomMuU8U ma Kpumepil aubopy oc8imHBOI rocryeu.
Memod koHmeHm-aHanisy 0380718 8U3Ha4YUMU MepcrieKkmueu MapKemuHay OC8imHix rnocrye.

BusieneHo momueu ma Kpumepil, ouiHeHi pecrioHOeHmamu 8 psidi micm YKpaiHu sk maki, wo maromps 00CMO8ipHO
3Hayywi siomiHHocmi. NepernideHi 8iOMiHHOCMI 003801UNU 3anpPONoHysamu pekomeHdauii 0518 NoninUeHHs eKOHOMIYHOT
oceimu ma MapKemuHzy eKOHOMIYHOI oceimHboi nocrnyau. CyKyrnHicmb pekomeHOauili mMoxe Oymu eukopucmaHo y
rnpoueci npocysaHHsI EKOHOMIYHOI OC8IMHbLOI Mocryau, WO cmaHe [epPeKoOHIUBUM CmuMysrioM Ons 3aly4YeHHs
crioxusadie, ¢hopmyeaHHsI perymauii suux Hag4yasbHUX 3aknadie, 3abesnedyeHHs1 KoMrnemeHmHocmed, 3ampebygaHux
pobomodasysimu.

Knro4oei crnoea: ekoHomidHa oceimHsi nocriyaa, Kpumepii, Momusu, pelimuHe, 3ampebysaHicmb Ha PUHKY ripauj,
pobomodasui.
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NMEPCMNEKTUBbI MAPKETUHI'A QKOHOMUWYECKUX
OBPA3OBATEJIbHbLIX YCNYT B YKPAUHE

Jlucuuya H. M.
lMpumbiyeHko T. U.
IpoHs A. B.

lNpoaHanu3uposaHbl nepcrekmuebl MapKemuHaa 3KOHOMUYeCKUX obpa3osamerbHbix ycrye 8 YkpauHe. Ha ocHose
cmamucmu4yecKkux OaHHbIX O OMynspHOCMU 8y308, rnpednazarolyux 0byYeHUe IKOHOMUYECKUM CcreyuanbHOCMSIM,
onpedeneHbl Haubosiee ycriewHbie, 10 MHEHUI 3KCrepmos, usydYamuux pelimuHe ey308. Hecmompss Ha mo, 4mo
pelimuHau 3KOHOMUYECKUX 8Y308 U 3KOHOMUYECKUX (haKybmemos yHugepcumemos 8 YkpauHe 00Cmamo4yHO 8bICOKUE,
Habrrodaemcs KOHKypeHuusi mexdy 8y3aMu, Ymo OC/IOXHsiem 8bibop 8y3a 6ydywumu abumypueHmamu. O60CHO8aHO
gospacmaHue nompebHocmu 8 npogheccuoHanax 8 cghepe IKOHOMUKU. [lockombKy nompebHocmb 8
8bICOKOKBaUUUUPOBaHHbIX crieyuasucmax 6 cghepe 3KOHOMUKU Q0 onpedenieHHOU cmerneHu 3asucum om
Konuyecmea npednpusimud, npedcmasneHa OuHaMuka U3MEHeHUl ux kKonudecmea 3a nepuod 2011 — 2016 ee.
lMpednazaemcsi ucnonb3oeaHue B03MOXHOCMeUl pal3sumusi Hasebikog 8 cghepax OuaumasnbHO20 U KOHMeHM-
MapkemuHea, a makxe Ho8bix (hopM O0bY4YeHUsT 8 8y3ax, YmO 10380UM pas3sUMb Kadecmsa, eocmpebosaHHble Ha
pbiHKe mpy0da. MapkemuHaosbie uccredogaHusi obpazosamersibHbIX ycrye obecriedam OOCMOUHY0 perymauyuro 8y3am
u npednochbiiku O 8NUsIHUSI Ha ¢hopmuposaHue UeHHocmeu cmy0eHmos.

Bbbin  ucnons3oeaH memod onpoca Ons cbopa UHopmauuu O Momueax U Kpumepusix ebibopa
obpazosamesnbHol ycrnyeu. Memod KoHmeHm-aHanu3a Mo3e0susl  onpedenums [epcrnekmusbl  MapKemuHaa
obpasosameribHbIX yCriye.

