BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

339.138:37(478)

CONTINUTUL SI ROLUL
SUPORTULUI INFORMATIO-
NAL TN CADRUL MIXULUI
DE MARKETING DIN
INVATAMANTUL GENERAL

Drd. Lucia CASAP, ASEM
lucia.casap@gmail.com

Furnizarea informatiilor catre cetageni
reprezintd un instrument puternic pentru Tmbu-
natatirea serviciilor publice. Informatia detine
un rol dublu: de comunicare si de suport al
procesului decizional. A fi orientat spre marke-
ting denota ca principala sarcina a institutiei
este sa determine nevoile §i doringele pietei-tinta
si sa le satisfaca prin structurd, comunicare,
preturi si livrare de programe si servicii viabile,
competitive si adecvate. In contextul declinului
demografic si implementarii modelului ,, banul
urmeaza elevul”, in Republica Moldova, au
aparut premise pentru dezvoltarea marketin-
gului educational. Asigurarea suportului infor-
mational, in procesul decizional si de comu-
nicare al mixului de marketing educational, are
un rol determinant in asigurarea atingerii
obiectivelor institutiilor. Eforturile suplimentare
de stabilire a unui canal bidirectional de
comunicare sunt cele care aduc o plusvaloare §i
mai considerabild.

Cuvinte-cheie: informatie, marketing edu-
cational, suport informational, mixul de mar-
keting, educatie.

JEL: M309.

Introducere

Analizele din domeniul marketingului
educational au evidentiat importanta calitatii
procesului educational, dezvoltatd intr-un mediu
concurential, necesara pentru dezvoltarea indi-
vidului si societétii din punct de vedere profe-
sional si uman [1, p. 58]. O orientare de marke-
ting presupune ca institutia este preocupata sa
identifice si sd satisfaca nevoile pietei-tintd prin
modul de organizare, comunicare, preturi, distri-
butie etc. [2, p. 23].

Existd o convingere larg raspandita, con-
form careia furnizarea informatiilor cétre ceta-
teni este un instrument puternic pentru imbuna-
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Providing citizens with information is a
powerful tool for improving public services.
Information has a dual role: communication and
support of the decision-making process. Being
marketing-oriented means that the main task of
the institution is to determine the needs and
desires of the target market and to satisfy them
through structure, communication, pricing and
delivery of viable, competitive and appropriate
programs and services. In the context of demo-
graphic decline and implementation of the ““mo-
ney follows the student” model, in the Republic
of Moldova appeared prerequisites for the deve-
lopment of the educational marketing. Providing
informational support in the decision-making
and communication process of the educational
marketing mix has a decisive role in ensuring
the achievement of the objectives of the institu-
tions. Additional efforts to establish a bidirec-
tional communication channel are those that
bring even a more significant added value.

Key words: information, educational mar-
keting, informational support, marketing mix,
education.

JEL: M39

Introduction

The analyses in the field of educational
marketing highlighted the importance of the
educational process quality, developed in a com-
petitive environment, required for the develop-
ment of individuals and society from a pro-
fessional and human point of view [1, p. 58]. A
marketing orientation implies that the institution
is concerned mainly with the purpose to identify
and meet the needs of the target market by
adjusting its structure, communication, prices,
distribution, etc. [2, p. 23].

