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EVOLUTII SI TENDINTE
TN DEZVOLTAREA MARKETIN-
GULUI EDUCATIONAL:
ASPECTE TEORETICE
SI METODOLOGICE

Lect. sup. Ecaterina SISCAN, ASEM

Dezvoltarea economiei bazate pe cunoas-
tere, informatizarea societatii, procesele de glo-
balizare §i regionalizare, dinamica accentuatd a
pietelor muncii, intensificarea concurentei pe
piata serviciilor de invatamant superior etc., au
generat modificari profunde la nivelul univer-
tora atdt pe plan national, cdt si international.
Aceste transformari impun necesitatea adoptarii
unui nou mod de gdndire si concepere a acti-
vitatii institutiilor de invatamdnt superior in baza
principiilor marketingului. La baza prezentului
articol, sta o abordare teoretica a conceptului de
Mmarketing educational prin prisma evolutiei
teoriilor si modelelor de marketing.

Cuvinte-cheie: marketingul invdtamantu-
lui superior, modelele de marketing educational,

logica dominanta a serviciilor, marketingul
holistic al serviciilor de invatamant superior.
JEL: M31, 123.
Introducere

Evolutia mediului socio-economic, in care
isi desfasoard activitatea institutia de invatamant
superior, aduce 1n centrul preocuparilor necesi-
tatea utilizarii instrumentelor de marketing.

Experienta ultimelor decenii demonstreaza
ca functionarea eficientd si sporirea competitive-
tatii institutiilor de invatdmant sunt determinate
de aplicarea unui marketing performant. n acest
context, aplicarea principiilor marketingului n
educatie se dovedeste a fi la fel de important ca si
n oricare alt domeniu de activitate.

Chiar daca beneficiile asociate marketin-
gului in invatdmant sunt evidente, multe univer-
sitati fie ezitd sa-l implementeze, fie utilizeaza
practicile de marketing intr-o maniera limitata si
sporadicd. Aceasta situatie se datoreazd mai
multor motive — de la reticenta managerului insti-
tutiei pana la lipsa unui suport metodologic menit
sd acopere toate aspectele circumscrise manage-
mentului marketingului in educatie.
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The development of the knowledge-based
economy, society computerization, globalization
and regionalization processes, enhanced dyna-
mics of labor markets, increased competition in
the market for higher education etc. have gene-
rated profound changes at the level of universities
in order to increase their competitiveness both
domestically and internationally. These changes
require the need for a new way of thinking and
designing the activity of higher education insti-
tutions based on marketing principles. This article
contains a theoretical approach to the concept of
educational marketing through the development of
marketing theories and models.
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Introduction

The evolution of social and economic
environment in which higher education institu-
tions operate focuses on the necessity of using
marketing tools. The experience of recent decades
shows that the efficient operation and increasing
competitiveness of educational institutions are
determined by applying advanced marketing. In
this context, the application of marketing
principles in education proves to be as important
as in any other field of activity.

Even if the benefits associated with mar-
keting in education are obvious, many universities
are either reluctant to implement them or use
marketing practices in a limited and sporadic
manner. This is due to several reasons ranging
from the reluctance of the institution manager
to the lack of methodological support covering
all aspects related to educational marketing
management.
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In plus, datorita faptului ci el constituie o
prezenta relativ noud in domeniul invatdmantului,
se poate afirma ca procesul de conceptualizare a
marketingului educational ramane a fi intr-un
stadiu initial de dezvoltare. Majoritatea publica-
tiilor stiintifice abordeaza acest subiect printr-un
simplu proces de transfer al modelelor de marke-
ting dezvoltate in domeniul economic, din sfera
invatamantului. Desi acele aspecte comune, care
existd intre marketingul educational si cel comer-
cial, justifica, partial, aceasta stare a lucrurilor,
lipsa unor modele specifice domeniului nu contri-
buie la dezvoltarea teoriei si practicii de marke-
ting educational. In aceasti ordine de idei, studiul
prezintd o trecere in revista a publicatiilor stiinti-
fice, in scopul evidentierii conceptelor si mode-
lelor de marketing, care au contribuit la dezvol-
tarea si aprofundarea teoriei si practicii de mar-
keting educational.

Definirea conceptului de marketing edu-
cational

Majoritatea publicatiilor indica, drept pre-
misd principald a aparitiei §i dezvoltarii marketin-
gului educational, procesul de marketizare a inva-
tamantului superior declangat in anii '80 ai
secolului trecut [4, 5, 6, 10]. Pana atunci, activand
in conditiile pietei producatorului, necesitatea
marketingului nu era resimtitd de institutiile de
invatamant superior. Timp de secole, universitatile
prestau servicii educationale doar celor ce intru-
neau conditiile necesare pentru a da curs ofertei.
Astfel, activitatea de marketing a universitatilor
era centratd pe produs, adica valorificarea poten-
tialului ofertei, farda implicarea unor eforturi
semnificative pentru atragerea studentilor. Aceasta
stare a lucrurilor era incurajata, inclusiv, de faptul
ca invatamantul superior era finantat de stat.

