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ABSTRACT. The article discusses current issues of competitiveness and quality of education
in higher educational institutions, the theory of the economy of knowledge, marketing and
communication activities on brand formation and strategies for its promotion. Particular
attention is paid to the study of the concepts of marketing and communication strategy, the
study of the characteristics of the essential content, the identification of functions, elements
and features of formation and development. The article provides a review of research on
communication strategy based on the use of methods for analyzing foreign experience and
assessing the activities of higher educational institutions.

The research methodology is aimed at studying new approaches to the development of
educational organizations, as well as studying factors influencing the image and growth of
authority, allowing one to achieve success in the conditions of change, the introduction of
digital technologies, and the formation of a knowledge economy. The purpose of the work
is to justify the need to develop a strategy for marketing and communication activities, to
determine its role and significance in the formation of a university brand. The study analyzes
foreign experience taking into account its adaptation in domestic practice.

The article concludes that an important condition for the effectiveness of the knowledge
economy is the vectors of marketing and communication strategies.

The value of the article lies in the study of approaches and methods to promoting a university
and educational programs in the international educational space, based on the recognition of
the university and increasing its status, ensuring the quality and attractiveness of educational
programs in the context of the formation of a knowledge economy.

KEYWORDS: knowledge economy, communication strategy, marketing strategy, education
marketing, quality of education, brand, internationalization, export of education.

BIJTIM 9KOHOMWKACbI: MAPKETUHITIK XKOQHE
KOMMYHUKAUWNANBIK CTPATETVANAPADbIH,
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AHAATMA. Makanaaa >xofapbl OKy opbiHAapbliHAafbl 6acekere KabinerTinik neH 6inim ca-
nacbiHbIH, ©3eKTi Macenenepi, 6iniM 3KOHOMUKACbIHbIH, TEOPUACHI, bpeHa KaabinTacTblipy 6omn-
bIHLWIA MapKEeTUHITIK )XdHEe KOMMYHMKaUMANbIK KbI3MET >XXdHe OHbl XbI/DKbITY CTpaTernsna-
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pbl KapacTbipblnfaH. MapKeTUHTr )XaHe KOMMYHUKaLMAbIK CTpaTerusa yfbiMAapblH 3epTTeyre,
MaHbI3Abl Ma3MyHHbIH, cMnaTTamasapblH 3epTTeyre, KaabinTacy aHe gamMy GyHKUUANAPbIH,
3NeMeHTTepi MeH epeKLUenikTepiH aHbiKTayfa epekiwie KeHin 6eniHeai. Makanaga wetengik
TOXipubeHi Tanaay >kaHe XKOfapbl OKY OpbIHAAPbIHbIH, KbI3MeTiH 6afanay agicTepiH KonaaHy
HerisiHAe KOMMYHUMKaUUAbIK cTpaTerna 6oMbiHLWa 3epTTeyepre WoJsy XacaafaH.

3epTTey aaictemeci 6inim 6epy yMbiMAaapbiH 4aMbITyAblH XaHa TaCinAepiH 3epTTeyre, COH-
Aali-aK e3repictep >kKafaalnblHAA XKETICTiIKKe XKeTyre MyMKiHAiK 6epeTiH 6eaen meH 6eaengiH,
ecyiHe acep eTeTiH ¢akTopsapAbl 3epaeneyre, UNbpPAbIK TEXHONOTUANAPAbI E€HFi3yre >aHe
6inim 6epy ynbiMaapbiH KanbinTacTblpyfa 6afbiTTanfaH. 6iniM akoHoMUKacbl. XXyMbICTbIH MaK-
caTbl — MAPKETUHITIK )XOHE KOMMYHUKaLMANBIK KbI3METTiH, CTPaTernsacbiH a3ipaey Ka>keTTifiriH
Heri3aey, OHblH, YHUBEPCUTET BPEHAIH KaabiNTacTblpyaafbl Pei MeH MaHbi3bliH aHbIKTay. 3epT-
Teyae WeTenaik TaXKipnbe oHbIH, OTaHAbIK TaXXipnbege belimaenyiH eckepe OTbIpbINn TanjaHa-
Abl.

