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Аннотация
В статье рассматривается один из важнейших принципов маркетинговой политики современного вуза – информационно-рекламная деятельность, направленная на поиск и внедрение средств эффективной коммуникации между вузом и его целевыми рынками. 

Грамотная и четко организованная информационная политика служит, прежде всего, показателем того, что вуз идет в ногу со временем, а также способствует достижению более высокой позиции  в условиях растущей конкуренции на международном рынке высшего образования. В этой связи, прямой задачей вуза является определение нужд и потребностей своего потребителя и последующее распределение информационных ресурсов в соответствии с этими нуждами. 
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As modern higher education has become one of the most substantially invested businesses, the majority of HEIs are gradually applying marketing theories and concepts, which proved to have been effective in the world of trade [4], with the purpose of gaining competitive advantage of global internationalization policies.

This paper suggests discussion on the crucial point of marketing policies applicable to up-to-date HEI strategy, which is marketing principles of promotion policy, dealing directly with means of communication between the HEI and its targeted markets.

In higher education promotion policy concentrates around marketing communications and dissemination of information mainly in the context of choices made by potential students. This type of activity emphasizes the use of communication tools (such as advertising, public relations, personal selling) employed in order to attract students. Subsequent efforts to ensure good student experience through valuable teaching experience and good support services and to prepare students for their profession (as main requirements of students from higher education  [9]) are to be done to provide correspondence between reality and the communicated image, as well as to maintain promotion policy within the marketing consumer-centered philosophy [6].

Promotion policy in its general concept is a part of a greater layer of HEIs branding policy. A lot of subtleties and details contribute to prospective students and other stakeholders’ opinion and vision of a particular HEI image. Phone calls and on-line communication management, university campus and facilities catering, entrance sign design, HEI location, friends’ or unknown bloggers’ experience – everything is paid an undivided attention to and forms crucial branding factors.  Managing the messages relayed by these diverse channels is the role of marketing and in particular, university brand management [5].

Despite its vital role, promotion policy is little understood in HEI and often perceived as a tradition by which the latest prospectus is published and is rarely a part of thorough organizational strategy development. It appears that marketing in the HEI sector has failed to market its value and promote its potential contribution [5]. In this article we hope to address that situation and present food for thought on which lines to follow in the process of diversifying information channels to promote HEI’s services from the consumer prospective.

According to a recent survey conducted by the European Students’ Union (ESU), students as main consumers of services offered by higher education sector, need information as a key factor for the decision making process [8]:  
Scheme 1. Students' Information Need Discovered by ESU Survey
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In this respect diversifying information channels becomes crucial for the whole strategy of education services export.

According to a recent poll carried out at the Udmurt State University 87% of young adults would like to participate in an academic mobility programme and 74% of the respondents have already done their own investigation into possibilities on offer. 82% of the polled trust the Internet and take the information presented there as real, reliable and trustworthy. 

It becomes evident that in the modern world the Internet is one of the most efficient ways of distributing information which gives universities and colleges the opportunity to promote their educational programmes at comparatively low costs with maximum result. 100% of the respondents pointed out that when choosing a mobility programme destination they would first of all study the HEI web-site and 55% of the polled consider it to be a very important source of information. HEI presentation on a national educational site is important for 76 % of the polled. Besides that for 66% of the youngsters it is not of the least importance if the university/college profile can be viewed at an international educational portal. 

Though other media can also contribute to a HEI promotion on the global educational market their popularity and reliability among modern students is comparatively smaller than the World Wide Web. Study the graph below to find out modern students’ attitude to different ways of information distribution: 
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Graph 1. What sourse of information would you consider most 

important (preferable) to seek information about a HEI?