There is a common belief that providing
citizens with information is a powerful tool for
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tatirea serviciilor publice. Acest lucru este deo-
sebit de raspandit in sectorul educatiei, unde
promotorii sustin ca informarea parintilor cu
privire la performanta scolard este esentiald
pentru imbunitatirea calitatii scolii. In cadrul
unui studiu realizat de expertii Bancii Mondiale
si Universitatii Harvard, se demonstreazd ca
oferirea informatiei privind rezultatele scolare au
influentat piata serviciilor educationale in Paki-
stan, conducand la o mai buna oferta pret-cali-
tate pentru parinti; prin scaderea preturilor in
randul institutiilor cu o calitate inaltd a servicii-
lor si o imbunatatire a calitatii Tn cazul servicii-
lor de o calitate scazuta [3, pp. 28-29]. Totodata,
studiile releva faptul ca disponibilitatea informa-
tiei, nu este neaparat corelata cu utilizarea aces-
teia 1n procesul decizional si cel de comunicare
[4, p. 3]. lar eforturile suplimentare de stabilire a
unui canal bidirectional de comunicare sunt cele
care aduc o plusvaloare mai considerabila.
Pentru a aduce aceastd noud dimensiune
in educatie, in contextul actualelor reforme ale
sistemelor de invatdmant la nivel mondial si, in
special, la nivel european, schimbarile demogra-
fice si necesitatea modernizarii sistemului edu-
cational, din 2013, in Republica Moldova, a fost
demarat un amplu set de reforme ale acestuia de
toate nivelurile. Reformele au fost focalizate, Tn
special, pe sporirea calitdtii si eficientei sistemu-
lui educational. Ultimele rezultate PISA au ara-
tat, pentru Republica Moldova, un salt semnifica-
tiv la toate cele trei sectiuni: stiinte, citire si mate-
matica, comparativ cu rezultatele anului 2009.

Stiinte/
Science
2009 413
2012 -
2015 428

improving public services. This is particularly
widespread in the education sector, where pro-
moters claim that educating parents about school
performance is crucial to improving the quality
of school. In a study conducted by experts of the
World Bank and Harvard University, demons-
trated how providing information on educational
outcomes have influenced educational services
market in Pakistan, leading to a better offer qua-
lity-price for parents; by lowering prices among
high-quality institutions and by improving qua-
lity in case of low-quality services [3, pp. 28-29].
At the same time, studies reveal that the availa-
bility of information is not necessarily correlated
with its use in decision-making and communica-
tion [4, p. 3]. And additional efforts to establish a
bidirectional communication channel are those
that bring a more significant added value.

To bring this new dimension in education,
in the context of the current reforms of educa-
tion systems worldwide and especially at Euro-
pean level, demographic change and the neces-
sity to modernize the educational system, in
2013, the Republic of Moldova has embarked on
an ample set of reforms of all levels. Reforms
have focused especially on enhancing the qua-
lity and efficiency of the education system. The
latest PISA results showed a significant leap for
the Republic of Moldova in all three sections:
science, reading and mathematics, compared
with 2009 results.

Citire/ Matematica/
Reading Math
388 397
416 420

Figura 1. Rezultate PISA Moldova/ Figure 1. PISA Results, Moldova
Sursa/ Source: Programme for International Student Assessment, 2015 [5, p. 39]

Acest proces a implicat nemijlocit si crea-
rea unor sisteme informationale, care au avut
drept scop major asigurarea factorilor de decizie
cu date relevante si actuale pentru stabilirea
obiectivelor, monitorizarea evolutiei indicatori-
lor stabiliti, dar si oferirii populatiei si altor