Odata cu sporirea varietdtii institutiilor,
diversificarea ofertei si promovarea noului model
managerial orientat spre antreprenoriat §i autono-
mie, accentele, in activitatea de marketing, se
deplaseaza de pe oferta pe cerere, adica de la
centrarea pe produs la centrarea pe consumator.
Ca urmare, studentul este tratat drept consumator,
educatia — serviciu, iar institutia de Invatamant —
furnizor de servicii pe o piatd competitiva [14].
Analizand aceastd evolutie, Ph. Kotler si K. Fox
evidentiaza trei etape In dezvoltarea marketin-
gului invatdmantului superior: ,,marketingul nu
este necesar”, ,marketingul ca promovare”,
»marketingul ca pozitionare” [7, p.11].

Tn ultimele trei decenii, interesul teoreticie-
nilor pentru marketingul educational a generat

Moreover, because it has a relatively new
presence in education, we can say that the process
of conceptualization of educational marketing
remains in its early stage of development. Most
scientific publications address this subject through
a simple process of transfer of marketing models
developed in economics into education. Although
those common aspects that exist between educa-
tional marketing and commercial one justify, in
part, this state of affairs, the lack of the domain
specific models does not contribute to the deve-
lopment of educational marketing theory and
practice. In this context, the research presents an
overview of scientific publications to highlight
marketing concepts and models that contributed to
the development and deepening of educational
marketing theory and practice.

Defining the concept of educational mar-
keting

Most publications show that the basic pre-
mise of the emergence and development of
educational marketing is the process of marke-
tization of higher education started in the 80s of
the last century [4, 5, 6, 10]. Until then, operating
under producer market conditions, higher educa-
tion institutions didn’t feel the need for marketing.
For centuries, universities provided educational
services only to those who met the conditions
required to act on the supply. In this way, the
marketing activity of universities was centered on
the product, i.e. identifying the value of supply
potential without making significant efforts to
attract students. This state of affairs was encoura-
ged also by the fact that higher education was
funded by the government.

With the increasing variety of institutions,
supply diversification and promotion of the new
management model oriented towards entrepre-
neurship and autonomy, the emphasis in marke-
ting activity moves from supply to demand, i.e.
from focusing on product to focusing on consu-
mer. As a result, the student is treated as consu-
mer, education — as service and education insti-
tution — as service provider in a competitive
market. [14] Analyzing this evolution Ph. Kotler
and K. Fox highlight three stages in the deve-
lopment of higher education marketing: “marke-
ting is not necessary”, “marketing as promotion”,
“marketing as positioning” [7, p.11].
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diverse abordari ce au drept scop delimitarea
continutului principalelor concepte cu care se
opereaza. Astfel, Ph. Kotler si K. Fox (1995) si
B. Davies si L. Ellison (1997) trateaza marketingul
educational ca fiind un mijloc prin care institutiile
de invatamant urmaresc facilitarea schimbului de
valori cu grupurile-tintd vizate. Aceastd abordare
a marketingului, desi este frecvent intilnitd in
practicd, este mai degrabda o expresie a orientarii

D. Pardey (1991), I. Evans (1995) s.a., la
randul lor, plaseazd in centrul preocuparilor de
marketing necesitatea identificarii si satisfacerii
nevoilor consumatorilor din institutia de inva-
tamadnt. Impartasind aceeasi idee, autorii rusi
A.P. Pankruhin (1995), A.P. Egorsin s.a. (2001),
N.V. Tihomirova (2002) se implica in comple-
tarea acestor definitii prin extinderea categoriilor
de public ale caror nevoi institutia urmeaza sa le
satisfaca: indivizi, institutia de invatimant, bene-
ficiari de fortd de munca, societate.

Sinteza numeroaselor abordari ale marke-
tingului educational, prezentate in publicatiile
stiintifice nationale si internationale, permite
evidentierea unor aspecte comune:

e Marketingul este perceput ca un sistem de
gestiune a activitatii institutiilor de inva-
tamdnt constand n cercetare, proiectare,
implementare si control;

o Marketingul presupune schimbul de valori;
Marketingul asigura orientarea institutiei
de Invatamdnt cdtre nevoile pietei §i
modalitatile de satisfacere a acesteia;

e Este luatd 1n considerare diferenta de inte-
rese ale beneficiarilor, impunand necesi-
tatea adaptarii ofertei cerintelor indivi-
duale si de grup;

e Locul central, in activitatea de marketing a
institutiilor de invatamant, ii revine consu-
matorului final.