BbisierieHbl MOMUBBI U KpUumepuu, KOmopble OUEHEHbI pecrioHOeHmamu 8 pside 20podo8 YKpauHbl Kak umerowjue
docmosepHO 3HayuMble ominu4us. [lepeyucneHHble omauYusi Mo380UAU NPEOoXUMb peKoMeHdayuu o yray4weHuro
9KOHOMUYeCcKo20 0bpa3osaHusi U MapkemuHaa SKOHOMuYeckol obpasosamesibHol  ycryau. CO80OKynHoCMmb
pexkomeHOayuli Moxem Obimb UCMOMb308aHa 8 MPOuEcce MPOoOBUXKEHUST 3KOHOMUYECKoU obpasogamesibHOU yciyeau,
ymo cmaHem ybedumenbHbiM cmumMmynom Ons fpuenedyeHuss nompebumenel, ¢hopmuposaHusi perlymauuu 8ya3a,
obecrnieyeHusi kKomnemeHmHocmel, eocmpebosaHHbix pabomodamensmu.

Knrodyeeblie croesa: aKoHoMu4yeckasi obpal3oeamersnbHasi ycryea, Kpumepuu, Momuebl, pelmuHe,
socmpebosaHHOCMb Ha pbiHKe mpyda, pabomodamernu.
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Institutional changes in society, as a consequence, opening of borders, on the other hand, provided an impetus
are always accompanied by new trends in the education for the heterogeneous occupational choices of high school
system. Innovations today are due to the features peculiar  graduates. Graduates aspire to fundamental education,
to different levels of education. At the macro level — the  career opportunities, demand not only in the domestic
lack of stability in the society, on the one hand, and the  market but also in the international market. At the meso-



level, there is a glut of offerings from universities to those
who wish to receive legal economic education and a
distinct lack of specialities, providing engineering
education, weak and unconvincing advertising, forming
information space earmarked for students. Such
information creates chaos in the perception of professional
career prospects for school-leavers. At the micro level, the
choice of a future profession takes place on the basis of
criteria which were often studied as decision-making
incentives — "profitability and prestige”. Nevertheless, the
modern applicant, seeker of a master's degree, pays more
attention to not only the prestige and profitability of a
future trades, but also to the learning process, the patterns
of behavior of teachers, the prospects of acquisition of
competences that will provide career growth in any
professional activity, the demand in the labor market,
reputation and university rankings. Innovation in the supply
of knowledge, development of skills and habits in the future
profession, views and requirements of employers become
important settings in the orientation of graduates choosing
professions.

Scientists are increasingly turning to the study of
motivation of choosing professions, study of values, which
become the incentives of decision-making when it is
necessary to decide on a future career.

They are interested in the reason for studying
Economics [1], some scientists analyze the ways of
learning Economics by going to the movies [2]. Other
scientists focus on financial literacy while teaching
Economics [3]. Problem-based learning is suggested as a
separate tool of teaching Economics [4]. The most
advanced trend is combined with students' perception of
the prospect of economic education [5].

The main problems in the development of the
education market and their causes are considered in the
works of domestic and foreign scientists, among whom we
see V. Dmitriiev [6], |. Zakharova [7], Ju. Ivanov [8], S. lllia-
shenko [9], O. Karpiuk [10], H. Chkalovska [11], I. Zharska
[12], and others. However, the change of the main trends
in the development of education (decrease in the number
of school leavers, increasing competition among
universities, opportunities to study abroad) require in-
depth and comprehensive monitoring of the market of
educational services, which makes the article topical.

The aim of the article is to identify the prospects of
marketing of economic educational services.

To achieve the aim we suggest solving the following
tasks:

1) to identify the main motives of choice of the future
economic speciality in Ukraine;

2) to justify the dependence of choice of economic
specialites on the set of criteria against which the
economic education is favored,

3) to make recommendations to ensure the popular-
ity of the economic educational service in accordance with
the features of the educational process which help to
achieve success in professional activities.
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The market of educational services is the
environment and the world of production, promotion, sale
and consumption of educational services. According to the
authors the market of educational services is the material
relationships between the participants of the educational
process: those who study (pupils, students, trainees),
organizations that provide educational services, as well as
individuals and legal entities that pay for them and
regulate them [12].

According to the official government statistics [13] in
the 2015/2016 academic year, there were 288 higher
education institutions of accreditation levels Il — IV in
Ukraine.

The number of universities since the moment of
independence of Ukraine, for various reasons has been
constantly changing (Table 1).

