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Abstract

Nowadays, there is only a small amount of companies that do not use mar-
keting communications in their activity. Without them, the company becomes as if
“deaf and dumb”. The impossibility of communication, of the maintenance of an
effective dialogue with the target- audience, of the receiving of a qualitative feed-
back, makes the company product unknown, and so unnecessary. For the product
to be known there is a need to tell about it, to tell to the potential interested people,
in other words, with the target audience, in an accessible and clear language.

The expansion of the educational technologies and of the new approaches
in the area of education makes it necessary to be advertised and to make their re-
cognition higher. Due to this, the importance of the communicational policy of the
educational institutions is an essential element in their development process.

Keywords: marketing communications, education, higher education, uni-
versity communications, integrated marketing communications, the program of
marketing communications.

Some are born great, some achieve greatness, and some hire public relations officers.
(c) Daniel Boorstin.

1. Introduction.

This article dwells on the common characteristics of the integrated marketing communica-
tions system for the educational services. The conclusions about the effectiveness and advantages of
implementing of the integrated marketing communications system for different types of consumers
of educational services express the prospect of using this instrument in the colleges.

2. Materials and Methods.

Quantitative methods, regression analysis, case studies, surveys, experiments.

3. Results — Discussion.

Marketing communications represent a process of transmission to the target audience of
messages about the product. The informational messages are the main link, core and sense. Because
of this, they have to be laconic but in the same time substantial. All of us know that firstly, the con-
sumer is interested in the product, its properties, qualities, features and after that its price and other
substantial market information. This information, along with marketing communications and means
of expanding the information about the product compose the marketing-mix. Communications show
important peculiarities of other three components that compose marketing-mix, beside the marke-
ting communications themselves, and so increasing the interest of the consumers of the product or
service.

Any types of marketing communications include five mandatory components:

- Customers’ conviction;

- Aim of communications;

- Contact places;

- Participants;

- Different types of communicational activity.
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The conviction and informing of the customers is one of the most important tasks in marke-
ting communications, because this is directed to provide customers with necessary information
about the product or service in order to change the attitude and behavior of the customers.

Also, the marketing communications are created to realize certain aims, included in the com-
municational program of the organization. More often one of these aims is to introduce the product
or service on the market.

To establish contact with the target audience is easy, if one knows the places of its usual
concentration. To determine these places is the task of marketing research. The places of contact
with the target audience may be very various, unusual, personal or public etc. On one hand, the
marketing specialists can plan the contacts with the audience, as well as methods and ways, on the
other hand — the contacts may be unplanned. In order to get a bigger effect when influencing the
audience, the problem of determining the contact places is necessary to consider as an important
part of the marketing program.

The participants of the marketing communications process consists of two parts. The first
are the potential consumers, the target audience, clients, and the second- persons that contribute to
the company’s promotion success (PR managers, marketers, advertisers and other employees of the
company). The qualified approach in the integration of the marketing communications in the
educational institution means to have qualified specialists in this area.

Today, the marketing communications addresses are so various, that picking out one type is
difficult, but it is necessary to do, as dispersing to multiple communications’ types is not correct
and there is a risk of transforming the informational address in a regular spam. The using process of
marketing communications can work on a program worked out earlier and on an unplanned prog-
ram too. The methods of planned addresses to the target audience of a higher education institution
(HEI) have their own characteristics and peculiarities. The most suitable tools for this are the
following:

1. The advertisement, as a payable form of communications that is directed as to a wide
range of persons (TV advertisement), as personalized form (e-mail newsletters). The advertisement
of a higher education institution represents the information about HEI that is spread by any media.
Such type of information includes data about the educational services, studying conditions, financial
components and is meant to a wide range of persons, forming and supporting their interest towards
the college. The advertising addresses of the educational institutions, as a rule, are standard. Howe-
ver, the optimal option of an advertising message is the one that combines the meaning and
creativeness, artistic and peculiar solution of presenting the information. There are different types of
advertisement suitable for a HEI-media, press, souvenirs, internet-advertisement, exterior etc.

2. Stimulating the sales by various marketing tricks, that increases, for a period, the interest
in the product. These tricks are unsteady and are aimed to form an interest towards a known
product, or to increase the recognition of a new product (testers, vouchers, stocks).