Generalizand, marketingul educational poa-
te fi definit drept 0 conceptie de gestiune a acti-
vitagii institutiei de invatamant, orientatd spre
identificarea i satisfacerea nevoilor si dorintelor
grupurilor-tintd, prin proiectarea, stabilirea pre-
tului, promovarea §i furnizarea de programe §i
servicii educationale competitive §i realizarea, pe
aceasta cale, a obiectivelor individuale si orga-
nizationale.

Tn literatura de specialitate, marketingul,
deseori, este interpretat ca fiind o filosofie, un mod
de gandire al organizatiei, potrivit céruia punctul
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In the last three decades the theorists’
interest in educational marketing has generated
different approaches to distinguishing the main
concepts to operate with. Thus, Ph.Kotler and
K.Fox (1995) and B. Davies and L. Ellison (1997)
view educational marketing as a means by which
educational institutions intend to facilitate the
exchange of values with target groups. This
approach to marketing, although being common in
practice, is rather an expression of sales oriented
activity of educational institutions.

D. Pardey (1991), I. Evans (1995) and
others, in their turn, focus marketing on the need
to identify and meet the needs of the consumers
of educational institution. Sharing the same idea,
the Russian authors A.P. Pankruhin, (1995),
A. P. Egorshin and others (2001), N.B. Tihomirov
(2002) complement these definitions to expand
the public categories whose needs the institution
is going to satisfy: individuals, educational insti-
tution, beneficiaries of labour force, society.

The synthesis of numerous approaches to
educational marketing presented in national and
international scientific publications enables to
highlight some common features:

e marketing is viewed as a system of educa-
tional institutions management consisting
of research, design, implementation and
control;

o marketing involves the exchange of values;

e marketing ensures the orientation of educa-
tional institution toward market needs and
the ways to satisfy them;

o there is taken into account the difference in
beneficiaries’ interests, requiring the need to
adjust supply to individual and group requi-
rements;

o the central place in marketing activity of
educational institutions is assigned to the
final consumer.

To sum up, educational marketing can be
defined as the concept of management of edu-
cational institution activity oriented towards
identifying and meeting the needs and desires of
the target groups through the design, pricing, pro-
motion and delivery of competitive educational
programs and services and achieving in this way
the individual and organizational objectives.
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de plecare in realizarea tuturor activitatilor 7l
constituie clientul. M. J. Etzel s.a. au identificat
trei conditii care fac posibild aplicarea acestei
filosofii de marketing n sectorul educational:

e concentrarea completa asupra necesita-
tilor beneficiarilor In procesul de dezvol-
tare al calificarilor si programelor care
satisfac aceste nevoi;

e necesitatea unui efort integrat de coordo-
nare pentru asigurarea concentrarii diver-
selor aspecte ale activitatii universitatii
asupra unei misiuni comune: cea de satis-
facere a nevoilor consumatorilor;

e orientarea spre rezultat. Tn termeni de
marketing, succesul, calitatea si intregul
rezultat al experientei universitare trebuie
sa fie determinate de masura in care insti-
tutiile de Invatdmant i satisfac pe consu-
matorii sdi [10, p. 567].

Potrivit lui F. Maringe, Tn procesul de im-
plementare a filosofiei de marketing, institutiile
de Invatamant superior sunt, deseori, puse in fata
a trei dileme. Prima este daca studentii trebuie
sa fie priviti in calitate de consumatori in per-
manenta. Tn acest sens, G. Sharrock demons-
treazd cd etichetarea studentilor drept consu-
matori slabeste gradul de perceptie al altor roluri
pe care acestia le preiau in viata cotidiana. El
descrie patru identititi ale studentilor, precum:
(1) consumatori, (2) clienti, (3) cetateni si (4) su-
biecti. Intelegerea necesititilor in schimbare ale
studentilor, in diverse ipostaze, poate contribui la
asigurarea unei satisfactii sporite a consuma-
torului [10, p. 567].