This process directly involved the creation
of informational systems which were aimed at
ensuring the decision-makers with relevant and
current data for establishing the objectives,
monitoring the evolution of the established indi-
cators, as well as providing the population and
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actori interesati informatii curente privind evo-
lutiile sistemului. In acest sens, la nivel national,
in toate institutiile de invatdmant general, a fost
implementat Sistemul Informational de Manage-
ment al Educatiei (SIME) [6]. SIME este un Sis-
tem Informatic de Management destinat mana-
gementului de date din sistemul educational.
SIME reprezinta un depozit de stocare a datelor,
procesare, analiza si raportare la informatiile din
domeniul educational: scoli, elevi, profesori si
personal auxiliar. Informatia din SIME este uti-
lizatd de citre reprezentantii Ministerului Edu-
catiei, Culturii si Cercetarii, ONG-urilor, cerce-
tatori, donatori si alti factori de decizie pentru
cercetari, politici, planificari, monitorizare si
evaluare si luarea deciziilor. Totodatd, aceasta
oferd managerilor de institutii un suport infor-
mational necesar procesului decizional si celui
de comunicare cu parintii.
Materiale si metode
Obiectivele acestei cercetari le constituie
descrierea continutului suportului informational
in marketingul educational din Republica Mol-
dova si determinarea rolului acestuia asupra
calitatii educatiei. Pentru realizarea acestui arti-
col, in prima etapd, au fost utilizate surse secun-
dare pentru documentare si fundamentare. Lista
bibliograficd este prezentata la finele documen-
tului. Ulterior, au fost colectate si analizate da-
tele primare. Datele utilizate sunt de natura cali-
tativa, pentru identificarea suportului informa-
tional in educatie si cantitativa, pentru determi-
narea impactului acesteia. Informatiile calitative
au fost colectate prin patru interviuri aprofun-
date semi-structurate. Datele cantitative au fost
accesate de pe Portalul ,,Date deschise despre
invatamantul general” http://sime.md:8080.
Pentru a analiza impactul suportului infor-
mational asupra calitatii educatiei, au fost anali-
zati o serie de indicatori educationali din anul
2013, cand a fost implementat SIME, pana in
anul 2016, ultimul an cénd informatiile au fost
disponibile public. Ulterior, a fost aplicata meto-
da regresiei si corelatiei.
Variabilele dependente testate au fost:
e Media la examenele de BAC;
e Media la examenele de absolvire a gimna-
ziului.
Acestea au fost analizate in functie de
variabilele independente:
e Timp;
e Participarea la proiectul ,,Scoala mea”.
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other stakeholders with current information on
system developments. In this respect, the Infor-
mation Management Education System (EMIS)
was implemented at national level in all general
education institutions [6]. An EMIS is a Mana-
gement Information System for data manage-
ment in the education system. EMIS is a data
warehouse, processing, analysing and reporting
on educational information on: schools, pupils,
teachers and support staff. Information from
EMIS is used by representatives of the Ministry
of Education, Culture and Research, NGOs,
researchers, donors and other policy makers for
research, policy, planning, monitoring and eva-
luation, and decision-making. At the same time,
it provides institutional managers with an infor-
mational support necessary for decision-making
and communication with parents.

Materials and methods

The objectives of this research are to
describe the content of informational support in
educational marketing in the Republic of Mol-
dova and to determine its role on the quality of
education. To write this article, at the first stage
were used secondary sources for documentation
and validation. The bibliographic list is presen-
ted at the end of the paper. Subsequently, the
primary data was collected and analysed. The
data used are of a qualitative nature to identify
information support in education and quantita-
tive, to determine its impact. Qualitative infor-
mation was gathered through four semi-struc-
tured in-depth interviews. Quantitative data
were accessed from the ““Open Data Portal on
General Education™ http://sime.md:8080.

To analyse the impact of informational
support on the quality of education, was analy-
sed a series of educational indicators since 2013,
when it was implemented EMIS, by 2016, the
last year when the information is publicly avai-
lable. The regression and correlation method
were subsequently applied.

The dependent variables tested were:

e Mean at BAC exams;
e Mean at Gymnasium Exams;

These were analysed according to the
independent variables:

o Time;
e Participation in “Scoala mea” Project.

The data were analysed with the statistical
package SPSS.


http://sime.md:8080/
http://sime.md:8080/
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Datele au fost analizate cu pachetul sta-

tistic SPSS.

Ipoteza 1: Reformele initiate in sectorul
educatie din 2013, inclusiv de oferire a accesului
la date, au contribuit la sporirea calitatii educatiei,
astfel si la dezvoltarea marketingului educational.

Ipoteza 2: Eforturile suplimentare de ofe-
rire a informatiei §i de comunicare sporesc
eficient al institutiilor §i al promovarii acestora.

Mixul de marketing educational clasic
si versiunea noua. Marketingul aplicat de catre
institutiile educationale prezinta similitudini
importante atat cu marketingul social, cét si cu
marketingul serviciilor. Astfel, rolul marketin-
gului educational, privit din perspectiva sociala,
se concretizeazd In acea valoare adaugata, pe
care institutiile din domeniu o ofera beneficia-
rilor sai. Din perspectiva serviciilor, in care se
urmdreste maximizarea satisfactiei clientilor prin
oferirea unor servicii educationale calitative,
care sunt intangibile, inseparabile, variabile si
perisabile, se vor aplica strategii specifice ale
mixului de marketing.