Table 1

The number of higher education institutions
of Il = IV levels of accreditation in Ukraine
in the period from 2010 to 2015 (based on [13])

School year The number of universities
Units % to the previous year
2010/11 349 99.7
2011/12 345 98.9
2012/13 334 96.8
2013/14 325 97.3
2014/15" 277 85.2
2015/16" 288 104.0

! Excluding the temporarily occupied territory of the

Autonomous Republic of the Crimea, Sevastopol, and part of the
zone of the antiterrorist operation.

As seen in Table 1, the number of universities of
accreditation levels Il -1V is gradually decreasing.
According to the State Statistics Committee [13] we can
observe the dynamics of students and graduates, which
shows the trends in the education market development
(Table 2)

Table 2

The number of students in higher education
institutions of accreditation levels Il - IV
in the period from 2010 to 2016 in Ukraine

(compiled on the basis of [13])

The number of | The number of Graduates
students enrolled students
School v o

e | B2 |22 |E8 22,1222,

& K=l Qo o Qo
90 |[g5o0|lvwol|le>0|S89|leSo
e s >32(se>cd|lsl >

£ 2 |XRa 258 s £ 2|8 s

1 2 3 4 5 6 7
2010/11 | 2129.8 | 94.9 [392.0| 105.8 |543.7| 103.1
2011/12 | 1954.8 | 91.8 |[314.5| 80.2 |529.8| 97.4




Table 2 (the end)

1 2 3 4 5 6 7
2012/13 | 1824.9 | 93.4 |341.3| 108.5 [520.7| 98.3
2013/14 | 1723.7 | 945 |348.0 102 [485.1| 93.2
2014/15' | 1438.0 | 83.4 [291.6| 83.8 [4054| 83.6
2015/16" | 1375.2 | 95.6 [259.9| 89.2 |374.0| 923

! Excluding the temporarily occupied territory of the Autono-
mous Republic of the Crimea, Sevastopol and part of the zone of
the antiterrorist operation.

By the number of enrolled students, we can trace the
unstable trend. The lowest number of students was enrolled
in higher education institutions in the 2015/2016 academic
year (259.9). Starting with the 2011/2012 academic year
the number of graduates has been decreasing. It should
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be noted that the demand for specialists in economics
directly depends on the trends and the vector of economic
development of the country. The main macroeconomic
indicators are GDP and GDP per capita. Tables 3 and 4
show the dynamics of changes of these indicators in
Ukraine in the period from 2010 to 2015.

A significant decline in the GDP in the dollar
equivalent can be seen in 2014 and 2015, which is a
consequence of the crisis in the Ukrainian economy. A
similar trend is observed in terms of the GDP (in USD) per
capita.

The need for highly qualified professionals and,
above all, of economic specialities, depends on the
number of enterprises and their changing dynamics. Table
5 shows the dynamics of the number of legal entities
(enterprises, institutions, organizations) in Ukraine in the
period from 2011 to 2016 as of the beginning of the year.

Table 3
The dynamics of Ukraine's GDP from 2010 to 2015 [14]
Nominal GDP GDP (USD)
Year Change compared Change compared Change compared Change -
with the previous . . with the previous | compared with
UAH, min with the previous USD, min .
year (+, -) ear (+, -), % year (+, -) the previous year
UAH, min year+ -, USD, min +,), %
2010 1082 569 +169 224 +18.5 % 136 419 +19 192 +16.4 %
2011 1 316 600 +234 031 +21.6 % 163 160 +26 740 +19.6 %
2012 1 408 889 +92 289 +7.0% 175781 +12 622 +7.7 %
2013 1454 931 +46 042 +3.3% 183 310 +7 529 +4.3 %
2014 1566 728 +111 797 +7.7 % 131 805 -51 505 -28.1 %
2015 1979 458 +412 730 +26.3 % 90 615 -41 190 -31.3%

Note. Nominal or absolute GDP is expressed in current (actual) prices of the given year. Due to inflation, a rise in prices and
tariffs there has been unsustainable growth of this indicator since 2010.

