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Vectors of promotion of economic educational services in Ukraine

Abstract

Introduction. The market of educational services is characterised by excess of supply over demand. As a result, there is a
need for a detailed research of the criteria for choosing a university by consumers. The competition between universities for
attracting potential consumers has intensified in the face of declining demand for most types of educational services. Therefore,
it is necessary to improve the competitiveness of universities and to ensure the possibility of their survival on the basis of the
maximum consideration of school leavers’ expectations.

The purpose of the article is to define vectors of promotion of economic educational services in Ukraine based on the results of
the cluster analysis of consumers who take into account the criteria which determine the choice of higher education institutions.
Methods. While processing empirical data, the following methods were used: statistical analysis was used to find structural
relationships between the elements of the system; factor analysis was used to compress data, i.e. to reduce a large number of
variables (factors) which were used for clustering and cluster analysis made it possible to identify 4 clusters of consumers of
economic educational services.

To determine the priority of the criteria for choosing a university, we researched the data related to first-year students studying
economics at seven universities of Kyiv, Kharkiv, Poltava, Vinnytsia, Lviv, Zaporizhzhia and Odesa during a period of six months
in 2017. The total sample was 898 respondents, 587 of whom gave full answers to all the questions posed.

Results. The priority criteria which determine the choice of the university were identified as a result of the conducted marketing
research of consumers. They are: «positive feedback from friends», «availability of interesting specialty», «university’s brand»,
«high qualification of teaching staff», etc. As a result of the conducted cluster analysis, we identified the following clusters:
«assertivists», «realists», «those who are oriented to status», «minimalists-followers». Their basic characteristics are given
concerning the criteria for choosing a university.

Conclusions. The vectors of promotion of economic educational services have been suggested. They are the formation of
positive reputation of the university, expansion of the range of criteria which determine the choice of the university in the following
researches, presentation of career growth stereotypes, display of the results of the university’s international academic cooperation
on website, development of social support programs for students. The use of these vectors will allow universities to form loyalty
programs for consumers of economic educational services and improve the competitiveness of higher education institutions.
Keywords: Educational Service; Promotion; Cluster Analysis; Criteria; Competitiveness; University; Career; Economic
Education
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BekTopu npocyBaHHA EKOHOMIYHUX OCBITHIX nocnyr B YKpaiHi

AHoTauin

Y cTaTtTi 3anponoHOBaHO BEKTOPU NPOCYBAHHSA EKOHOMIYHMX OCBITHIX NOCNyr B YKpaiHi, SiKi 6yno BU3Ha4eHO Ha OCHOBI pe3ynbTarTis
(haKTOpPHOro Ta KacTepHOro aHanisis. Y pesynbraTi NpoBefeHOro MapKeTUHroBOro OOCHIOKEHHS BU3HAYEHO MPIOPUTETHI
KpuTepii BUGOpY BULLOrO HaBYanbHOro 3aknagy cTyaeHTamu. BusBneHo 4oTupm rpynu CroXkmMBadiB OCBITHIX MOCAYr Ta AaHo
OCHOBHI XapakTepuCTuKN Unx rpyn. Peani3auis BeKTOpiB NpPOCYyBaHHS €KOHOMIYHMX OCBITHIX MOCNyr 0O3BONUTL CopMyBaTu
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BeKTopbl NpOABMKEHUSI IKOHOMUYECKUX 06pa3oBaTesibHbIX yCyr B YKpauHe

AHHOTaums. B ctaTbe Npeano)xeHbl BEKTOPbI MPOABMKEHNS SKOHOMUYECKIX 06pa3oBaTesibHbIX yCnyr B YKpaviHe, KoTopble 6biiun
onpepeneHbl Ha OCHOBE Pe3ynbTaTtoB (hakTOPHOMO U KNacTePHOro aHanu3oB. B pesynstate NpoBeOeHHOro MapKeTUHIOBOro
nccnegoBaHns onpepeneHbl NPUOPUTETHbIE KPUTEPUI BbIGOPaA BbiCLLEro y4ebHOro 3aBefeHus ctygeHTamu. BeiseneHo veTbipe
rpynnbl noTpebuTenen obpasosaTenbHbIX YCAYr, a TakxXe onpefenieHbl OCHOBHbIE XapakTepuCTUKK AaHHbIX rpynn. Peannsaums
BEKTOPOB MPOABVXEHUST S3KOHOMUYECKON 06pa3oBaTeNlbHON YCnyrn no3sonmMT copMMpoBaTb NpPorpaMmMbl JIOANLHOCTU O1s
notpeéutenen n o6ecnevynTb KOHKYPEHTOCNOCOOHOCThL BbICLUMX Y4EOHbIX 3aBEAEHWIA.