Tn conceptul mixului de marketing clasic,
sunt prezenti cei 4P: Produs, Pret, Plasament si
Promovare, extinderea conceptului dat la nive-
lul marketingului educational a impus si o extin-
dere a abordarii. Similar domeniilor serviciilor,
mixul de marketing educational variaza de la o
sursa la alta. Unele surse includ 5 P (L. Chung-
Kai si H. Chia-Hung) altele 7 P (J. vy [7, p. 4314],
P. Kotler [8]): Produs, Pret, Plasament, Promo-
vare, Personal, Proces (didactic) si Physical faci-
lities (Infrastructurd) [9, p. 17].

Sporirea concurentei implicd necesitatea
crescanda pentru managerii institutiilor de inva-
tamant, cunoasterea informatiei despre poten-
tialii sdi clienti, dar si despre mediul in care acti-
veaza si utilizarea acesteia in formularea strate-
giilor de marketing. Prezenta institutiei pe piata
inseamna, de fapt, evolutia acesteia in cadrul unui
mediu extrem de complex si aflat in permanenta
miscare. Aceste doud caracteristici ale mediului
de marketing impun institutiei preocupari cons-
tante de racordare informationala, de prelucrare
si analiza a datelor ce-i parvin, toate vizand fun-
damentarea corecta a unor decizii optime privind
raportarea ei la piata [10, p. 56].

Tn 2012, un grup de profesori din Iran, Tn
lucrarea Un nou mix de marketing educational:
cei 6P pentru Marketingul Scolilor Private din
Iran, au descris un nou mix de marketing educa-

Hypothesis 1: Reforms initiated in 2013 in
the educational sector, including access to data,
have contributed to enhancing the quality of
education and development of educational mar-
keting.

Hypothesis 2: Additional information and
communication efforts increase the effect of data
availability in the efficient management of
institutions and their promotion.

Classic educational marketing mixing
and the new version. The marketing applied by
educational institutions has important similari-
ties with both: social marketing and service mar-
keting. Thus, the role of educational marketing
viewed from a social perspective is the added
value that institutions in the field offer to their
beneficiaries. From the services perspective,
which aims to maximize customer satisfaction
by offering qualitative educational services that
are intangible, inseparable, variable and peri-
shable, specific strategies of the marketing mix
will be applied.

In the concept of the classic marketing
mix, the 4P: Product, Price, Placement and Pro-
motion are present, the extension of the given
concept to the educational marketing has impo-
sed an extension of the approach. Just like the
service domains, educational marketing mix
varies from one source to another. Some sources
include 5 P (L. Chung-Kai and H. Chia-Hung)
others 7 P (J. Ivy [7, p. 4314], P. Kaotler [8]):
Product, Price, Placement, Promotion, Person-
nel, Process (didactical) and Physical facilities
(Infrastructure) [9, p. 17].

Enhancing competition implies a growing
need of knowledge for managers of educational
institutions of their potential customers, and the
environment in which they work and how this
information is used in formulating marketing
strategies. The presence of the institution on the
market in fact means its evolution within an
extremely complex and constantly moving envi-
ronment. These two characteristics of the mar-
keting environment impose on the institution
constant preoccupations of information lin-
king, processing and analysing the data that
come to it, all of which aim the funding of opti-
mal decisions regarding its reporting to the
market [10, p. 56].