A doua dilema este, dacd institutia de inva-
tamant trebuie sa asigure satisfacerea tuturor
nevoilor si dorintelor consumatorului. Mai
multi autori pun la indoiald caracterul irevocabil
al expresiei ,,clientul intotdeauna are dreptate”.
Analizand acest subiect, M. Le Boeuf, W. G. Zik-
mund si D. Amico au ajuns la concluzia ca ,,chiar
dacd conceptul de marketing subliniaza orien-
tarea spre consumator, acest fapt nu inseamna ca
orice capriciu efemer al oricarui consumator
trebuie sa fie satisfacut” [10, p. 568]. S. O. Mi-
chael, la randul sau, contesta ideea ,,consume-
rism”-ului in forma pura in invatamant, invocand
ca studentul nu dispune de cunostintele si compe-
tentele necesare pentru a decide care trebuie sa
fie structura si continutul programelor educa-
tionale, standardele de calitate ce trebuie atinse
pentru formarea sa profesionala [12, p. 126-127].

In specialist literature in marketing is often
interpreted as a philosophy, a way of thinking of
the organization, according to which the custo-
mer is the starting point in carrying out all the
activities. M.J.Etzel and others identified three
conditions that enable the application of this
marketing philosophy in the education sector:

o full concentration on the needs of bene-
ficiaries in the development of qualifications
and programs that meet these needs;

e the need for an integrated effort of coor-
dination in order to concentrate different
aspects of the university activity on a
common mission: to meet the needs of con-
sumers;

e focus on result. In terms of marketing, the
success, quality and the end result of
university experience is to be determined by
the extent to which educational institutions
satisfy their customers [10, p. 567].
According to F.Maringe, when implemen-

ting marketing philosophy, higher education insti-
tutions are often faced with three dilemmas. The
first one is whether students should be regarded
as consumers continuously. In this regard
G. Sharrock demonstrates that labeling students as
consumers weakens the degree of perception of
other roles that they are assigned in everyday life.
He describes four identities of students, such as:
(1) consumers (2) customers, (3) citizens and
(4) agents. Understanding the changing needs of
students in various aspects can help to ensure
increased consumer satisfaction [10, p. 567].

The second dilemma is whether the edu-
cational institution should satisfy all the needs
and wants of consumers. Many authors question
the irrevocability of the phrase “the customer
is always right”. Having analyzed this subject
M. LeBoeuf, W. G. Zikmund and D. Amico con-
cluded that “even if the concept of marketing
emphasizes customer orientation, this does not
mean that any unreal whim of any consumer must
be satisfied” [10, p. 568]. S. O. Michael, in his
turn, challenges the idea of “consumerism” in its
pure form in education, mentioning that the
student does not have the necessary knowledge
and skills to decide on the structure and content of
curricula, quality standards to be met for their
professional formation [12, p. 126-127].
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In acelasi timp, nu poate fi neglijat faptul
ca procesul educational este unul interactiv, in
care studentilor le revine un rol important. In
plus, ei sunt vazuti in calitate de ,,co-producatori”
ai serviciilor educationale, contribuind, in mod
direct, la propria lor satisfactie, calitate si per-
ceptie a valorii, fiind, astfel, responsabili si de
calitatea rezultatului final [9, p. 186]. In aceastd
ordine de idei, oferirea unor programe educatio-
nale, care ar ignora acest fapt, devine un exercitiu
de impunere.

A treia dilema se refera la ingrijorarea ca,
prin adoptarea unei orientari spre consumator,
puterea trece de la profesori la studenti.
S. V. Scott diminueaza frica acestui schimb de
putere, constatand ca aplicarea marketingului in
fnvatamantul superior nu implica neaparat un
transfer de putere de la profesori la studenti, ci o
schimbare de accente de la un Invatamant centrat
pe profesor la un invatdimant centrat pe student
[10, p. 568]. Invatimantul centrat pe profesor
presupune o abordare a educatiei ca produs,
accentul fiind pus pe livrarea, de catre profesor, a
unui produs finit, prefabricat, studentului reve-
nindu-i un rol pasiv In acest proces. Din pers-
pectiva invatamantului centrat pe student, educatia
este privita ca proces, in care studentului 1i revine
rolul de co-participant [15, p. 227]. Centrarea pe
student presupune un grad mai Tnalt de
individualizare si flexibilizare a relatiei prestator-
consumator, avand ca scop maximizarea nivelului
de satisfactie al studentului.

Teorii si modele de marketing educatio-
nal. Desi, importanta orientarii de marketing este
recunoscutd in mediul academic, elaborarea
programelor de marketing pe termen lung n
universitdti nu este o practica raspanditd. De
reguld, ele se concentreaza asupra unor actiuni
episodice orientate spre o anumitd parte a strate-
giei de dezvoltare a institutiei [4]. In opinia lui
F. Maringe, pentru a schimba aceasta stare a lucru-
rilor, marketingul nu trebuie privit drept un concept
pur corporativ, ci 0 modalitate de a ,strategiza”
sectorul in vederea atragerii consumatorilor.