KnroueBble cnoBa: o6pa3oBaresibHas ycyra; BEKTOPbI MPOABMKEHNS; KNacTEPHbIN aHaNIN3; KpUTEPUN; KOHKYPEHTOCMOCOBGHOCTb.

1. Introduction

In modern conditions of management, education becomes
an integral part of the market system. There are many educa-
tion institutions of various forms of ownership and types in the
market of educational services in Ukraine that provide a wide
range of educational services, which favours the competition.
The competitive struggle between universities is observed in
two main directions:

e training of students on a paid basis, which allows the uni-
versity to receive a stable income and improve its facilities;

* search and selection of talented students who will enhance
the image of the university and become successful famous
professionals after graduation.

The negative consequences of the demographic changes
of recent decades, the requirements of a structurally and quali-
tatively changing labour market, which puts forward increasing
demands related to the competence of graduates of higher edu-
cation institutions, the growing system of state control of edu-
cational activity become especially significant during the trans-
formation of the education system. The changing requests and
preferences of potential consumers regarding the quality of
educational services help to change supply and demand in the
market, which leads to the modernisation of competitive rela-
tions in the system of higher education [1]. The market of edu-
cational services is characterised by excessive supply of servi-
ces. The competition between universities for attracting poten-
tial consumers has intensified in the face of declining demand
for most types of educational services. In this regard, there is a
need to improve the competitiveness of universities and ensure
the possibility of their survival on the basis of maximum consi-
deration of school leavers’ expectations. The processes taking
place in the market of educational services require a detailed
study of the criteria for choosing universities with regard to va-
rious groups of consumers. This will allow a university to deter-
mine how to increase its competitiveness, attract more students
and, as a result, how to promote educational services. This arti-
cle considers the priorities relevant to the choice of higher edu-
cation institutions which provide economic educational servi-
ces, which is explained by the considerable demand for per-
sons with graduate diplomas in economics in the labour market.

2. Brief Literature Review

Sierra J. Sanchez (2012) analysed students’ choice of
higher education options in Spain and, as a result, came to
the conclusion that the leading criteria for Spanish students
in choosing a university are the university’s reputation and the
quality of educational programs [2]. In their empirical studies,
D. W. Holsworth and D. Nind (2005) mentioned that the most
important factors that students take into account when choo-
sing a university are the reputation of the university, career op-
portunities, the graduate employment rate, the qualification of
teaching staff and other specific aspects (timetables, services,
etc.) [3]. T. L. Hungerford and R. W. Wassmer (2004), consi-
dered K-12 Education in the USA economy as essential to the
success of transition from high school to higher education or
the labour market [4]. T. Pitman (2000) studied perceptions of
academics and students as customers [5]. H. Haase (2011)

suggested a cross-sectional study of the motives underlying
the career intentions in German universities, which he grouped
and systemised according to the main components [6].

The works of foreign scientists such as G. Becker (2003),
M. Blaug (1987), S. Bowles (2011), B. Weisbrod (2008),
J. Mintsera (1994), T. Shultz (1972) and others are devoted to
theoretical aspects and separate problems of the develop-
ment of the market of educational services [7-14]. The prob-
lems of analysis of the competitiveness of education, the
quality of educational services are considered in the works
of such scientists, as D. Bell (2004), M. Castells (2000),
M. Porter (2006), F. Fukuyama (2003) [15-18]. The origins
of problems in the market of educational services studied
V. Dmitriev (2015), V. lvanov (2011), S. llyashenko (2016),
O. Karpyuk (2012), G. Chkalovskaya (2012), N. Shorniko-
va (2010), I. Zharskaya (2015), O. Komarova (2015), A. Salo
(2015), E. Raevneva (2016), E. Chernyshova (2012), T. Yash-
chuk (2013), et al. [19-31]. Institutional changes in vocational
education and training (VET) in conditions of the new century
and moving the focus to the personal well-being as well as
formation of «green» working skills are considered by Simon
McGrath and Lesley Powell (2015) [32]. However, the above
mentioned authors did not suggest the results of clustering
of consumers by the criteria of choosing a university; they
did not analyse the vectors and prospects for the promotion
of economic educational services, which justifies the topica-
lity of the article.