Makanaga 6i1iM 3KOHOMUKACbIHbIH TUIMAINIFIHIH, MaHbI3Abl LLAPTbl MAPKETUHTITIK YXOHE KOM-
MYHUKaLUMANbIK CTpaTernanapabliH, BekTopaapbl 60bin Tabblnagbl Aen KOPbITbIHAbIIAHAAbI.

MakanaHblH, KYHAbIIbIFbl YHUBEPCUTETTI TaHY XXdHe OHbIH, MapTebeciH apTThipy, 6inim 6epy
6afaapnamManapblHbIH canacbl MeH TapTbiIMAbUIbIFbIH KaMTaMachi3 €Ty HerisiHAe Xa/blkapanblk,
6iniM KeHicTiriHae yHMBepcUTeTTi XXaHe 6inim 6epy 6arpapnamanapbiH inrepinety Tacinaepi
MeH 3aicTepiH 3epTTeyae. 6in1iM 3KOHOMUKACbIH KanbiNTacTbipy.

TYWUIH CO34EP: 6inim 3KOHOMMKACbl, KOMMYHUKaLMA CTpaTermacbl, MapkeTUHr cTpaTeru-
Acbl, 6inim 6epy mapkeTuHri, 6inim canacbl, 6peHs, HTepHaUnOHanAaHAbIpY, 6iniMm akcnopTbl.

39KOHOMMWKA 3HAHUW: BEKTOPbDI MAPKETMHFOBOVI
N KOMMYHUKALUWNOHHOW CTPATETMU

AHOBCKAA O.A.'
AOKTOp 3KOHOMWYECKUX Hayk, npodeccop
'HezaBncnMoOe areHTCTBO akKpeauTaumm u penTuHra, r. ActaHa, Pecnybanka KasaxcraH

AHHOTALLMA. B ctaTbe paccmaTpmBaloTCcA akTyasibHble BOMPOCbl KOHKYPEHTOCMOCOH6HOCTH
1 KavecTBa obyueHns BbICLUMX YUYe6HbIX 3aBefeHNI, TeOpMA SIKOHOMUKN 3HAHUA MapPKeTUHIO-
BOW W KOMMYHWKAaLMOHHOW AeATe/IbHOCTM No popmupoBaHuto bpeHaa m ctpatermm ero npo-
ABMXKeHuA. Ocoboe BHMMaHNe OTBEEHO N3YUEHUIO MOHATUA MapKETUHIOBOW N KOMMYHMKa-
LLMOHHOW CTpaTernun, NccaefoBaHUIO XapaKTePUCTUKM CYLLLHOCTHOTO COAep KaHus, BbIABNEHUIO
bYHKUNI, 3nemeHTOB 1 ocobeHHocTen popmupoBaHus 1 passutus. B ctatbe npoBeaeH 0630p
nccieaoBaHMN MO KOMMYHUKALMOHHOW CTpaTerMn Ha OCHOBE MCMOJIb30BaHUA METOAOB aHa-
N13a 3apy6e>KHOro onbiTa U OLLEHKWN AeATeIbHOCTU BbICLUNX yUYebHbIX 3aBeAeHNN.

MeTtoponorua nccnegoBaHuna HaripassieHa Ha U3yYeHMe HOBbIX NOAXOAOB K pa3BUTUIO opra-
Hu3auuni obpasoBaHuA, a Tak)Ke U3yUeHUIo PpaKTOPOB, BAUAIOLLMNX Ha UMUK U POCT aBTOpUTe-
Ta, NO3BOJIAOLLNX JOCTUUb yCrNexa B YCIOBUAX NepeMeH, BHeAPeHNA LNPPOBbIX TEXHONOTUN,
dbopMmnpoBaHMNA 3IKOHOMUKM 3HaHMN. Llenb paboTbl — 060cHOBaTh HeobxoANMMOCTbL pa3paboTkm
cTpaTermn MapKeTMHIOBOW N KOMMYHUKaLMOHHOW AeATeIbHOCTY, ONpeAennTb ee po/ib 1 3Ha-
yeHue npu popmMmupoBaHnmn bpeHpa By3a B YCNOBUAX Pa3BUTUA SIKOHOMUKN 3HaHWUW. B nccne-
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A,0BaHUN NPOBOAMTCA aHan3 3apybe>xHOro onbiTa C yueToM agantauun ero B oTe4ecTBEHHOM
npaKkTuKe.