Table 4
The dynamics of GDP per capita in Ukraine from 2010 to 2015 [14]
. *Population
Nominal (.BDP GDP per capita (thousands of
per capita
people)
Year
Change compared Change . Change compared Change compared
with the previous | compared with with the previous . ;
UAH, min . USD, min with the previous
year (+, -), the previous year (+, -), ear (+ -), %
UAH, min year (+, -), % USD, min y h
2010 | 23600,4 +3 768.1 +19.0 % 2974.0 +428.5 +16.8 % 45 870.7
2011 | 28813,9 +5213.4 +22.1 % 3570.8 +596.8 +20.1 % 45 693.3
2012 | 30912,5 +2 098.6 +7.3% 3856.8 +286.1 +8.0 % 45 576.7
2013 | 31988,7 +1 076.2 +3.5% 4 030.3 +173.5 +4.5 % 45 482.7
2014 | 35834,0 +3 845.3 +12.0 % 3014.6 -1015.7 -25.2 % 43721.8
2015 | 46 210,2 +10 376.1 +29.0 % 21154 -899.2 -29.8 % 42 836.0




* On average per year

Table 5
The number of legal entities in Ukraine
(based on [15])

Year o-lf-heitr(]:z’iiirs Change (+, -) Change, %
2011 1012 993

2012 1 043 595 30 602 +3.02
2013 1 067 599 24 004 +2.30
2014 1100 278 32679 +3.06
2015 1072 945 -27 333 -2.48

2016 1121 347 48 402 +4.32

The data in Table 5 indicate a reduction in the
number of legal entities in Ukraine in 2015. However, in
2016 their number increased by 4,32 % (the highest
percentage of growth during the period studied), which
affects the increase in demand for specialists of various
branches of knowledge. Out of the total number of higher
education institutions of Ukraine about 200 universities
provide economic educational services.

The economic specialities remain the most popular
ones. This is due to the growing number of companies
operating in various sectors of the economy, and all these
companies need competent professionals: accountants,
economists, auditors, marketologists, etc.

Specialized economic universities and economic
faculties of universities in Ukraine are presented widely
enough, and they are very popular. At the same time, the
competition between various higher education institutions
offering training in various economic specialities is quite
high. Thus, the future university entrants have a fairly wide
choice [16].

S

Let's consider the rankings of universities which offer
economic educational services.

The rating of universities that have been training
specialists in economics since 2007, was prepared by the
journal "Money". The results of the rating in 2012 and
2015 are shown in Table 6. The main rating criteria were
the "fame of the university" and the "opportunity to get
effective hands-on experience of defending the diploma".
So, the feature of this rating is that the quality of graduates'
training is assessed by employers (representatives of
personnel departments (HR) of large companies) [17].

The results of the rating for the given years show a
decrease in the average score given by the employers to
the universities (in 2012 the maximum score for the 1st
place was 8.8, and in 2015 it was 7.93), i.e., the
employers considered that the quality of training
somewhat deteriorated. However, in 2015 the same
universities as in 2012 made the first four of the best
universities.

Since 2006, the ranking of universities "Top-200
Ukraine" has been made annually. This is the only
academic rating in Ukraine accredited by the International
Ranking Expert Group (IREG). The methodology of the
"Top-200 Ukraine" rating is set out on the "EuroOsvita"
Center website. On the basis of the use of the methodology,
the data of universities and expert appraisals, the team
"Top-200 Ukraine" made a rating of two hundred best
universities in Ukraine in 2015/2016 [18].

For an integrated assessment of this rating (the
maximum score is 100 points) the following indicators
were selected: the quality of the research and teaching
staff, the quality of education and international recognition.

The results of the rating "TOP-200 Ukraine" show
that 9 universities, providing economic educational
services made the top ten universities (Table 7).

Table 6
The rating of economic specialities,
prepared by the journal "Money" in 2012 and 2015
Rating prepared by the journal "Money"
. . 2012 2015
University name
Average Place Average Place
score in the rating score in the rating
1. Kyiv National University named after Taras Shevchenko 8.6 3 7.93 1
2. Kyiv National University of Economics named after Vadym Hetman 8.8 2 7.40 2
3. National University "Kyiv-Mohyla Academy" 8.8 1 7.00 3
4. National Technical University "Kyiv Polytechnic Institute" 8.3 4 7.00 4
5. National University “Lviv Polytechnic" 6.2 8 5.93 5
6. Lviv National University named after Ivan Franko 6.7 5 5.40 6
7. Simon Kuznets Kharkiv National University of Economics 6.3 7 5.00 7
8. Kharkiv National University named after Vasyl Karazin 6.0 10 4.93 8