3. The purpose of the article is to determine the vectors
of promotion of economic educational services on the basis
of cluster analysis of target consumers of economic educa-
tional services.

To achieve this purpose, we have formulated the main
tasks that define the logic and internal structure of the ar-
ticle: to conduct factor analysis of the criteria for choosing
universities in order to reduce the number of basic variables
when clustering; to perform cluster analysis of consumers
of economic educational services according to the criteria
for choosing universities; to characterise each of the chosen
clusters and identify its special features; to define vectors of
promotion of economic educational services.

4. Results

On the basis of the analysis of the market of educational
services, we identified classical criteria for choosing universi-
ties by potential consumers of economic educational servi-
ces (Table 1). These criteria are analysed by scientists stu-
dying barriers or prospects of modernisation of higher edu-
cation [26; 33].

To determine the priority of the criteria for choosing a uni-
versity, we researched the data related to first-year students
studying economics at seven universities of Kyiv, Kharkiv, Pol-
tava, Vinnytsia, Lviv, Zaporizhzhia and Odesa during a period
of six months in 2017. The total sample was 898 respondents,
587 of whom gave full answers to all the questions posed.
Therefore, the number of valid values is 587. It was recom-
mended to assess the criteria by a 5-point scale (1 is the least
important, and 5 is the most important). Based on the results of
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the research, we have built a rating of the criteria for choosing
a university by consumers of economic educational services.

The respondents consider positive feedback from friends
to be the most important criteria for choosing higher educa-
tion institutions (1 place in the rating). Other important cri-
teria include the availability of the specialty of interest at the
university (2" place), the university’s brand (3 place), high
qualification of teaching staff (4" place) and the status of the
university (national) (5" place). We used cluster analysis to
cluster consumers of economic educational services accor-
ding to the criteria for choosing a university. Statistical da-
ta processing was carried out using the statistical software
«STATISTICA» by StatSoft, Inc., version 6, and IBM SPSS
«Statistics», version 22. When processing the empirical data,
we used statistical analysis, system analysis, as well as fac-
tor and cluster analysis.

Taking into account the fact that the number of declared
criteria for choosing universities is significant (21 criteria), it is
necessary to perform a factor analysis procedure to compress
the data at the first stage, i.e. to reduce a large number of va-
riables. The variables that can be used to segment consumers
while using cluster analysis are reduced to some basic set of
composite variables (factors), which is then used for cluste-
ring. The results of the performed factor analysis are presen-
ted in Table 2. Name and explanation to each factor is given
in the text below.

Thus, the accumulated percentage of variation attributa-
ble to the identified factors is 54.72%. This allows us to con-
clude that the result of the analysis is sufficient to determine
the main macro-attributes relative to the criteria for choosing
universities by respondents.

The matrix of factor loadings, constructed within the
framework of factor analysis using the statistical software
«STATISTICA», allows us to state that the first factor is the
most influential one. It explains 21.33% of the total variation
of the indicators (Table 2). From the point of view of limiting
the importance of 54.72% of the load, the most significant

Tab. 1: Rating of criteria for choosing universities by consumers

of economic educational services

Source: Compiled by the authors based at own survey

Tab. 2: Results of factor analysis

Source: Compiled by the authors
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influence to this factor is provided by criteria such as «positive
opinions of acquaintances» (0.729), «university brand» (0.725),
«my friends’ opinion about the university» (0.667), «university
status (national)» (0.657) and «friends studying at this univer-
sity» (0.541). The first factor is oriented to the opinion of refe-
rence groups and the university’s image.

The second factor, which explains 9.82% of the total va-
riation of indicators, has close correlation links with the «abi-
lity to additionally study abroad and get a second diploma»
(0.834), «contacts with foreign universities and other organisa-
tions» (0.829), «teaching of disciplines in a foreign language»
(0.545) criteria. On the basis of the content and essence of
this factor, it is advisable to interpret it as oriented to interna-
tional practice (international contacts).

The third factor accounts for 7.31% of the total varia-
tion and is quite influential. This factor is characterised by the
variables such as: «hostel accommodation» (0.67), «rate of
tuition fees» (0.635), «possibility of studying at the expense
of the state» (0.586). The third factor is oriented to social as-
sistance and outside support.

The fourth factor accounts for 6.2% of the total variation
of the indicators. This factor is characterised by two variables,
namely «parents who studied at this university» (0.724), «fa-
mous graduates» (0.683). This factor can be interpreted as fo-
cused on the experience of close and well-known people.