In perioada conceptualizarii timpurii a teo-
riei marketingului educational au fost dezvoltate
cateva modele specifice. Astfel, B.Hardie a suge-
rat modelul celor trei ,,C”. El afirma ca, pentru a
dezvolta orientarea de marketing, institutiile de
invatamant trebuie sa manifeste (1) Cultura co-
respunzatoare, (2) Creativitate sporita si (3) Ca-
pacitate de a servi necesitatile consumatorilor
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At the same time, one cannot neglect the fact
that the educational process is an interactive
one with students having an important role.
Moreover, they are viewed as “co-producers” of
educational services, contributing directly to their
own satisfaction, quality and value perception,
being thus also responsible for the quality of end
result [9, p. 186]. In this context, providing curri-
cula that would ignore this fact becomes an
imposed task.

The third dilemma is the concern that by
adopting consumer orientation the power is
switched from teachers to students. S.V. Scott
diminishes the fear of power exchange, stating
that the application of marketing in higher educa-
tion does not necessarily involve the transfer of
power from teachers to students, but a change in
emphasis from a teacher-centered education to a
student-centered one [10, p. 568]. The teacher-
centered education involves the approach to
education as a product, the focus being on the
teacher delivering the finished processed product
with a student having a passive role in this pro-
cess. From the perspective of the student-centered
education, formation is viewed as a process in
which the student has the role of a co-participant
[15, p. 227]. The focus on the student implies a
higher degree of individualization and flexibility
of provider-consumer relationship, aimed at
maximizing the level of student satisfaction.

Theories and models of educational mar-
keting. Though the importance of marketing
orientation is recognized in academia, the deve-
lopment of long-term marketing programs in
universities is not a general practice. Usually they
focus on episodic actions oriented towards a
certain part of the institution development strategy
[4]. According to F.Maringe, to change this state
of affairs, marketing should not be viewed as a
purely corporate concept but as a way to “strate-
gize” the sector in order to attract consumers.

During the early conceptualization of edu-
cational marketing theory there were developed
some specific models. Thus, B.Hardie suggested
the model of the three “C”. He states that in order
to develop marketing orientation, educational
institutions must show (1) appropriate Culture, (2)
enhanced Creativity and (3) Capacity to meet the
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intr-o maniera noud, prin identificarea unor avan-
taje competitive si prin explorarea noilor forte
organizationale [10, p.569].

In aceeasi perioadi de timp, L.Gray
sustine cd demersul institutiei de invatamant
pentru o orientare durabild de marketing trebuie
sd includd urmatoarele activitati: (1) stabilirea
obiectivelor de marketing; (2) colectarea siste-
matica a informatiei de marketing; (3) dezvol-
tarea planului de marketing bazat pe cei 5P ai
marketingului; (4) implementarea si evaluarea
strategiilor si a tacticilor folosite [5].

Mai térziu, P. Curran sugereaza cinci stra-
tegii-cheie, care ar putea fi utilizate de depar-
tamentele universitare pentru sustinerea orientarii
de marketing. El a pledat pentru (1) sustinerea
managementului superior, (2) crearea structurilor
de servire a functiilor de marketing, (3) dezvol-
tarea unui program de training in marketingul
intern, (4) angajarea specialistilor In marketing si
(5) dezvoltarea unui sistem de premii pentru bune
practici de marketing [1].

Remarcabild pentru toate aceste modele,
este dorinta de a inrddacina ideea marketingului,
in scopul transformdrii Iui in concept propriu
sectorului educational.

Un alt model, care poate servi drept baza
pentru profilarea, orientarea strategica si dezvol-
tarea filosofiei de marketing in cadrul institutiei
de invatamant a fost propus de F. Maringe [10,
p-572]. Acest model are la baza patru principii
distincte: (1) Contextualizarea (Contextualisa-
tion), (2) Organizarea si coordonarea (Organiza-
tion and co-ordination framework), (3) Cerce-
tarea consumatorului (Researching the customer
interface) si (4) Dezvoltarea curriculumului
(Developing the curriculum). Aceste principii
sunt transpuse in diapazonul unor activitati
separate, dar interrelationate, reunite pentru a
adopta ideea marketingului si a deveni parte
componentd a procesului de planificare strategica
a universitatilor (figura 1).

Principiul contextualizarii porneste de la
ideea cd modelele de implementare a marke-
tingului nu sunt universale si nu pot fi replicate
de institutiile de Invatamant. Implementarea lor
este posibild doar in conditii de maxima sensi-
bilitate fatd de context, ceea ce solicitd univer-
sitatile — intelegerea profunda a mediului intern si
extern in care actioneaza.

needs of consumers in a new way by identifying
competitive advantages and by exploring new
organizational forces [10, p.569].