3. Public relations have the leading place among the means of marketing communications.
In some organizations there are created PR departments in order to coordinate the actions of
creating a favorable image of the product in the perception of the target audience and the company’s
staff. PR realizes itself not by the amount of sales, but by publications, addresses, advertisement in
media. Public relations. PR activity, direct bilateral communications with the consumers or with the
society can also set a relation with the consumers. A.P. Pankruhin considers that «public relations
are an action of establishing a mutual understanding and benevolence between the person, company
and other people, groups of people or the whole society; by means of the social reaction, aimed to
get a mutual understanding, determining and forming of general ideas, values, interests and prefe-
rences based on authentic and ample information» (A.P. Pankruhin, 1995, p. 25).

Another author, E.A. Ganaeva determines public relations as a type of marketing communi-
cation, directed to achieve a high level interaction (social partnership, collaboration) with different
levels of society in order to increase the competitiveness of the educational institution. In public
relations, special action means every action meant to improve the reputation and create a positive
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image of HEI. «Special events are specially organized events for achieving the marketing,
information or image purposes» (E.A. Ganaeva, 2004, p. 86).

Public relations are necessary in the process of building a positive opinion of the society.
The substance of PR activity of a HEI is to create strong positions of HEI on potential markets.
«The technological scheme of action in the building of social opinion is a line of consecutive
actions: manifest itself — catch and keep the attention — evoke interest — eliminate pressure and
mistrust — form a positive image — initiate a desire — induce the society to the action the HEI wants
— improve the image of the institution (increase the rating)» (E.A. Ganaeva, 2004, p. 67). Possible
means of PR, that are suitable for a HEI, may be: day of open doors; organizing a discussion on a
problem, open for press; contest (competition, tournament); round table; master class; active invol-
vement in the actions of public organizations, associations or creating of such within the institution;
presentations (of educational programs); press-conferences; briefing; special prizes; seminars,
assemblies; online-conferences; teleconferences; public addresses, including talk-shows; excursion
to the HEI; experiment and its publicizing in media; a book for remarks and proposals; a ball, or
another special event (with invitation of VIPs and media) etc.

The accent of these PR is based on the emotional tools, when corporative messages are hid-
den (so called 25" shot) and are introduced in the program of the event, its atmosphere. In this way,
the promotion is done indirect, correct and without using direct advertising. The corporative infor-
mation is better kept in mind on the emotional level, when the target audience is a participant of
such notable, interesting and colorful events. Such events leave a positive emotional impression and
remain for long time in the mind. HEIs have a line of traditional events, such as: Day of Knowled-
ge, Student Initiation Day, Prom or Freshman Holiday; Day of Tatiana; Diploma Awarding etc. The
list of the events may be enlarged basing on the common calendar holidays (Lawyers Day, HR Day,
PR-Specialist Day, IT Programmer Day, International Tourism Day, Advertisement Worker Day,
Accountant Day, Bank Employee Day etc.), but it is important to elaborate some personal creative
ideas to organize these events and make it a feature of HELI.

Special events of HEI will add a personal touch and will make the corporative culture stron-
ger. Special events may be considered: professional contests, meetings with famous representatives
of the profession etc.

PR events must accomplish within a HEI some functions: strengthen HEI from the interior;
create a «team» of like-minded persons, that works in the frame of common aims and interests,
being aware of its unique place in organization system and feeling the friendly and professional
support of the colleagues; increase positive fame of HEI in wide areas of society.

4. Direct marketing — gives consumers the possibility to get easily the information about the
product in a personal way by letters, newsletters, subscribing for the catalogue of production etc. On
educational services market the interpersonal communications have a special place, as it increases
the level of trust between educational institution and consumers of educational services. Nowadays,
the global informatization and the processes of internationalization caused a wide use of direct mar-
keting in the sphere of education. For the educational institution may be used various directions of
direct marketing: marketing of direct sales, direct-marketing, postal delivery of advertising pro-
spects, proposals, information on the phone.

Apart of it, when carrying out the services, relationship marketing plays works as a system
directed to set lasting and constructive relations with potential buyers and represents an effective
way of getting trust from the HEI clients. «Possible measures of relationship marketing develop-
ment: determining the main necessities, which are firstly tackled by the relationship marketing;
appointing a special manager for working with each consumer; preparing prospect and existing
plans for working with the clients etc.» (V.D. Tsareva, 2009, p. 63).

5. The personal sale- the most effective tool of the marketing communications, which, ho-
wever, does not exclude the human factor. On one hand, this can play a positive role, on the other
hand — negative, that is influenced by individual peculiarities of the person. Examples of establi-
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shing personal contacts may be, telephone talk, the direct sale of the product, consultancy services
etc.