9. National Technical University "Kharkiv Polytechnic Institute" 5.8 12 4.73 9
10. National Aviation University 6.6 6 4.67 10
Table 7
Higher education institutions of Ukraine providing economic educational services
included in the TOP-10 universities of the "TOP-200 Ukraine" in 2016
Assessment of the Assessment of Assessment of | Assessment of the
Ne University name quality of the research | the quality of international integral index of | Ranking
and teaching staff education recognition the university

The National Technical University of

1. s X . " 37.1584719 24.2733571 24.38991 85.8217352 1
Ukraine "Kyiv Polytechnic Institute

2, [ Kiv National University named after 37.69866054 20.8091084 23.19028 81.6980532 2
Taras Shevchenko

3, | KKharkiv National University named 19.72389684 14.6311752 15.05826 49.4133336 3
after Vasyl Karazin
National Technical University

4.1, . . . " 18.19243329 9.44538221 18.11854 45.7563526 4
Kharkiv Polytechnic Institute

. | National University *Lviv 10.07411838 15.5719037 20.00258 45.6486064 5
Polytechnic

6. | National Mining University 20.23740583 9.55270568 14.88076 44.6708729 6

7, | National University “Kyiv-Mohyla 13.03020291 17.3656142 14.1555 44.551315 8
Academy’

g, | LViv National University named after 10.47689444 14.6627164 18.25808 43.3976934 9
Ivan Franko

o, |National University of Life and Envir- | ¢ 5164197 14.8704249 11.00018 42.1870072 10
onmental Sciences of Ukraine

It should be noted that there is a significant gap
between the highest value of the index "assessment of
the quality of the research and teaching staff" (37.7)
and the lowest value (10.07) among nine universities
given in Table 7 (more than 3.5 times). Therefore, the
universities should pay special attention to this index. In
continuation of the "TOP-200 Ukraine" the information
educational resource "Osvita.ua" made a consolidated
rating of higher education institutions of Ukraine for
2016 [19].

The most authoritative (among the experts and the
media) national and international ratings of universities in
Ukraine were used as the initial data for the consolidated
rating. They use different criteria for assessment of
higher education institutions. Thus, they obtained the

universities according to the "Top-200 Ukraine", Scopus
and Vebometrics.

The results of the rating of higher education
institutions according to Scopus are based on the
database indicators of Scopus, which is a tool for tracking
citation of scientific articles published by the institution or
its employees [20]. The criterion for assessment is the
Hirsch index — a quantitative indicator based on the
number of scientific publications and the number of
citations.

In the process of rating, according to Vebometrics,
the developers take into account the number of pages
indexed by search engines, external references to it, the
citation index of the resource, as well as the number of
files downloaded at the website. Thus, the content and the

aggregate rating that takes into account the rating of information component of the institution web-site is
assessed [21].
Table 8
Higher education institutions of Ukraine providing economic and educational services
included in the TOP-10 universities of the consolidated rating of Ukrainian universities in 2016
Place in the R
University name . ToP .200 Webometrics | Scopus | Final score
overall ranting + Ukraine
1 2 3 4 5 6
Kyiv National University named after Taras Shevchenko 1 2 1 1 4
Kharkiv National University named after Vasyl Karazin 2 3 3 2 8
National Technical University of Ukraine "Kyiv
. . 3 1 2 6 9
Polytechnic Institute




\7—
Natl.onal Technical University "Kharkiv Polytechnic 4 4 6 9 19
Institute
Lviv National University named after lvan Franko 5 9 8 3 20
National University "Lviv Polytechnic" 6 5 9 10 24
Table 8 (the end)
1 2 3 4 5 6
Odessa National University named after lllia Mechnikov 7 17 10 4 31
Sumy State University 8 15 5 15 35
Cheﬂrnlvt5| Ne.itlonal University named after 9 24 12 5 a1
Yurii Fedkovich
Dnipropetrovsk National University named after 10 11 24 8 43
Oles Honchar

Five motives of the choice of a higher education
institution were evaluated by respondents as the most
important and having significant distinctions.

Students of Ukrainian universities (n 1000
respondents) were offered a questionnaire to evaluate
the motives and criteria for the choice of a higher
education institution: 5 points for the most significant
motives,

1 point for the least significant ones. Among the motives
of the choice of a higher education institution there
have been chosen 5 in which certain significant
distinctions have been found. Fig. 1 presents the

results of the survey of the motives of the choice of a
higher education institution when the most significant
distinctions among the motives of the choice were
taken into account.

