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Mykana P., lucuysa H. M., Mpumuverko T. I., [poHe O. B. MixHapodHuii
MapKemuHa eKoHOMiYHUX oceimHix nocaye e Ykpaii ma Monbwi

Cnocmepexcysanuli ducbanaHc nonumy ma npono3uyii eKoHoMiYHoi ocgim-
HbOI Moc/1y2u cmag Nidcmasoro 017 BUBYEHHS MPUYUH Ub020 ABULA. CKOpOuY-
€MbCA Kinbkicmb abimypieHmis, Aki 6axcatoms ecmynamu 00 suwie. O0Hieto
3 MPUYUH MaKoi NosediHKU MOXHA 8saxamu npogeciliHy ma 2eo2padpiuHy
2emepo2eHHiCMb HA0AHHS 0C8IMHIX mocaye y uinomy i eKOHOMIYHUX oc8im-
Hix nocnye 30kpema. leoepacpivHa 6au3bKicms [lonbwi cmana cmumyaom
0118 nidsuweHo20 8idmoky 00 uiei kpaiHu abimypieHmis i cmydeHmie. Mema

cmammi — nopigHAnbHul aHani3 ocobaugocmel CPUHAMMA eKOHOMIYHOI

oceimHboi nocayau cmydeHmamu Ykpainu ma lMonsbwi. Ha ocHosi susgneHHs
pelimuHeie Momusig 8ubopy cneyianbHocmi, Kpumepiie subopy suwly, posi
Oxepen iHhopmayii npo 3aknadu suwjoi oceimu, npogeciliHux yiHHocmed,
cpep malibymHboi npogpeciliHoi difneHocmi mowo su3HayeHo creyudiky
ocobnugocmeli cripuliHAMMA eKOHOMIYHOI 0C8iMHbOI nocnyau 6 YkpaiHi ma
[Monbwji. 3anponoHoOBaHo nepcrekmusu eKOHOMIYHOI 0C8IMHbOI Mocnyau 6
YUX KpaiHax, wo 3a6e3ne4ums wiasxu ix naioHoi crienpaui 8 malibymHsomy.
Knroyosi cnosa: mixHapoOHUli MapkemuHe, eKOHOMIYHA OC8IMHA nocnyaa,
akademiyHa MobinbHicMb, 0cobauBOCMI CAPUliHAMMS, eKcriepmu, nepcrek-
mugu eKoHOMIYHOI 0C8iMHbOI Mocayau, NAiOHa crisnpays.
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Mykana P., Nlucuya H. M., Mpumoiverko T. U., [poHb A. B. MesxdyHapoOHeili
MapKemuH 3KOHOMUYecKux obpazosamenbHeix ycaye 8 YkpauHe u Monbwe
Habntodaemeili ducbanaHc cnpoca u npednoxeHus 3KoHoOMuveckol 06pa3o-
8amenbHol ycayau cman 0CHOBaHUEM 0718 U3y4eHUs MPUYUH 3Mo20 AeMeHUs.
Cokpawjaemcs Koauyecmeo abumypueHmos, Henawux nocmynams 8 gy3bl.
00Holi u3 npu4uH MoAo6HO20 MOBEAEHUA MOXCHO CYUMAMb MPOGeECCUOHANbHYIO
U 2eoepacpuyeckyto 2emepo2eHHOCMb npedocmasseHus 06pa308amenbHbIX yc-
11y2 8 Yesom U IKOHOMUYECKUX 06pa3o8amenbHbIX ycye 8 YacmHocmu. [eoepa-
tpuyeckas bauzocms [oabwu cmana cmumyaom 045 M08bIWEHHO20 OMMOKA 8
amy cmpaHy abumypueHmos u cmydeHmos. Lieab cmamou — cpasHumesnbHolli
aHanuz ocobeHHocmeli ocnpusmus skoHomu4eckoli obpazoseamensHoli ycayeu
cmydeHmamu YkpauHsl u Monbwu. Ha ocHose sbiasneHus pelimuHzoe Momugos
8bIbopa creyuanbHOCMU, Kpumepues 8b160pa 8y3a, PoaU UCMOYHUKO8 UHpOp-
Mayuu o 8y3e, MpogheccuoHanbHbIX yeHHocmed, cep bydyweli mpogeccuoHans-
Holi desmenbHocmu u m. 0. onpedeneHa creyuguka ocobeHHocmel socnpus-
mus 3KoHomuyeckoli 0bpazosamensHoll ycayau 8 YkpauHe u [oavwe. Mpedno-
JHeHbI MepCreKmuesl IKoOHOMUYecKol 0bpazosamensHoli ycayeu 8 amux cmpa-
Hax, Ymo obecneqyum mymu ux n1000meopHo20 compydHu4ecmaa 8 bydywem.
Kntouesole cnoea: mexoyHapoOHbIli MapKemuHe, 3KOHOMUYecKas 06pasosa-
menbHaA ycyea, akademuyeckas MobuabHOCMb, 0cobeHHOCMU 8OCTPUAMUS,
3JKCMepmbI, nepcrekmussl IKOHOMuYeckoli 06pasosamensHoli ycayeu, naodom-
80pHOE COMpyOHUYECMao.
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nrecent 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-
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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].

he 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. Gron-
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].

s it is known, Christian Gronroos, 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 (Grénroos C. Service Management
and Marketing Management. Mass Marketing Science
Institute, 1990). According to C. Gronroos, “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. Gronroos suggests consid-
ering a functional instrumental model of service quality
and internal marketing. It is important, as C. Gronroos
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-
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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).

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

he 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.
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he 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.

or 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-
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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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Fig. 4. Professional values of higher education for students in Ukraine and Poland
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Fig. 5. Career field of future specialists

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.

he 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
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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
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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-
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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. L
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Verbytska A. V. The Franchising of Educational Services
as a Direction of Diversification of Financial Sources
of Higher Educational Institutions

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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