6. The display means of communications. Another tool of marketing communications is
considered special means for sale stimulation or display means on the sale places. This implies
using the means that deliver display materials for universities — this is the creating an atmosphere,
physical environment by carrying out the educational services, materialization of educational space.

7. Packing of the products has an important role as a carrier of marketing message, beside its
main functions. «The notion «product packing» is reflected in the marketing dictionary and consists
of designing the service in such way that it would be alike with the physical product and by this-
increasing the conversion to purchases».

8. The fair and exhibition activity of HEI became a wide- used mean of promotion and a
mean of communication with potential consumers. The exhibitions attract a large and various
audiences, helping the HEIs to evaluate their successes on the market of educational services in
comparison with the competitors, to establish productive business contacts, to know about new
trends, currents in the educational sphere, teaching activity and so improve the process of trans-
mitting the knowledge.

9. Sponsorship — it is a way to support financially some events, other organizations, business
etc., and get the right to establish with them a special relationship. The sponsor activity helps to
increase the esteem of the organization and forms a positive image of consumers and staff about its
activity.

10. Customer service is a comfortable way of maintaining the connection with the clients
after providing services or selling the product. In the frame of customer service, in spite of its basic
purpose (satisfaction of needs), may be held various marketing researches.

11. Representation of HEI in the Internet is the most popular method of marketing commu-
nications today. «Electronic communications of HEI include minimum four directions of activity:
creation and management of corporative HEI website; organizing of advertisement campaigns in the
Internet; cooperation and sharing different kinds of information in the sectorial portals; work with
blogs in the frame of social networks» (E.A. Kaverina, 2007, p. 20). It is true, an up-to-date, well-
designed website of an educational institution is a whole communicational structure, directed to link
all the levels of exterior and interior interactions with their representation in the Internet. The uni-
versity website must be ergonomic and meet all the requirements of modern web-design deve-
lopments- perception, navigation, easy in use, memorable style that puts an accent on individuality
and uniqueness. For an effective organizing of this type o communications, the work of the site
must be controlled and coordinated by IT-specialists with participation of the university’s staff-
teachers, deans, and heads of the chair.

Educational services marketing is very specific not only because of the methods used in the
process of communication with the target audience, but also because of the fact that market of
educational services is young and marketing channels, means of connection with the target audience
id in the stage of development and forming.

It is also needed to pay attention on unplanned marketing addresses, which have, sometimes,
a negative character- an unfriendly service of the staff, unsightly car for delivering the product,
uncomfortable location of the office or points of sale etc. These negative unplanned messages have
the strongest influence on the consumers in comparison with aimed marketing communications.

The integration process of marketing communications in the sphere of education is one of
the most important aims of development a contemporary HEI. Not so long ago Higher education
Institutions had no need in promotion, because there was not such a stiff competition, and some of
them where monopolist at all. The present-day reality set new conditions, in particular the necessity
of designing a strategy and marketing communications with the target audience programs. Thought
relationships with the society are the most important factor of the HEI successful development.
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Marketing technologies must be joined in one system of strategic actions (the program of
marketing communications, integrated marketing communications). The integration and joining the
communicational technologies specially intensifies the effect and increases the results.

The promotion of services, in particular, educational services, has its own peculiarities
comparing with promotion of products. One of the most significant peculiarities of the educational
services is its weak tangibility. Also, among the peculiarities are the service providing duration, the
service quality evaluation happens not in the time of providing the service, but later, after the
process of education.

Basing on the research and analysis of the existing practice in using various tools of marke-
ting communications, one can conclude that for education institutions there are needed special mar-
keting tricks and connection with target audience. One of the latest trends in this field is integrated
marketing communications (IMC). «Integrated marketing communications are a joint strategy and
system, which joints the participants, channels, modes and style of HEI corporative communica-
tions in achieving the marketing, image and reputation goals» (E.A. Kaverina, 2007, p.31). «The
word “integrated” itself supposes a complex of various methods: organizational, technical, econo-
mic, and informational» (E. Abramyan, 2001, p. 19).

