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Abstract: The relevance of the study consists in implementation of promotion tools
corresponding to the current market conditions in state higher educational institutions.
The objective of the research is to discuss tools for promoting services that are most
aligned with the possibilities of higher educational institutions. Given the frequently
limited funding, a quite narrow set of tools are used; however, at present, it is
important to make use of a broader range of opportunities. The paper examines
principal promotion tools which are accessible to the greater part of higher educational
institutions; it presents the experience of implementation of severa of them. Their
validity and satisfactory efficiency are demonstrated.
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1 Introduction

At present, both commercial companies and state budget-funded
institutions operating in the educational sphere have the aim of
keeping their place in the market and being its active participant
further on. However, the majority of them have to take into
account all changes of the environment (first of al, its cultural
factor has to be viewed individually and in a particularly serious
way). Similarly, they have to consider rapidly changing demands
of their customers — who are applicants and students — as well as
their growing expectations as for the quality of provision of not
only educational but also related services offered by the
educational ingtitutions. They have to bear in mind the
continuous growth of standards for the services provision and a
number of other market trends and devel opments, too.

Due to the status of state budget-funded educational institutions,
and the frequently limited financing of marketing measures, they
only use acertain set of promotion tools (if any) which differsto
some extent from those employed by business units. The two
limitations (the budget one and the one related to the budget use
options) affect simultaneously the opportunities of promoting the
services rendered by the ingtitutions, too.

Taking into account the rapid development of approaches to the
educational process in general, higher educational institutions
must be prepared for "applicants of the future" and then to
"students of the future". They are going to impose high
requirements for the educational and related services rendered to
them both when choosing a higher educational institution and
further on, in the process of learning.

Although there are diverse promotion tools, state educational
ingtitutions implement in their activity only some of them. The
authors believe it essential to adopt the experience of other
higher educationa institutions and make use both of the tools
having shown impressive results by the present and of modern
technologies.

2 Literature Review

Within marketing activity of educational institutions, enhancing
their representation on the Internet based on studying the content
published on their competitors official websites remains the
most relevant focus area as of today. Thisis pointed out in works
of A. A. Maltseva (2018), N. V. Bondareva, N. A. Bezrukova,

Yu. N. Zhulkova, and T. E. Lebedeva (2019). Questions of
forecasting the needs of the target audience (applicants, students,
course participants), finding out the most attractive for them
information sources, and a number of other aspects were
considered in the work of D. Yu. Vagin, O. A. Nemova, and
V.V. Retivina (2018): the authors presented results of the
sociological survey of students of Minin Nizhny Novgorod State
Pedagogical University.

Moreover, within the topic under consideration, the authors
believe it important to highlight expedience of teking into
account general questions of marketing, too, in the activity of
higher educational institutions. So, in |. A. Artashinas work
(2005), the author discusses theory and practice of marketing
activity in various spheres of the economy, education included.
The study by I. A. Artashing, V. Yu. Dudina, and
Yu. N. Zhulkova (2020) details questions of the use of
theoretical and practical capacities of marketing, as well as
working with stakeholders, which is quite applicable in higher
educational ingtitutions, too. S. N. Kaznacheeva and
V. A. Bondarenko (2016) consider the possibilities of using low-
value ways for attracting customers, which is relevant for state
higher educational institutions.

Studying the said topic in more detail has shown that recently,
this subject has gained relevance in the focus areas listed below.
As L. I. Ambartsumyan, L. I. Filimonova, M. A. Filimonova,
and E. V. Shevchenko (2020) believe, promotion of a higher
educationa institution demands a specia vision of its potential
audience, plus the relevant skills of teachers and employees of
al departments of the higher educational institution.

Let it be noted that paying attention to project activity which is
winning popularity is of no less importance within promotion of
higher educational ingtitutions. So, in the work of
L. F. Sukhodoeva, D. V. Sukhodoev, D. Yu. Vagin,
E. V. Yashkova, Yu. N. Zhulkova, and O. T. Cherney (2021),
the authors noted it was relevant to create teams composed of
people who are capable to carry out the modern technologies of
management in practice, and having training process
organization skills was essential for the project team. The
research by N. D. Sukhodoev, D. Yu. Vagin, E. V. Yashkova,
Yu. N. Zhulkova, N. L. Sineva, and L. Yu. Shobonova (2021)
highlights the importance of such procedures as organization of
work meetings, the process of planning works on the project, and
others. If higher educational institutions understand the above
listed scope of knowledge and skills which are necessary for
modern employees, implement project management, and
cooperate with other institutions of education or commercial
enterprises, this will yield further competitive advantages which
it isimportant to cover in advertising campaigns.