B ctaTbe Aenaetcsa BbIBOA, UTO BaXKHbIM ycnoBueM 3PpPeKTUBHOCTM SIKOHOMUKN 3HAHUI AiB-
NAeTcA BEKTOPbl MAPKETUHIOBOW U KOMMYHUKALMOHHOMW CTpaTerni.

LleHHOCTb cTaTbM 3aK/IlOUaEeTCA B U3YyUYEHMU NOAXOA0B U METOAOB K NPOABUXKEHUIO By3a U
obpa3oBaTe/ibHbIX MPOrpaMM B MeXAyHapoAHOM obpa3oBaTe/ibHOM NMPOCTPaHCTBE, Ha OCHO-
Be y3HaBaeMOCTU By3a U MOBbILIEHWSA ero cTatyca, obecneueHus KauecTBa 1 NpuBeKaTe/ibHO-
cTn obpa3zoBaTe/ibHbIX MPOrpamMM B YCN10BUAX GOPMMPOBaHMUA SIKOHOMUKN 3HAHUM.

OCHOBHbIM NPOAYKTOM, CPEACTBOM U NpesMeToM TpyAa B TEXHONOTUAX 5-6 TexHosornye-
CKMX YK/IaA0B CTAaHOBATCA 3HaHWA, UTO JaeT OCHOBaHWUA onpejensiTb 3KOHOMUKY 5-6 TexHo-
NOTNYeCcKMX YKNajoB KakK, cO6CTBEHHO, 3KOHOMUKY 3HaHWN. MIMeHHO 3HaHuA (ocobeHHOCTU
X NPOU3BOACTBA, pacnpegeneHns, obMeHa n notpebneHuns) onpeaenstor Bce 0CO6eHHOCTU
coLManbHO-3KOHOMMYECKMX NPOLLeccoB 5-6 TexHONornMueckmx ykaagos. ITo AenaeT ocTpoak-
Tya/ibHbIM PacCMOTpPeHUe «3HaHMW» B KauyecTBe 3KOHOMMUYECKOro akTuBa, YTo BMJOTb A0 Mo-
cnepHero BpeMeHu 6bi1o HexapakTepHO A1 SKOHOMUYECKOM HayKMW.

PaccmaTpuBaloTcA OCHOBHbIe KaTeropun BHOBb CO34,aBaeMOM TeOPUM IKOHOMMUKU 3HAHUN:
AaeTca onpegeneHne 3HaHUN Kak 3KOHOMWYECKOTo akTUBa, paccMaTpuBaeTcsa Ux knaccupuka-
LA B KauecTBe 3KOHOMMYECKOro akTMBa, NpejJsiaraeTc OCHOBaHHas Ha 3TOM KOHL,enumsa eam-
HOro 3KOHOMWYECKOTO MOJIA U NPUHLUM NPUOPUTETHOTO Pa3BUTUS AYXOBHOIO NPOM3BOACTBA
B YCNOBUAX GOPMMPOBaAHUA 3IKOHOMUKM 3HaHUIN. IHHOBaLMOHHaa cuctema onpejgesieHa Kak
MeXaHW3M, Ha npakTuke obecneuvBalrOLWMA €4UHCTBO 3KOHOMUYecKkoro noas. Ee ocHoBHoM
3aaven ABasetTca obecneveHne HenpepbIBHOCTU M becnpenATCTBEHHOCTM npoLlecca TpaHc-
$dopmaummn 3HaHMNA.

K/THOYEBbIE C/IOBA: 3kOHOMMKA 3HaHMW, KOMMYHUKaLMOHHasA CTpaTerms, MapKeTUHroBas
CcTpaTtervs, MapkeTuHr obpasoBaHus, kauecTtBo obpasoBaHus, 6peHa, MHTepHaLMOHaAN3aLums,
akcnopTt obpasoBaHus.