At the same time, L. Gray argues that edu-
cational institution approach to sustainable
marketing orientation should include the follo-
wing activities: (1) setting marketing objectives;
(2) systematic collection of marketing informa-
tion; (3) developing a marketing plan based on the
5Ps of marketing; (4) implementation and eva-
luation of strategies and tactics used [5].

Later, P.Curran suggests five key strategies
that could be used by university departments to
support marketing orientation. He pleaded for (1)
senior management support, (2) creating struc-
tures of serving marketing functions, (3) deve-
loping a training program in internal marketing,
(4) hiring marketers and (5) developing a bonus
system for best marketing practices [1].

The remarkable thing for all of these models
is the desire to root the idea of marketing in order
to transform it into the concept related to the
education sector.

Another model that can serve as a basis for
profiling, strategic orientation and development of
the marketing philosophy within the education
institution was suggested by F.Maringe [10,
p.572]. This model is based on four distinct prin-
ciples: (1) Contextualization, (2) Organization and
co-ordination framework, (3) Researching the
customer interface and (4) Developing the curri-
culum. These principles are translated into the
range of separate but interrelated activities, con-
solidated to adopt the idea of marketing and
become a component part of the process of the
university strategic planning (figure 1).

The principle of contextualization relies on
the assumption that marketing implementation
models are not universal and cannot be replicated
by educational institutions. Their implementation is
possible only in conditions of maximum sensitivity
to context, which requires from the universities a
deep understanding of internal and external
environment in which they operate.
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Figura 1. Modelul CORD pentru implementarea marketingului educational/
Figure 1. CORD model for educational marketing implementation
Sursa: adaptat dupa [10, p. 573] / Source: adapted from [10, p. 573]

Principiul de organizare si coordonare
vine sd solutioneze una din problemele men-
tionate in mai multe studii, precum ca marke-
tingul 1n invatamant este slab organizat si coor-
donat, se aplicd, de reguld, la nivel operational si
nu strategic, iar aplicarea sa este lipsitd de unele
principii  organizationale formale. Pentru a
conferi functiilor de marketing o prezentad mai
semnificativd, autorul propune crearea unei
structuri distincte, iar eforturile de marketing sa
fie gestionate de o echipa, fapt ce ar aduce la o
sinergie si schimb de idei.

Cercetarea consumatorilor permite insti-
tutiei atat proiectarea unui produs care reflecta
nevoile si dorintele consumatorilor potentiali, cat
si o pozitionare eficientd In raport cu concurentii
pe piata educationala.

Faza de dezvoltare cuprinde un algoritm al
planificarii curriculumului, care include studii,
testari si evaluari ca aspecte integrante ale acestui
proces [11, p. 7]. Ideea conceperii unor programe
de studii atractive, potrivit celor mai recente
nevoi si interese ale studentilor, constituie, apa-
rent, o filosofie in voga. In fapt, majoritatea publi-
catiilor din domeniul marketingului si invata-
mantului superior subliniaza ca aceastd orientare
este inevitabila pentru supravietuirea institutiilor
in conditiile unei piete competitive.
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The principle of organization and co-
ordination appears to solve one of the problems
mentioned in several studies such as the one that
marketing in education is poorly organized and
coordinated, is usually applied at operational and
not strategic level and its application lacks some
formal organizational principles. To make mar-
keting functions more significant, the author
proposes to create a distinct structure and that
marketing efforts to be managed by a team, which
would lead to synergy and exchange of ideas.

Consumer research enables the institution
to design the product that reflects the needs and
wants of potential customers, as well as the effi-
cient positioning with respect to the competitors
in the education market.

The development phase involves an algo-
rithm of curriculum planning that includes studies,
tests and evaluations as integral aspects of this
process [11, p. 7]. The idea of designing attractive
curricula according to the latest needs and inte-
rests of students is apparently a philosophy in
vogue. In fact, most publications in the field of
marketing and higher education emphasize that
this orientation is inevitable for the survival of
institutions in a competitive market conditions.
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Obiectivul satisfacerii maxime a nevoilor
pietei poate fi realizat prin aplicarea sinergica a
elementelor mixului de marketing. Modelul
mixului de marketing aplicat in domeniul edu-
cational presupune o analiza distincta, adaptata la
specificul acestei activitdti, a elementelor consa-
crate: produs, pret, distributie, promovare. Por-
nind de la natura produsului oferit de institutia de
invatimant, mai mulfi autori indica asupra
caracterului limitat al modelului traditional al
mixului (4P). Astfel, Ph. Kotler si K. Fox, adap-
tand modelul extins (7P) al mixului de marketing
la contextul educational, evidentiaza urmatoarele
elemente: program (Programme), pret (Price),
distributie (Place), promovare (Promotion), per-
sonal (People), proces (Processes) si ambianta
fizica (Physical facilities) [7, p. 276].