The fifth factor combines three criteria, which are «pre-
sence of a master’s degree course» (0.671), «acquisition of
classical education» (0.628) and «availability of a specialty of
interest at the university» (0.577), which explains 5.23% of the
cumulative variation. It can be identified as targeting poten-
tial career growth.

The sixth factor includes three variables, namely «sports
facilities of the university» (0.698), «convenient location of the
university» (0.616), «possibility of military training» (0.509). It
explains 8.75% of the total variation of the indicators. This
factor is oriented to obtaining comfort with minimal effort.

Thus, six significant factors have been determined.

Clustering of consumers of economic educa-
tional services according to the criteria for choo-
sing a university was carried out on the basis of
the procedure of cluster analysis by using the
K-medium method.

To combine the clusters, the Ward method was
used.

The quality of the conducted cluster analysis is
confirmed by the results presented in Table 3.

Thus, on the basis of cluster analysis, 4 clusters
were defined. The results of the cluster analysis are
reliable, since the error rate (p-level) tends to zero
(it should not exceed 5%).

The data of Table 4 indicate that, by the cri-
terion of small size or the absence of changes in
the position of cluster centers, convergence was
achieved. The maximum absolute change in the
coordinate of any cluster is zero, which indicates
the reliability of the calculations.

It should be noted that Clusters 1 and 3 (Eucli-
dean distance is equal to 0.675) are relatively close
to each other and clusters 2 and 3 (Euclidean dis-
tance is equal to 0.684) with respect to distances
between other clusters.

Based on the average values of the factors in
each of the clusters, Figure 1 shows the factorised
profile of the centers of the chosen clusters.

The visualisation of the resulting clusters
(Figure 1) indicates the differences. The graph
shows the mean values of the factors for each
cluster (the variables (factors) participating in the
classification are laid down horizontally, and the
average values of the variables taken in the context
of the clusters obtained are positioned vertically).

Thus, four clusters were identified as a result of
the cluster analysis procedure.

The first cluster included 133 respondents
(22.7%). The most distinctive feature for the



consumers from this cluster is that the opinion of
reference groups and the reputation of the univer-
sity are not taken into account; the requirements for
international practice and social support are slightly
above the average level, while the orientation toward
potential career growth and experience of close and
well-known people is lower in comparison with other
clusters. This cluster is named «assertivists».

The second cluster includes 138 respondents
(23.5%). The representatives of this cluster are
characterised by the following: the level of require-
ments for the reputation of the university is slight-
ly higher than the average; social support from the
outside and the need for career growth are ob-
served; there is no need for international practice;
slightly the adaptability (taking into account the ex-
perience of close and well-known people) and the
comfort of learning with minimal effort are lower
than the average. The recommended name for the
second cluster is «realists».

The third cluster is the most numerous - 192 re-
spondents (32.7%). When choosing a university,
the representatives of this cluster take into account
the availability of international practice, the reputation of the
university and the opinion of reference groups; social support
and assistance from the outside are not taken into account.
This cluster is «oriented to status».

The fourth cluster is represented by 124 respondents
(21.1% of the total number of respondents). The most sig-
nificant differences for this cluster in comparison with others
are the possibility of comfortable learning with minimal intel-
lectual effort, taking into account the experience of close and
well-known people. A positive influence on the choice of the
university is provided by the availability of social support, in-
ternational practice and the reputation of the university. The
suggested name of the cluster is «<minimalists-followers».

Clustering of consumers of economic educational servi-
ces was carried out according to the criteria for choosing a
university.

The results of the research show that there is an accent on
humanitarian and mathematical subjects in the schools that
the students finished in all the four clusters. No significant dif-
ferences are observed in the clusters by this characteristic.

In the course of the research, the priority of the language
in which students wanted to study at higher education insti-
tutions was determined. The representatives of the 3 cluster
(«oriented to status») prefer teaching in the native and English
languages, which is understandable due to their desire to oc-
cupy a certain position in the society. There is a significant per-
centage of those who wish to study in their native language or
English among the «assertivists» (59.2%) and «minimalists-fol-
lowers» (53.3%). The representatives of the second cluster (the
«realists») prefer teaching in their native language (58.2%).