INTRODUCTION. Great changes are taking
place in the field of education today. The market
for educational services is actively expanding
in the international educational space. In this
regard, the requirements and expectations
of society have changed significantly. Today,
universities must respond flexibly to the
challenges occurring in society, quickly adapt
and prepare competitive and marketable
specialists with the necessary skills and
competencies needed by society. Observing
growing competition in the educational
services market, to assess potential demand it
is necessary to actively use marketing methods
to study the educational services market. The
purpose of marketing research is to identify
future needs and assess their satisfaction,
substantiate specific hypotheses and predict
consumer behavior. As a result, marketing

strategy allows you to determine priority tasks
to achieve your goal. It is important that the
formed marketing strategy is consistent with
overall goals. A properly drawn up plan should
be focused on solving the key objectives of the
educational institution.

Therefore, itis necessaryto study thesituation
ontheinternational educational market, identify
the main competitors, your potential, resources
and opportunities. International marketing is
complex and requires a deep understanding
of the social, economic and national-cultural
conditions existing in the country with which
the university plans to cooperate.

MATERIALS AND METHODS OF RESEARCH.
The article uses a systematic approach and
an inductive research method. In order to
confirm the scientific hypothesis, the method
of comparative analysis and general scientific
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methods are used: analytical review of literature,
regulatory documents, their justification,
generalization, synthesis and analogy. A
system of methods for expert assessment of
strategic directions for the development of a
university, the so-called foresight - a method
of group interaction, allows you to identify
breakthroughs and directions for the future,
and choose the optimal strategy for the
development of a university, taking into account
expert predictions. Unlike forecasting, foresight
involves involved and proactive experts.

Today, universities already understand the
importance of marketing and communication
activities. A thoughtful approach to positioning
the university, development foresight, based on
marketing research, development of plans for
implementing a marketing and communication
strategy are important factors in the effective
development of educational organizations.

Marketing strategy is an approach to
planning thatis aimed at promoting educational
services and increasing the efficiency of the
organization. If an educational organization
is developing a new educational program or
service, then an action roadmap is needed.

The key goal of the marketing strategy is
to increase competitiveness. To do this, it is
necessary to identify and competently use the
competitive advantages of the university, study
the situation in the market niche and analyze
competitors.

RESULTS AND THEIR DISCUSSION.
M. Porter considers the key concept of any
strategy to be competitive advantage, which is
aimed at implementing an action plan or the
most profitable model.[1]

An interesting approach was proposed by
the American economist T. Levitt, who considers
the service according to the following levels:
typical, expected, extended and potential.
Universities abroad actively use marketing to
expand their activities: in the USA, educational
marketing has been developing since the mid-
20th century, and in Europe in 1980, V. Zarges
and F. Heberlin first proposed a comprehensive
concept of educational marketing.[2]
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This was an attempt to generalize not only
the economic, but also the ethical aspects
of educational marketing, which must be
considered as special marketing of services that
was developed for industrial advanced training.
There are more than 200 types and types of
marketing. They are classified according to
different criteria. According to the state of
demand, conversion, stimulating, supporting,
counteracting, remarketing, synchromarketing
and demarketing are distinguished. The main
types of marketing by market coverage: mass,
targeted, differentiated.

Researcher T. Tretyakova proposes the
concept of “integrated marketing in education”
- as the activities of a university aimed at creating
new educational services and improving
existing ones, based on market needs. [3]

There is also the concept of “pedagogical
marketing,” which provides for a comprehensive
study of society’s needs for education, a certain
demand for certain knowledge, the required
level of training, forms of training and their
improvement.

Pedagogical marketing is about creating a
competitive educational organization adapted
to modern trends, and the subject of marketing
in education, according to A. Pankrukhin’s
theory, is the philosophy, strategy and tactics of
relations and interaction between consumers,
intermediaries and producers of educational
services in market conditions. [4]

In the study by M.Kinnel and D.McDougall
“Marketing of Non-Profit Organizations,” they
note that universities that only take into account
existing traditions and stable government
funding may become bankrupt if they do not
take into account the risks and changes that
occur in the international educational space [5].