Further on, working with students and engaging them for
fulfilling projects will be an undoubted advantage of a higher
educational institution within developing the promotion program
for the services offered. So, in the work of
A.A. Miroshnichenko and D. R. Merzlyakova (2020), they
present results of an expert appraisal of master degree students
ability to organize teams of students and manage them.
P.G.Labzina and S. G. Menshenina (2021) confirm the
necessity of developing flexible skills for students to achieve
further professional success.

As the practice of working with students of the authors of this
paper has shown, it is employment in the speciaization that
holds special significance for students when selecting a higher
educationa institution. With regard to this, it is essential to not
only organize interaction of higher educational institutions with
large enterprises operating currently but also to openly announce
such opportunities to students being enrolled. Meanwhile,
according to V. G. Lizunkov, M. V. Morozova,
A. A.Zakharova, and E. Yu. Maushko (2021), the principal
thrust has to be made on the resident enterprises, which will
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ensure not only the higher interest in their partner institution in
general but specificaly in its educational services.

3 Research Methodological Framework

The objective of this paper consists in finding out the problem
range of using tools of promoting the services of state
educational institutions.

Tasks of this paper include: summing up the results of
communication policies; analyzing the experience of
implementation of some promotion tools into the activity
practice of educational institutions; identifying ways of fulfilling
the marketing services promotion strategy as applied to state
educational institutions of higher education which are the most
promising from the contemporary point of view.

Methodological basis of the research relies on the methods of
generalization and abstraction, as well as the situationa
approach.

4 Resultsand Discussion

Communication policy of budget-funded educational institutions
consists in developing and using a set of promotion tools, with
the official website of a higher educational institution among
them. Some other tools include presenting the website on the
profile (theme) portas, interacting with the mass media,
presenting it on the Internet in genera, by placing the
information in social networks, among other things, and
organizing persona sales. The policy suggests approaches to
enhancing efficiency of the use of the above means, too.

A higher educationa institution' having an official website is
currently the standard for al institutions without exceptions.
According to Order of the Federal Education and Science
Supervision Service "On approval of the Requirements for the
structure of the official website of an educational organization in
the Internet information and telecommunication network and the
information presentation format" (2020), there is a definite list of
information to be presented on an institution's website.

Meanwhile, for websites of higher educational institutions, one
of serious issues is the strictly defined form, due to which a
website of one ingtitution looks too similar to that of another.
However, one of the principal marketing requirements for a
product is the possibility of its (and its producer's, i.e, a
particular higher educational institution) identification. Thus, it
makes sense to speak about completing the market requirements
presented directly for the official website. Among these, the
condition of its correct functioning has to be noted: that is, the
website has to be working and accessible, and the information
provided on it must be up-to-date. Moreover, the website must
be convenient for its visitors, and the users interests in terms of
getting the information have to be taken into account necessarily.

Promotion of the institutions, as well as their services directly,
can be performed by presenting them on profile portals. For
example, higher educational institutions can be represented on
such platforms as Vseobuch, ProvVUZ.ru, Uchebaru, Edunews,
and others which are in fact the Internet-based reference books
for potential customers (applicants and students) and which have
quite heavy traffic. Studying a number of scientific works
(Plokhova et a., 2021; Sirotina & Egorova, 2018) has led the
authors to conclude that mass information media (the mass
media) play a fundamental part in the way the activity of a
particular higher educational institution is perceived (the same
holds true for a commercia company). Hence, interaction of the
higher educational institution with the mass media will play far
not the last role in its promotion. Importantly, costs for
marketing measures can also be reduced by engaging studentsin
working on this focus area (Medvedeva & Marik, 2015).

The principa platforms most frequently used by the institutions
for promotion are Vkontakte, Odnoklassniki, Instagram,
Facebook, Telegram, and YouTube. However, in the modern
students' opinion, "one of the popular digital platforms for

carrying out enlightenment activity of higher educational
institutions, as well as for promoting their educational services,
is the YouTube video hosting" (Ochildiev & Nikitenkova, 2020,
p. 245).