The desire to obtain higher education in the context of
clusters is explained in the following way. For the representa-
tives of all the clusters, «getting a good job» is the first place
in their need for higher education, while «self-education» is
their second priority. It is important for the students «oriented
to status» to raise their cultural level and social status. The re-
spondents noted the least important purpose, which is «ca-
reer growth», i.e. career growth is associated with higher edu-
cation to a lesser extent.

With the aim of forming a variable component of curricu-
la at universities, it is important to know in which field of eco-
nomic activity university graduates prefer to work. A signifi-
cant proportion of respondents in each of the clusters give
preference to areas such as advertising (1%t place), develop-
ment of new products (2™ place), branding (3 place) and de-
velopment of market plans (4" place), with no significant dif-
ferences observed in all the clusters.

The responds that touch upon the material return from the
received specialty also seem to be interesting. A salary of over
UAH 15,000 (EUR 500, as for July, 2017) per month is expec-
ted by the majority of the respondents. There are minor devia-
tions in the respondents’ answers by clusters.

ECONOMICS AND MANAGEMENT OF ENTERPRISES

Tab. 3: Results of cluster analysis

Source: Compiled by the authors

Tab. 4: Distances between the chosen clusters

Source: Compiled by the authors

Fig. 1: Factored profile of the chosen clusters’ centers
Source: Compiled by the authors

The requirements for high salary are mainly due to high
financial positions of the respondents’ families. The most
well-to-do financial positions are observed among those who
are «oriented to status» and the «minimalists-followers».

The analysis of the respondents’ hobbies by clusters is
needed in order to organise events involving university entrants
and students. The results of the analysis show that the prefe-
rence is given to the viewing of films by the representatives of
the first and second clusters. For the first three clusters, all kinds
of hobbies, excluding sports, are important. At the same time,
the respondents forming the 4" cluster are focused on sports.

It is noteworthy that in terms of sources of information
about the university the respondents made the following con-
clusions.

The respondents consider the website of the higher educa-
tion institution to be the most important source of information
about the university. Information from parents and acquain-
tances is in the second place in terms of importance, followed
by information from university representatives and participation
in the open day. Meanwhile, advertising booklets, television,
printed publications and underground advertising are viewed
to be less important sources of information.

In our research, we determined the motives for choo-
sing a profession by students. A significant discrepancy bet-
ween the opinions in terms of different clusters is observed for
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«high pay», which is the most important for the «assertivists»
and the «realists», «prestige of the profession» and «career op-
portunities», which is a significant motive for those who are
«oriented to status» and the «minimalists- followers». The im-
portance of the «demand for the profession in the labour mar-
ket» is noted by the «realists», and they consider the «possibili-
ty of self-development and self-realisation» to be less important
than the representatives of the other clusters.

With regard to the question «Who influenced your de-
cision when choosing a university?», the answer «own de-
cision» prevails, followed by the answers indicating the in-
fluence of parents, friends, acquaintances or relatives who
graduated from the university or work in it. Basically, the re-
spondents were able to choose the university on their own
(the valid percentage varies from 68.1% (the «realists») to
83.5% (the «assertivists»).

5. Conclusion

When developing marketing activities and choosing vec-
tors of promotion of economic educational services, it is
necessary for the specialists to take into account all rele-
vant information.

Based on the conducted research, we have identified clus-
ters of consumers of economic educational services. They
were identified with regard to the criteria related to the choice of
the university and their main characteristics. The latter allowed
the authors to designate the vectors of promotion of economic
educational services, which presupposes the choice not only of

the form of marketing communications and its content, but also

of the ways to collect preliminary information about students’

expectations. In this regard, the following vectors of promotion
of economic educational services are proposed:

1) formation of a positive reputation of the university, which
ensures consumer’s trust to the higher education institu-
tion;

2) expansion of the range of criteria for choosing a university
by entrants in subsequent researches, since each new ge-
neration of future students presents new requirements to
the university and expects more variable competencies un-
der the influence of the labour market;

3) presentation of career growth stereotypes for graduates on
the basis of contacts with future employers;

4) display of the results of the university’s international aca-
demic cooperation on its website;

5) development of social support programs for students
whose success in learning is confirmed annually for more
than 3 years.

The process of promotion of economic educational ser-
vices on the basis of the results of cluster analysis of consu-
mers of this service and the choice of criteria of the university
has been highlighted in the article. The latter made it possible
to determine the vectors of promotion of economic educatio-
nal services that should be taken into account in the develop-
ment of consumers loyalty programs and provide the compe-
titiveness of higher education institutions.
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