Content marketing is a long-term marketing
strategy aimed at attracting the target audience,
includes a set of marketing techniques for
distributing the necessary information to the
consumer and promoting the brand.

A marketing strategy is a set of measures for
the rational use of an organization'’s resources
for dynamic growth in the short and long
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term. In this case, internal and external factors
are assessed according to their potential for
achieving the main goal of the organization.
Marketing communications from the point
of view of F. Kotler and Keller are the means
through which organizations inform, convince
and inform consumers about their services.[6]

There are different types of marketing
strategies - global marketing strategy, core
strategy, growthstrategies, competitivestrategy,
communication strategy and others. In our
article we will focus on communication strategy
in educational organizations. Erin Feldman, a
marketing communications researcher, believes
that communication strategy complements
marketing strategy, which is an important part
of the overall business strategy.[7]

To build a marketing strategy, it is important
to consider the concept of communication
strategy and its features. A number of scientists,
separately considering communication strategy,
often define similarity to the concepts of
marketing strategy and media strategy. Media
strategy is a set of activities aimed at achieving
the communication goals of an advertising
organization; as a result, media strategy is a key
element of the communication strategy.

Unlike marketing, communication strategy is
widely used in communication theory. Thus, R.
Klyuev believes that a communication strategy
is a set of theoretical approaches planned in
advance and used during the communicative
process, aimed at achieving a communicative
goal. The method of combining such theoretical
approaches (communicative strategy) is a
communicative intention, which is a catalyst for
the communicative strategy.

To effectively promote educational services,
the following principles must be taken into
account:

- determination of the target audience;

- addressing the target audience and
constant communication;

- justification of advantages in comparison
with competitors;

- ensuring the quality of educational services;

- creativity and professionalism.
WWW.IAAR-EDUCATION.KZ
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Based on the principles of effective
promotion of educational services, it is
important to segment the market. For
educational organizations, it is necessary to
conduct a marketing analysis. The effectiveness
of promotion of educational services depends
on the use of the entire complex of marketing
communications and taking into account
several factors:

- the type of market in which the educational
institution operates;

- desire of consumers to purchase your
service;

- the level of the life cycle of your service;

- position of the organization of education
on the market.

To ensure the competitiveness of educational
services in the modern market, educational
organizations must master the methodology
of integrated marketing and widely use the
following classification when promoting
educational services:

« ATL - (Above the Line) + technologies
- promotion of information through visual
or verbal reflection (television and radio -
advertising).

« BTL - (Below the Line) + technologies
— promotion directly through the process of
selling services (stimulating the promotion
of services, merchandising, presentations,
sponsorship events, advertising in public
places).

BTL differs from direct ATL advertising in its
approach to influencing the target audience. It
is known that BTL methods allow you to interact
with participants in advertising activities directly
in public places.

The most effective in promoting educational
services are the following BTL technologies:

 graffiti — wide audience reach with low
costs

« Internet technologies

« corporate publications

* brochures, information about educational
programs of the university

» cross-advertising

« advertising in public places
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« advertising with intent (testimonial
advertising) In  modern conditions, the
development of a university depends
increasingly on its own efforts, the ability to
create and implement educational services.

In modern conditions, the development of
a university depends increasingly on its own
efforts, the ability to create and implement
educational services. Everyone uses the
Internet to obtain information about the
organization of education, as it is an effective
method of promoting educational services.
Currently, global changes are taking place in
the international educational space:

« increase in export of educational services

« transformation and digitalization of
education

« ensuring the quality of educational services

« strengthening vertical and horizontal
integration

« reforming the labor market, strengthening
the structuring and differentiation  of
educational services

* increased competition in the educational
services market

« expansion of internationalization and
academic mobility

« strengthening interdependence between
universities and companies - consumers of
educational services

* increase in paid educational services

« limiting the regulatory role of the state,
expanding academic freedom, managerial and
financial independence of universities [8]

The concept of marketing in international
education allows a university to form a system
of regulation of foreign activities aimed at
studying the international market of educational
services for effective interaction:

+ students - in education;

« university — in development;

« employers - in providing specialists;

« society -inthereproduction of intellectual

potential.

