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With the growing level of information technology implementation in modern society,
the role and importance of marketing communications in the educational environment
is changing. Educational institutions in general and higher education institutions in particular
are equal participants in research projects implemented jointly with major partners.

Higher education institutions are tasked with training professionals who are in de-
mand in a highly competitive market environment, form individual career trajectories and
constantly improve their competencies through a continuous educational process through-
out the professional life of professionals.

This involves building communication with applicants, graduates and graduates
on a long-term basis.

The model of such interaction is formed in the new information environment, which
has a special interest in innovative marketing communications, adapted to the organization
of contact with consumers of educational services, called digital-native, who perceive infor-
mation through online communication.

An important aspect that characterizes the conditions of functioning of higher educa-
tion institutions and their communication is that they work in a competitive environment,
which should involve different categories of higher education. This involves market relation-
ships with target customer audiences based on marketing and communication interactions.
Accordingly, educational institutions should conduct marketing research that will provide
a fuller coverage of the customer base, automate marketing activities, improve marketing
communications, develop loyalty programs for long-term cooperation with higher education
and graduates [1, 4].

In this regard, more in-depth research and development of theoretical foundations
for the use of tools of communication with client audiences in the activities of higher educa-
tion institutions is required.

Educational marketing is one of the areas of management of an educational institution
in a market economy, which provides research on the demand for educational services and
a certain level of education above the standards set by the state; formation of a positive image
of the educational institution; development and implementation of the concept of providing
quality educational services; influence on the development of educational needs of citizens.

The concept of marketing in education should provide for the implementation
of a constant search for new ways to meet the educational needs of society, the introduction
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of innovations; development of educational programs that take into account the interests
of the educational institution and are useful for the social development of the region; aban-
donment of those educational programs that harm the interests of consumers. The main ac-
tivities of the head of the educational institution from the standpoint of educational market-
ing are:

— study of the market of educational services, the dynamics of consumer demand,
the characteristics of different consumer groups;

— taking into account the requirements of the market in the organization of the educa-
tional process, in particular the search for untapped opportunities of the educational institution;

— orientation of marketing strategy on the future;

— diversification of forms and types of educational services, ensuring timely transi-
tion to new services, training programs, scientific and methodological support, etc.;

— promoting the development of professionalism of teachers, training teachers
to introduce innovations, encouraging them to creatively solve problems;

— ensuring the advantages of its educational institution in conditions of competition [2, 4].

One of the activities of an educational institution may be the impact of pedagogical
means on the market of educational services. Sometimes consumers do not even know they
have certain needs until they find out about them. The role of the teaching staff is to inform
about the opportunities that the educational institution can provide. The components of this
work are open information work with the community, parents of students. The latest trends
in the development of public consciousness, associated with the formation of a socially ori-
ented market mechanism, are consistent with the socio-ethical concept of marketing. The
main provisions of the concept of educational institution:

— meets educational needs based on the humane principles of society;

— constantly searches for new ways to meet educational needs, takes into account
their variability, introduces innovations;

— refuses educational programs that harm the interests of consumers;

— develops and implements such educational programs that take into account the in-
terests of the educational institution and is useful for the social development of the region [3].

Marketing activities in education are becoming increasingly necessary and provide
the following opportunities:

— for consumers of educational services (students, parents) - to expand opportuni-
ties to meet their needs; get quality educational services, gain new knowledge beyond exist-
ing standards;

— for heads of educational institutions - to define a new strategy of management
of an educational institution in the conditions of changes and effectively to manage re-
sources of an educational institution;

— for teachers - to use wider opportunities for self-realization; work with the best
result; be able to get extra pay.

Marketing communications is the process of effectively communicating product in-
formation or ideas to a target audience.

The main functions of marketing communications are:

— informative - informing the target audience about the educational services provid-
ed by the educational institution, their benefits and quality;
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— reminder - reminding the target audience about certain principles and activities
of the educational institution and their benefits;

— persuasive - convincing the target audience in its decisions in favor of a positive at-
titude to the educational service offered by the educational institution;

— image - creating and maintaining a positive image of the educational institution;

— patriotic - education and instilling patriotism;

— research - assessment of the market situation through the reverse communicative
flow, in order to adapt the goals of the educational institution to the current situation;

— management - management of relationships in the market and within a particular
educational institution;

— partnership - the establishment of close mutually beneficial partnerships between
market participants [4, 5].

Communications must be subordinated to the goals and objectives of marketing. The
goals of marketing communication policy are divided into two groups:

— communications, in order to create services that will be in demand in the market,
are aimed at finding ideas for new services, testing the concept, testing new services, bring-
ing them to market, ensuring the commercial success of services;

— communications, in order to promote educational services, - marketing communi-
cation is considered in the context of promotion of services, this is the aspect of communica-
tion policy of higher education institution [3, 5].

Thus, improving the efficiency of the education sector today requires the introduc-
tion of responsibility for the results of their activities, flexibility, entrepreneurship and
adaptability of educational institutions to changing labor market conditions, competitive-
ness, and most importantly - strategic planning, clear definition of actions that would ensure
sustainable development of higher education institutions. An urgent problem is also the
study of demand for educational services, improving their quality, the need to ensure a suffi-
cient level of remuneration of highly qualified teachers of higher education, establishing
a clear relationship between them and customers - parents and children. The solution
of these and many other problems of development of modern higher education institutions
is impossible without expanding their independence, creating a legal basis for attracting ad-
ditional financial resources, active application in their practice of innovation management
such as marketing in general and marketing communications in particular.
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MAPKETUHIOBbIE KOMMYHUKALINU
B YYPEXXAEHUAX BbICLLUEFO OBPA30OBAHMA

B ycnosusax pocma yposHA 8HeOpeHUA UHGOPMAYUOHHbIX mexHoa02uli 8 cO8peMeH-
HOM obuwecmee MeHAemca posab U 3HAYeHUE MAPKeMUH208bIX KOMMYHUKauyuli 8 cghepe
0bpa3osaHus.

Meped y4ypexcdeHUAMU 8bicwezo 0bpa308aHUA cmasamMca 3a0a4yu Mo Nood20MmosKe
Crneyuanucmos, Komopble Mosb63ymca CrPOCOM 8 B8bICOKOM KOHKYPeHMHOU pbIHOYHOU
cpede, hopmupyrom UHOUBUOYAbHbIE KOPLEPHLIE MPAEKMOPUU U MOCMOAHHO M08bILIAM
C80U KOMIemeHyuu 3a cyem HerpepsisHO20 0b6pazosamesnbHO20 npouyecca 8 mevyeHue aceli
npogheccuoHanbHOU HU3HU.

3mo npednonazaem 04 8bicWux y4ebHbix 3a8edeHull 8bIcMpPaUBaHUE KOMMYHUKQ-
UUoHHO020 83aumodelicmsus co ecemu cmelikxondepamu Ha 00s120CPOYHOL OCHOo8E.
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