Fig. 2 presents only those criteria which revealed
certain significant distinctions in the answers of
respondents in different cities. They show the prospects of
promotion of economic education in Ukraine.

The average and generalized results of the choice of
criteria by the respondents in different cities of Ukraine
and in Ukraine in general are presented in Fig. 2.
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BPrestige of the profession, career opprtunities 4,16 4,05 4,10 3,87 4,15 4,06
BHigh wages 4,19 3,77 3,88 4,04 4,33 4,04
BProspects for self-development and self-realization 4,06 3,85 3,78 3,70 3,81 3,84
Binterests, likings 3,92 3,80 3,55 3,49 4,00 3,75
BDemand for the profession in the labor market 3,99 3,60 3,61 3,84 3,82 3,77

Fig. 1. The motives of the choice of a higher education institution
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Kharkiv

Donetsk

Kyiv
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Poltava

DAvaliability of the speciality of interest at the university 4,44

4,24

4,15

3,84

4,51

BUniversity status (national)

3,98

3,82

3,50

4,22

4,08

DOHigh qualification of the staff

3,97

4,07

4,21

4,15

4,11

@The possibility of studying abroad and receiving two diplomas 3,85

4,03

3,13

3,23

3,68

@The possibility of getting education at state expence 3,46

3,31

2,08

3,80

2,81

Fig. 2. The criteria for the choice of a higher education institution

The criteria, that have the highest rating among the
students, significantly contribute to the promotion of
economic education in Ukraine. High estimation of the
criterion "The availability of the speciality of interest at the
university" (4.24) by Ukrainian students demonstrates the
need to develop, expand offerings of new areas of
economic knowledge, commitment to agile marketing of
educational services that meet the demands of employers.
The popularity of such criteria as "university status
(national)" (3.92) is a powerful argument in favor of the
image, the reputation of the university, which, according to
the students' choice, shapes public opinion and influences
the final decision in a situation of information uncertainty.
"High qualification of the staff" (4.10) is the criterion that
students consider to be an important one when studying at
university, and that justifies such a sequence. Perhaps this
can be explained by a vast experience of dealing with the
lecturers before entering the university, as well as by
higher claims to the educational process. "The possibility of
further studying abroad" (3.58) and "the possibility of
getting education at state expense" (3.09) are perceived
as the desired criteria, but not the main ones when
choosing a university.

As can be seen from Fig. 1 and 2 the assessment of
the criteria is more diverse than of the motives. The data
presented in Fig. 1 and 2 can suggest a so-called complex
classification of educational services made on the basis of
analysis of motives and criteria which includes analytical,
guantitative, prognostic, pragmatic classifications.

The classification of the economic educational
service can be made analytically (reason — effect),
guantitatively (demand — supply), prognostically (strategy
— tactics), pragmatically (form — result). The economic
educational service, as statistics shows, is actively offered
to the consumer. The availability of economic specialities
and higher education institutions of economics confirms
the continued interest of consumers (school leavers) in the
economic education. The economic education is not only
the basis for survival in the 21st century, but also for a

competent interpretation of everyday challenges,
suggesting the image of consumers' life and, to a certain
degree, a guarantee of competitiveness in the labor
market. In search of an assistant, secretary, business
managers of enterprises, companies, employers prefer
candidates with economic or legal education (according to
the review of the website "rabota.ua"). The representatives
of these professions are more inclined to make analysis,
take legitimate actions and do not require immediate
additional training, which makes them more preferred
among others.

The quantitative picture of economists of various
specializations shows that the supply does not fully meet
the demand. During the last decade the personnel were
assessed not only based on such formal features as, for
example, a diploma with honors, work experience in the
professional field. Employers evaluate the signs of
orientation to the development of dynamic capabilities
(decision-making under uncertainty), skills at finding the
right solutions without prior consulting, emotional control in
risk situations, creative solutions that provide a
competitive advantage of making profitable investments.
Thus, the quality of employees becomes dominant in the
selection of personnel. Therefore, there are a lot of
proposals but the demand is observed for a certain
segment of employees as shown by content analysis of
the employers' website.