In conditiile unui mediu extrem de dina-
mic, in care isi desfasoard activitatea institutiile
de invatamant superior, modelele traditionale de
marketing nu mai sunt suficiente pentru a le
asigura succesul pe piatd. Pe masura evolutiei
teoriilor si modelelor de marketing in domeniile
conexe, se produc modificari in modul de
abordare a marketingului in universitati.

K. Judson si S. Taylor evidentiaza o serie
de diferente majore in abordarea timpurie
si contemporand a marketingului universitar
(tabelul 1).

The objective of maximum satisfaction of the
market needs can be achieved through the synergic
application of the marketing mix elements. The
marketing mix model applied in education involves
a thorough analysis adjusted to the peculiarity of
this activity of the consecrated elements: product,
price, place, promotion. Starting with the nature of
the product offered by the education institution,
most authors point to the limited character of the
traditional model of (4Ps) mix. Thus, Ph.Kotler and
K.Fox having adjusted the extended model (7Ps) of
the marketing mix to the educational context,
highlight the following elements: Programme,
Price, Place, Promotion, People, Processes and
Physical facilities [7, p. 276].

Under the conditions of an extremely
dynamic environment in which higher education
institutions operate, traditional marketing models
are no longer sufficient to ensure their success in
the market. The evolution of marketing theories
and models in related domains provides changes
in the approach to marketing in universities.

K. Judson and S.Taylor highlight a series of
major differences in early and contemporary
approaches to university marketing (table 1).

Tabelul 1/ Table 1

Diferente intre abordarea traditional si moderna a marketingului invitdméntului superior/
Differences between traditional and modern approaches to higher education marketing

Marketing traditional/
Traditional marketing

Marketing modern/
Modern marketing

1 2

3

Unitatea de schimb /
Exchange unit

La baza schimbului se afla bunul/
Exchange is based on product

Serviciul este baza schimbului /
Exchange is based on service

Rolul consumatorului/
Customer role

Consumatorul este destinatarul
bunurilor. Accentul se pune pe
furnizarea unui program de cali-
tate inaltd/ The consumer is the
recipient of the goods. The
emphasis is on providing a high
quality program.

Consumatorul este co-producator al
serviciului. Accentul se pune pe cola-
borarea cu studentii la co-producerea
serviciului educational/ The consumer
is the co-producer of the service. The
emphasis is on cooperating with
students to co-produce educational
service.

Rolul prestatorului/
Provider role

Crearea si livrarea valorii studen-
tilor sub forma unor cursuri rele-
vante si calitative/ Creating and
delivering value to students in the
form of relevant and qualitative
COUrses.

Co-producerea valorii in baza unor
relatii eficiente cu studentul/ Co-pro-
ducing value on the basis of effective
relationships with the student.
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1

2

3

Determinantul valorii/
Value determinant

Valoareca este determinata de
furnizor/ Value is determined by
the supplier.

Valoarea este determinatd de student
n baza ,,valorii in utilizare”/ Value is
determined by the student based on
the ,,value in us”.

Actiunile de
marketing/ Marketing
actions

Satisfactia studentilor, parintilor si
angajatorilor/ Students, parents
and employers satisfaction.

Dezvoltare personald prin instruire
continud; sporirea capitalului social/
Personal development through life-
long learning; increasing social
capital.

Scopul educatiei/ The
purpose of education

Oportunitati de angajare si per-
formantd/ Employment opportu-
nities and performance.

Dezvoltare personald prin instruire
continua; sporirea capitalului social/
Personal development through life-
long learning; increasing social
capital.

Stakeholderii primari/
Primary stakeholders

Studentii, parintii si angajatorii/
Students, parents and employers.

Studentii, parintii, angajatorii $i socie-
tatea/ Students, parents, employers

and society.

Limitele temporale/
Time limits

Termen scurt / Short- term

Termen lung / Long-term

Sursa. adaptat dupad [6, p. 53] / Source: adapted from [6, p. 53]

Analizand informatia din tabel, se poate
observa ca abordarea moderna a marketingului
educational schimba accentele de pe ,logica
dominanta a bunului” spre ,,logica dominantd a
serviciului”. Potrivit logicii dominante a servi-
ciului, serviciul educational este vazut ca proces,
in timp ce logica dominantd a bunurilor abor-
deaza serviciul ca iesiri ale institutiei de invata-
mant. Modelul traditional se bazeaza pe resursele
tangibile, valoare livrata si tranzactii. In opozitie,
modelul contemporan se concentreazd pe co-
creare de valoare, dezvoltare a relatiei si fideli-
zare a consumatorului.