Personal sales are quite a curious tool for promotion which can
be highly effective for some institutions (Ershova, 2017;
Perevoschikova, 2020; Prosalova & Nikolaeva, 2018). So, for
example, most active and talented teachers can launch their
channels on social media upon their wish (which is an
indispensable condition); this will ensure positive advantages
both directly for them and for the higher educational institutions
they work at.

At present, one can speak about the availability of certain
experience amassed by state educationa institutions in using
some promotion tools.

There are many works focusing on websites as one of the
principal tools for promotion. For example, in the work of
M. L. Belyashova (2018), some festures of positioning modern
Russian and American higher educationa institutions by means
of awebsite have been found. The experience obtained by them
can be used by Russian higher educationa institutions in their
further practice, too.

In the work of E. D. Kostyrya (2020), the author presented
results of comparative analysis of two websites: those of the
Ingtitute of Social and Political Sciences of the FSAEI HE "Ura
Federal University named after the First President of Russia B.
N. Yeltsin" and Heidelberg University. Among other things, they
were analyzed as an advertising platform, and specific means
were identified for promoting educational services. This can be
teaken into account in the work of various educationa
institutions, too.

A. A. Matsevas research (2018) targeted assessment of the
Internet-based resources of Russian universities designed for
attracting foreign applicants. Proceeding from anaysis of the
Internet resources of 150 higher educationa institutions
according to the system of criteria elaborated by the author
specifically for the purposes of the research, she rated the current
condition of the officia websites of higher educational
institutions, their usability, convenience, and usefulness for the
potential foreign applicants and students. According to the
research findings, the author developed some recommendations
which are replicable and scalable for specific universities as
required.

Aspects of accomplishing maintenance of an educationa
organization brand directly by efforts of students of the
particular higher educational institution are of interest, too. Such
an experience is detailed in the joint work of K. E. Vinogradova
and A. A. Kashchuk (2018) which discusses the experience of
building a media holding company at the faculty of socia
technologies of the North-West Institute of Management (branch
of RANEPA).

Social media are currently a fundamental promotion tool for
educationa institutions; keeping them is not associated with the
institutions' status in any way, which is confirmed by many
modern authors. Moreover, most of higher educational
institutions extensively share their experience with peers in
questions of creating and promoting officia pages of the
institutions in various socia networks. So, in the paper of
A. A.Babaeva and N. S. Gheghelova (2019), they outline the
practice of maintaining the official page of the Federal State
Autonomous Educational Institution of Higher Education
"People's Friendship University of Russia' on Facebook, with
examples of the most successful material formats provided. The
paper of E. V. Sumarokova and E. D. Rassokhina (2018)
contains some information which is useful for SMM and PR
managers of higher educationa ingtitutions along the line of
improving position and image of the officia pages of
educational institutions in socia networks. The authors consider
it important to pay specia attention to the work of
Yu. Yu. Shitova, Yu. Yu. Shitov, and M. S. Kokorev (2018) in
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which the scientists give results of studying the activity of
students and graduates of higher educational institutions on
social media. They also discuss various options of using the
obtained information, among other things, as a tool for
promoting educational institutions which enables them to get in
touch with their target audience, too. Importantly, the authors of
the said paper suggest their own technique of collecting and
analyzing the online data which will alow conducting the
educational services promotion strategy in a more targeted way.

The authors believe that currently, engaging bloggers for
cooperation and performing crossover promotion are some of the
most promising ways for fulfilling the strategy of promoting the
educational services of state institutions. Working with bloggers
is not new as a promotion tool; however, far not al the state
educational institutions use such interaction, even though its
potential is fairly high. In terms of expedience for the
ingtitutions, the same can be said about the possibility of their
supporting each other and using the so-called crossover
promation in their activities — when a set of measures is carried
out jointly by two ingtitutions having the same target audience
while not competing with each other.

5 Conclusion

According to the results of the research conducted, let some
points be noted which are expedient to be adhered to when
carrying out marketing measures aimed at promotion of state
educational institutions and their services. So, it is extremely
critical to pay specia attention to corporate identity, i.e., al
marketing measures in use must be prepared in one and the same
style, have the uniform color scheme and substantial layout. In
carrying out any measures, the principal agents are the personnel
of an ingtitution who have to be completely prepared for
performing their direct duties. Meanwhile, special attention must
be paid to the employees representing the institution at various
open events.

For obtaining a positive result from implementing the outlined
and similar measures, a sine qua non condition is to conduct
them on aregular basis.
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