What are the prospects of promotion of economic
educational services? What would be the best choice in
the organization of marketing activities in the field of
economic education — the diversification strategy or the
"scout" strategy according to R. Miles and C. Snow? "The
"scout" strategy uses business units mainly engaged in
achieving growth through the active use of the new
product — market opportunities" [22, p. 110]. The content
analysis of the employers' website shows that strategies
are less than tactics. "There are two strategies working:
the strategy of the business-level "scout" and marketing
strategy (diversification), which is characterized by vertical



integration, integration of back and forth, diversification
into related businesses and diversification into unrelated
businesses" [22, p. 82]. The tactics are based on the
organization of the educational process, following the rules
that are practiced in the best universities of the world. An
example of this can be the offer of a wide range of variable
disciplines that the student chooses, joint master's programs of
Ukrainian and foreign universities, establishment of contact
with employers, invitation of the latter to participate in
conferences, conducting master classes, workshops,
lectures.

The economic education as a whole is prestigious,
despite a slight decline in the popularity of higher
education. Under the conditions of digital marketing,
obtaining any information about the university is not a
problem, as evidenced by the popularity of websites of
universities and the involvement of the younger generation
in digital marketing.

"There are only two key questions you need to
answer when it comes to deciding whether or not your
business needs a digital marketing strategy. They are: 1)
Is my audience online / is it going to be online? If your
customers use digital technology to research and/or
purchase the products and services you provide, then you
absolutely need to embrace digital marketing now in order
to engage with them and retain them; 2) Are my
products/services/brands suited to digital marketing?
Typically it doesn't matter what your product, service or
brand is: as long as you have established that there is a
viable online audience for it, then you should be promoting
it online. Consumers go online to research, evaluate and
compare their choices" [23, p. 21].

Consumers ignore the traditional world of marketing.
They often ignore magazine advertising, and now have
become so adept at online searching when they are
looking for the information about the products which are
interesting to them.

Smart marketers know that traditional marketing is
becoming less and less effective because they face with
the audience of consumers who are generation Z.
"Generation Z is used to devices, they are used to being
entertained, and education has to respond to the new
profile of this generation" [24].

Digital marketing is an interactive marketing which is
used to organize communication with consumers. It does
not only promote goods and services in the digital marketing
environment, but forms loyalty of those consumers who
are not involved in marketing and just use mobile phones,
other devices to get the necessary information. This is the
main difference between digital marketing and internet
marketing. One more type of marketing is in demand —
that is inbound marketing, Social networks which use
content marketing create the basis for attracting
consumer attention with the help of interesting content
full of ideas which correspond to expectations of consumers,
their values, their dreams, present and future demands
[23].
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Different and rational steps are possible for the
solution of this task. In such a way real professional
environment is created which the students — future
graduates can face and demonstrate possible stereotypes
of professional behavior. Presentations of well-known
situations and evaluation of each phase of the situation
can be suggested for the consumers to weigh the pros
and cons and make a final decision on what should be
done. Publications of the ratings of higher education
institutions, positioning of the university or institute among
the top ones is the best way to convince consumers to
enter this university.

The following actions should be combined and
realized to improve the economic educational service:

1. Provision of possibilities for development of skills
in such spheres of professional activity as digital
marketing, content marketing.

2. Advertising for new forms of teaching which will
result in developing the qualities of personnel which are in
demand in the labor market.

3. Inviting professional employers for delivering lectures.

4. Using new models of interaction in the triad
"university — professor — student"; the university offers
material and technological support and offers free choice
of a number of professional subjects; the professor
actively uses various forms of delivering lectures:
traditional, interactive, inverted, providing the platform for
development of argumentation skills. Students get rid of
monotonous studying, improve the practice of negotiations
and acquire the skills in agile marketing.

5. Association of success in professional activity and
intentions to adapt to unpredictable situations in
professional activity, creativity, innovations should be
highly evaluated by employers.

6. Formation of university image as a basis for the
university brand.

7. Starting marketing research which confirms the
reputation of the university and creates prerequisites for
the influence on students' values.

8. Formation of the opinion about economic
education as a fundamental one for success and
involvement in any other professional activity.

9. Stimulation of mobility and one more education as
a perspective of finding work in the labor market.

10. Organizing the teaching process in mixed groups
(students and employers of successful enterprises), will
be a way for raising qualification of the employers and
finding the basis for developing mentoring skills. Students
will be interested in the chance of studying with
experienced employers and getting competences which
are in demand in the labor market.

The article suggests the analysis of the prospects of
marketing of the economic educational service on the basis
of discovering the main motives and criteria for choosing
the university and speciality by students. Only those
motives and criteria have been presented which have
certain significant distinctions, that define real ways for



improvement of economic education with a view to
providing a stable demand for the latter.
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