Evolutiile in filosofia de marketing cu
referire la crearea valorii genereaza schimbari de
comportament la nivel de universitati, studenti si
societate, in ansamblu, in sensul accentuarii
rolului coparticiparii tuturor actorilor implicati in
procesul de prestare a serviciilor de invatamant.

Astfel, se poate afirma cad marketingul
universitar, tot mai mult, devine un marketing
holistic, demonstrind necesitatea unei abordari
mai cuprinzatoare §i mai coerente. Introdusa
in uz de consacratul autor Ph. Kotler, conceptia
de marketing holistic presupune ,,dezvoltarea,
proiectarea §i implementarea unor programe,
procese i activitati de marketing care isi
asumda amploarea proprie si interdependentele”

[8, p. 19].
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Analyzing the information in the table we
can see that the modern approach to educational
marketing switches the emphasis from “good-
dominant logic” to “service-dominant logic”.
According to service-dominant logic, educational
service is viewed as a process, while good-
dominant logic treats service as the educational
institution outputs. The traditional model is based
on tangible resources, delivered value and
transactions. In contrast, the contemporary model
focuses on co-creation of value and development
of consumer loyalty relationship.

Evolution in marketing philosophy regar-
ding value creation generates behavioral changes
at the level of universities, students and society as
a whole, in order to strengthen the role of co-
participation of all the actors involved in the
process of rendering educational services.

Thus, we can say that university marketing
is being increasingly transformed into holistic
marketing, demonstrating the need for a more
comprehensive and coherent approach. Introduced
in use by Ph. Kaotler, the holistic marketing con-
cept involves “the development, design and
implementation of marketing programs, processes
and activities that recognize the breadth and
interdependences” [8, p. 19].

According to the holistic marketing concept
educational service is viewed as a system with its
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Potrivit conceptiei de marketing holistic,
serviciul educational este vazut drept un sistem,
al carui fiecare element afecteaza eficienta intre-
gului proces. Comunicarea cu consumatorii se
bazeazd pe principiul cooperarii, realizandu-se 0
evaluare a nivelului si calitatii acestei comunicari
Cu toate partile interesate: angajatii universitatii,
studentii, parintii, angajatorii, statul. Experienta
aplicarii marketingului holistic demonstreaza ca
cooperarea si integrarea eforturilor tuturor parti-
cipantilor la procesul educational creeaza cea mai
mare valoare pentru consumatori [16].

Concluzii. Dinamismul cu care se dezvolta
mediul socio-economic, tot mai frecvent, obligd
institutiile de invatimant sa se adreseze marke-
tingului pentru a face fatd provocirilor. Insi
aceste transformdri nu par sa aprecieze evolutia
teoriilor §i practicilor de marketing, universitatile
adoptand modele bazate mai degraba pe ,,teorii
de marketing arhaice”. Tn plus, abordand con-
ceptul de marketing educational, literatura de
specialitate este axata, preponderent, pe transferul
teoriilor si modelelor de marketing din alte
domenii 1n Invatamantul superior, in loc sd fie
dezvoltate modele specifice sectorului. Tn lipsa
unor modele de marketing adaptate la circums-
tantele si contextele specifice institutiei de
invatamant, capabile sd faca fata provocarilor si
sd devind parte integrantd a strategiei globale a
institutiei, marketingul riscd sd ramana doar o
activitate ocazionald utilizatd ca mecanism de
solutionare a unor probleme curente.

every element affecting the overall process effi-
ciency. Communication with customers is based
on the principle of cooperation, evaluating the
level and quality of this communication with all
stakeholders: university employees, students,
parents, employers, government. The experience
of holistic marketing application demonstrates
that cooperation and integration of the efforts of
all the participants in the educational process
creates the highest value for customers [16].

Conclusions. The dynamic development of
social and economic environment makes educa-
tional institutions with ever increasing frequency
apply to marketing in order to face challenges.
But these changes do not seem to appreciate the
evolution of marketing theories and practices,
because universities adopt models rather based on
“archaic marketing theories”. Moreover, approa-
ching the concept of educational marketing the
specialist literature focuses mainly on the transfer
of marketing theories and models from other areas
in higher education instead of developing sector-
specific models. In the absence of marketing
models adjusted to the circumstances and the
contexts specific to the educational institution that
are able to face challenges and become an integral
part of the overall strategy of the institution,
marketing risks remaining to be only an occasio-
nal activity used as a mechanism to tackle some
current issues.
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