The growth in the number of foreign
students in universities is an indicator of the
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attractiveness of the country’s higher education
and the quality of educational services. There
are two types of export of educational services:

- passive export consists of training foreign
students at universities in the country;

- active export - opening branches in other
countries according to the development model
of transnational corporations. [9]

Many countries are creating conditions
for opening campuses of leading foreign
universities in order to expand access for their
students who do not have the opportunity to
study abroad to the best educational programs.

Education abroad is based on 4 principles:
openness, relationship with business, flexible
educational programs and constant monitoring
of the quality of education.

The ongoing changes in the international
market of educational services indicate
the development of internationalization of
education, which is becoming a key component
of education. According to UNESCO, in 2021
there were 6,361,963 foreign students in the
world (2016 - 5.1 million), by 2025 their number
will reach 8 million. Competition occurs in the
international market of educational services
between the countries of Europe, the USA,
Canada, Australia and Japan, where 80% of all
foreign students study. The USA earns 15 times
its costs from international students. The USA
ranks 1st in the world in terms of educational
services, followed by the UK, which has tripled
the number of foreign students over the past
10 years. Currently, China is also becoming a
major exporter of educational services. [10]

In terms of internationalization, the Kazakh
higher education system will have to increase
the number of foreign students and teachers,
and open campuses of foreign universities.

International  experience in  marketing
educational services shows that its different
elements are differently effective in different
countries. For example, the USA approach
is based on advertising its services (57% of
advertising costs in the world come from the
USA). European universities are focused on
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improving conditions and service systems, while
Japanese approaches involve the introduction
of scientific and technological achievements in
education.

The state policy for exporting education is a
set of measures covering all levels of the national
education system and all training programs.
The global market for educational services
is about $45 billion. A significant amount of
educational services for foreign students is
provided by US universities, which receive
large incomes from teaching foreign students
(about $25 billion), Great Britain more than $10
billion, Australia $14 billion, followed by France
and Germany. This is about 60% of the world's
foreign student population in these countries.
In the USA, the export of higher education is
in 5th place in terms of importance of export
services industries, in Australia it is the fourth
export industry [11].

Currently, all universities are aimed at
developing internationalization, focusing on
foreign students. Therefore, it is necessary
to study the situation on the international
educational market and identify the main
competitors and their capabilities. International
marketing is complex and requires a deep
understanding of the social, economic and
national-cultural conditions existing in the
country with which the university plans to
cooperate.

However, the problem of most Kazakhstani
universities is the lack of experience in
conducting effective international activities, as
well as experience in conducting international
marketing. Kazakhstani universities do not
monitor the demand of applicants from foreign
countries for educational training programs.

There are unsolved challenges in the field of
international marketing:

P REFERENCES: 4

CTPYKTYPHOE MOAE/TNUPOBAHMUE... / STRUCTURAL MODELING...

- there is no concept of advertising policy for
Kazakhstani educational services;

- the policy of promoting Kazakhstani
education abroad is ineffective;

- Kazakh universities do not always participate
in international education exhibitions outside
the Republic of Kazakhstan;

- marketing research of the international
educational market is not carried out in the
interests of Kazakhstani higher education. [12]

Taking into account foreign experience,
it is necessary to take measures aimed at
improving this situation: position universities
more broadly in the educational services
market, create a positive image, and develop
innovative educational programs. Widely
introduce digitalization and actively introduce
IT technologies into education.

CONCLUSION. To effectively develop the
organization of education and solve the set
long-term tasks, it is important for universities
to develop a communication strategy, closely
interacting with society and the media, ensuring
the quality of education, updating information
about the university, increasing the authority
and image of the university, as well as the
attractiveness of receiving educational services.

Marketing research should include an
assessment of the demand for an educational
program and also for graduates of this
program. It is necessary to focus specifically
on educational programs that are in demand
in society and for which graduates will be in
demand and provided with employment in
accordance with the qualifications obtained.
The main guideline when developing marketing
and communication strategies should be
the needs of the labor market, international
trends, and not the existing capabilities of the
university.
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