MARKETING COMMUNICATIONS

Basic Additional

* Advertisement {}
* Sale stimulation

* Personalsales Supporting

Merchandizing
Package
POS- materials

* Direct-marketing Product placement

Public Relations

Fairs and Exhibitions

Sponsorship

A 4

_ License
Directed to the target Directed to the buyers in

audience l the places of sale
Directed to the target
society

Picture 1 - Complex of marketing communications

As determined the American Association of Advertising Agencies, the complex of marke-
ting communications is a concept of planning that comes across the necessity of the strategic role
evaluation of some particular directions in advertising, stimulation of sales, PR etc. and the optimal
combination in providing clearness, succession and search of communicational programs influence
maximization by consistent integrations of all the addresses. This definition reflects the sense of
integrated marketing communications (IMC), which include a whole specter of means, commu-
nication and connection with target audience modes.

Blum gives another definition IMC — «integrated marketing communications is a concept
according to which the company examines and coordinates thoroughly the work of its multiple
communication channels — advertisement in media, personal sales, sales stimulation, propaganda,
direct marketing, product package and others- with the purpose of elaboration of a clear, successive
and convincing image of company and its products» (M.A. Blum, 2006, p. 43).

A more accurate definition is given in the monograph of one of the founders of IMC theory
Paul Smith in his work «Marketing Communications. Integrative successes»: «Interaction of all the
forms of the communications complex, where each form of communication must be integrated with
other marketing tools and attached by them in order to achieve the maximum economic
effectiveness» (M.A. Blum, 2006, p. 45).
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It can be said that IMC is a combination of all the BTL (below the line) and ATL (above the
line) technologies, direct marketing and technologies used in building personal relations with target
audience. The integrated marketing communications are a method of joining all the tools of
marketing communications, in such a manner that the substantial message from all the positions
would get straight to the audience. By this, all the tools, used in the marketing communications, are
working in the complex (integrate themselves, combine themselves) in order to achieve a better
effectiveness. Also, in IMC are taken into account the time and interests of the consumers in such
manner that is comfortable for consumers to get acquainted with the product of organization.

Among the principal trends in communication, that can be used by HEI in planning the
integrated marketing communicational program may be:

1) Unipersonal brand or a brand similar to a human being. The existence of humanitarian
aim underlines the brand from other similar brands and bonds it to the consumer. Educational ser-
vices have from the very beginning a humanitarian aim- to illuminate the society, to increase the
intellectual level and it is always in trend and interesting. To be educated and to be modern are
synonyms. It should be the main pillar in the branding of HEI services.

2) Realizing the marketing communications of HEI and clients with the use of personal data,
based on the analysis of this data.

3) Clip visual thinking; merely contemporary people are more sensible to the visual content.

4) Emotional communication with consumers, as in the century of high technologies it is
difficult to keep the communication, filled not only by information but also by feelings. To see in
the consumer not only a buyer or client, but a individuality makes it possible to take into account
not only his/her superficial needs, that are said, but also those that are hidden.

4. Conclusions.

IMC is seen as a complex concept that helps to realize economic activity of the enterprise
aimed to provide the norms of incomes and capitalization of the company. Marketing communica-
tion means the technology and tools of marketing that facilitate the communication with concrete
target segments of the market and in the same time with the audience aimed to achieve the tasks of
the chief subject on the market, in our case-HEI.

Namely integrative processes of various marketing communications form IMC as a whole
system of HEI activity that is oriented to get a maximum economic and social profit from the
available (and prospect) sources; synthetizing different marketing tools and principles of managing
the communicational processes.

The main task of the communicational activity of HEI in the frame of integrated marketing
communications are the increase of technical-economic indexes and a more effective work of the
education institution aimed to achieve the general marketing strategy. To realize this task is needed
a close interaction of the educational institution’s staff, a good communication within the HEI and a
huge stock of different methods of elaboration and maintaining the communication with the exterior
(IMC program).

The specific of the educational services not only creates conditions of a unique sale proposal
and a concept of promotion on the market, but also implies the creation of working communica-
tions- address to each prospect consumer till the distribution system. So, the brand is a product with
a non-fictional artificial history, legend, but with a real and concrete marketing communications.

A well-planned combinations of different means of marketing communications (IMC) gives
a better effect that a simple composition of separate communicational tools for promotion of the
HEI. Designing an integrated communications program, HEI must watch and assure that the com-
ponent elements and tools were realized from one point of view and all the messages are in the
frame of the same brand concept of educational institution.
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TPUDOHOBA, JLU.