Important Not important


Despite the fact that younger generation is more individualistic and independent of common opinion, a word of mouth still strongly determines their choice when a mobility destination is concerned. Opinions of other students who have already visited the mobility destination in question as well as professors or international office staff’s recommendations are to be taken into account when planning academic mobility:
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 In recent years social networking systems, which make use of Web 2.0 technologies, have received much attention in higher education as increasing numbers of younger people (typically less than 30 years old) have made use of public systems. [1]  A real participant of the programme available to contact via Web network, or in person promotes interest in mobility much better than the whole lot of traditional promotional package. This means that social networking systems truly have the capability to deliver a platform for student mobility promotion where the student is potentially at the centre of activities [3]. This shift in user patterns is accompanied by major implications and practical applications in the setting of international education and student mobility. On the one hand, students nowadays gather plenty of information online and long before the first contact with their targeted institutions is made. On the other hand, the Web 2.0 technologies that power popular social networking services such as Facebook and Blogger offer diverse applications and simplifications in the field of student mobility. Thus, cleverly applied, Web 2.0 technologies provide HEIs with the opportunity to engage former students as ambassadors in their ambition to attract and motivate future internationally mobile students [7].

Another important fact that the survey has discovered is that HEIs should thoroughly choose the information that is released on their web-sites for perspective international visitors. Thus 40% of potential international students marked information about HEI history and background as non-relevant. The number of students not interested in particular information increased up to 55% when the respondents were asked if they would need information about HEI board. On the contrary there is a rising interest to practical academic issues like courses and their contents, peculiarities of studying process, resumes of the professors’ whose courses the students intend to attend:
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Participation in a mobility programme is not only about studies abroad but also about living in a foreign environment. Proper adaptation to new conditions predetermines your academic efficiency as well as psychological and physical health. Not surprisingly, everyday practical issues and accommodation matters are also of high importance for those planning a long stay abroad. There is a number of respondents who do not worry about living conditions and facilities offered on the campus calming themselves down by the reservation, that if the mobility destination is generally inhabited, they will also succeed in adjusting to the local environment. Still people generally prefer to know in advance where they go, how they will be accommodated there, what weather conditions they will have to live in, etc.:
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Besides that, the respondents pointed out that it would be useful to receive information about costs and prices in the region, employment and internship polices and possibilities, extracurricular activities and research opportunities.

The 2009 detailed analysis of students’ needs [2] also discovered several interesting differences in students’ preferences closely connected with students’ ethnical background. Thus, for American students the reputation of their future institution is of higher relevance than for European students; whereas for Russian students the question of scholarships and grants is of utmost importance. Most remarkable in this respect is that based on the condensed feedback of over 4.000 international students, for degree seeking students, as well as for non-degree seeking students, the specific information are considered of higher importance than the general information. Concerning the actual decision making process of international students, this means for instance that the actual content of the future studies has been claimed to be of bigger importance than the cultural do’s and don’ts of their future surroundings; or even – at least for the degree-seeking students – the specific location of their institution. 

The current and rapid changes in information and communication technologies badly needed by higher education consumers and particularly applied in the World Wide Web, represent an enormous challenge, as well as huge potential for HEIs promotion policy. The key challenge for HEIs in this context is therefore to satisfy the changed informational needs of today’s international students and to reach them where they are – in the online world. To keep in pace with the current tendencies, as well as to strengthen its branding strategy the Udmurt State University in 2010 has joined the WISHES Mobility Portal (Co-financed by the European Commission under the Erasmus Mundus Programme), in which HEIs may exploit Web 2.0 technologies in the context of student mobility.

The WISHES portal comprises more than 200 online profiles of European HEIs centrally presenting European study offers to students worldwide. Following the user centered-design approach the portal has been built on three extensive online surveys, questioning higher education institutions, employment bodies and in particular students worldwide about their needs and requirements concerning such a central source of information. In this context, the overall ambition pursued has been to structure the presentation of the portal on the expressed needs of international students – while ensuring that the requested information can be delivered by the institutions with reasonable efforts. 

Moreover, the Portal comprises information about European work-placement opportunities and includes a social networking platform for international students. 

As a result, by combining peer-to-peer and institutional information, WISHES reduces diverse barriers to mobility, i.e. the lack of structured information available. Offering HEIs moreover a practical tool to exploit current technological developments, tools like WISHES provide necessary responses to the current imperative for an improved data infrastructure in the setting of higher education – and thus enable HEIs to make a step towards building up coherent strategy of promotion policy.   

Coherent and structured promotion policy of a HEI has rightfully proved to help ensure that the HEI maintains direction through time, as well as faces up to the growing competition in international higher education. In this respect, the HEI’s current task is to stick to the consumer’s needs and expectations, beginning right with diversifying its information sources in the same accordance.
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