MAPKETHHI'TIK KOMMYHHUKAIIUATIAP HHTEIPAIIHACbHlI JKOHE OJIAP/bIH
YHUBEPCHTETIHIH TABBICTbhI /IAMYbBIHBIH POJII

Kasipei yagvimma, onapoviy Kvlzmeminoe MapKemuHemix KOMMYHUKAYUALApOsl navoaianyza 6o-
MaiiObl KOMRAHUALAD 2aHA Wagbli coma 6ap. OHCbL3, KOMIAHUS «CAHBIPAY JHCIHE MBLIKAYY, e2ep aliHalaobl.
cananvl Kepi OQUIaHbIC ANy MAKCammbl ayOUmopusmer muimoi ouanoe, KAmMmamacwls emy Oauianblc Mym-
KiH emecmiei, 6encicis, COHObIKMAH KANHCEMCI3 KOMNAHUACHL OHIMOI KYPauiobl. OHIM MAKCAmmul ayoumopust-
MeH, 6acka co3ben aumKanoa, aneyemmi Kbl3bl2yubliblk Oi10ipeen adamoapaa aumoin, OY1 mypaivl aumoin
Kaosicemminiei Koncemimoi scane mycinikmi minoe, 6ap oen2ini 60ayvl Yulin.

binim 6epy mexnonozusnapwi dcane Oinim Oepy canracblHOabl Heana Mmaciioepoi Keyeumy dHeapHama-
JIAHAObL JCIHE ONAPOLIH MAHY HCOAPbL Hcacayobl Kaxcem emeodi. Ocvizan batianvicmyl, Oilim bepy Yilvim-
O0apbIHbIY KOMMYHUKAYUATBIK CASACAMBIHbIY MAHbI30bLIbIZbL 01ApOblY 0aAMYy Npoyecine Maubl30bl 1eMeHmi
boabin maobwliaowl.

Maxanaunsly MIHIH auiGmblH cO30€pP. MAPKeMUHSMIK KOMMYHUKayusaiap, Oinim bepy, dcosapwvl
Oinim, yHugepcumem OQUIAHBIC, UHMESPAYUAIAHEAH MAPKEMUHESMIK KOMMYHUKAYUANAD, MAPKEMUHESMIK
KOMMYHUKayusanap 6a20apiamacsl.

TPU®OHOBA, 1. H.

HHTEITPAIIHA MAPKETHHTOBBIX KOMMYHHUKAIIUH H HX POJb B YCIHEIIITHOM
PA3BUTHH YHUBEPCUTETA

Peoko xaxas xomnanus ce2o0usi He UCNONB3YEM MAPKEMUH208ble KOMMYHUKAYUU 8 CBOell Jesimeib-
Hocmu. be3 Hux komnanus cmanosumcs cio8Ho «aayxonemouy. Hegeozmooicnocmo obwenus, nodoepicanust
aghpexmusro2o ouanoza ¢ yenesol ayoumopueti, NOIyYeHUs KauyecmeenHo2o uobska, deraem npooyKm
KOMARAHUY HUKOMY HE U36ECTIHbIM, d 3HAUUM U He HYHCHBIM. [ mo2o umobbl 0 npodykme Y3HAU, O HEM
HA00 3a2080puUmMb, NPUYEM, C MeMU, KMo 6 HEM NOMEHYUATILHO MOdicem Oblmb 3aUHMepecosaH, mo ecms ¢
yenegou ayoumopuet, Ha A3blKe el NOHAMHOM U OOCHYNHOM.

Pacnpocmpanenue obpazosamenvrulx mexHono2ul, HO8bIX NOOX0008 & cghepe 0OPA306AHUS 6bI3bl-
6aem NOMPeOHOCMb 8 UX NPOOBUICEHUU HA PbIHKE U NOGBIUIEHUY UX Y3HaAgaemMocmu. B cea3u ¢ smum, 3naue-
HUe KOMMYHUKAYUOHHOU NOIUMUKU 0OPA308AENbHBIX YUPEHCOCHUL SGNACMCA UCKTIOUUNENbHO BANCHBIM
INEMEHMOM UX PA3GUTNUSL.

Knwueswie cnosa: mapxemunzogvle KOMMYHUKayuu, obpazosanue, gvicuiee oopazoeanue, YHUgepCu-
memcKue cesa3u, UHMezpuposantsvle MapKemuH208ble KOMMYHUKAYUYU, NPOZPAMMA MAPKEMUHSOBbIX KOMM)-
HUKAYUI.
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