In 2012, a group of professors from Iran,
in their paper A New Educational Marketing
Mix: The 6ps for Private School Marketing in
Iran have described a new educational marke-
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tional format din 6P: Pret, Promovare si Produs
(din mixul traditional); si Profesori, Comuni-
carea Parinti-Profesori, Privilegii (noi identifi-
cati in cadrul cercetdrii). Pentru a ajunge la aces-
te rezultate, acestia au utilizat, ca punct de por-
nire, mixul de marketing educational traditional
format din cei 7P. Ulterior, prin consultari si
interviuri, au elaborat o lista de 21 de variabile
cu posibilitate de influentd a deciziilor de selec-
tare a institutiei educationale. Aplicand analiza
factoriald, acestia au ajuns la noul mix de mar-
keting educational — 6 P prezentat in tabelul de
mai jos [7, pp. 4314-4316].

ting mix, consisting of 6P: Price, Promotion and
Product (from traditional mix); and Professors,
Parent-teacher Communication, Privileges (new
identified in the research). To achieve these
ends, they have used as a starting point the tra-
ditional educational marketing mix in the format
of 7P. Further, through consultation and inter-
views, they have developed a list of 21 variables
with the possibility to influence the decision of
school selection. Applying factorial analysis,
they reached new educational marketing mix —
6P shown in the table below [7, pp. 4314-4316].

Tabelul 1/Table 1

Noul mix de marketing educational (6P) si factorii variabili ai acestuia/
New educational marketing mix (6P) and its variable factors

Valoarea indicatorului
CImEEmEiE B Factorii variabili/ Variable factors testlilw Cronbach_s
Components alpha*/ Factor loading
Cronbach's alpha*
Profesori/ Professors  |Reputatia academica a profesorilor/ Academic teacher 0.788
reputation '
Competentele profesorilor/ Teacher's skills 0.624
Comunicarea Comunicarea prin website-uri/ Communication with 0.808
\parinti-profesori website '
(CPP)/ Parent Teacher |{Comunicarea verbala (telefonica etc.)/ Interactive voice
N 0.780
Communication (PTC) |response
Interactiunile parinti-profesori (IPP)/ Parent Teacher
Y 0.601
Association
Produs/ Product Laboratoarele/ Training lab 0.825
Biblioteca/ Library 0.734
Taxa/ Legal tuition 0.724
Calculatoarele, suportul IT/ Computer facilities 0.626
Pret/ Price Existenta taxei de scolarizare/ Having installment tuition 0.832
Abordarea flexibila a taxei de scolarizare/ Flexible
- : 0.827
approach of tuition
Informarea detaliata privind taxa de scolarizare/
- - . g 0.655
Informing tuition detail
Promovare/ Promotion |Brosuri prin email/ Brochure via email 0.758
Brosuri printate/ Print brochure 0.713
Expozitii/ Expos 0.681
Privilegii/ Privilege Rata de promovare in examinarea finald/ Accepting rate 0.790
in final examination '
Rata de acceptare a absolventilor in universitati/
. - . : 0.775
Accepting rate in universities
Utilizarea popularitatii altor institutii (de colaborare)/
. . ’ o 0.626
Using popularity of another institution

Sursa: Un nou mix de marketing educational: cei 6P pentru Marketingul Scolilor Private din
Iran, Alipour M. et all [7, p. 4317]/ Source: A New Educational Marketing Mix: The 6ps for Private
School Marketing in Iran, Alipour M. et all [7, p. 4317]
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Suportul informational pentru noul mix
de marketing educational in Republica Mol-
dova. Odata cu implementarea, tot mai raspan-
dita, a principiului ,,banul urmeaza elevul”, a spo-
ririi mobilitatii studentilor/elevilor, ca efect al glo-
balizdrii si al autonomiei institutionale, se poate
observa presiunea crescandd asupra institutiilor
educationale de reconceptualizare a managemen-
tului. Institutiile sunt nevoite nu doar sd lucreze
intens Tn vederea oferirii unor servicii de calitate,
respectarii normelor in domeniu, dar si a promo-
varii intense, pentru atragerea studentilor/ elevilor.
Cele mai mari dileme ale acestui domeniu includ
limite de buget si un auditoriu absolut nou in fie-
care an — si odaté cu sporirea numarului de canale
digitale de marketing, promovarea unei institutii
devine efectiv complexa si necesita eforturi intr-un
mediu competitiv [11]. Informatia, in tot acest pro-
ces, este 0 componenta-cheie.

Procesul de implementare a SIME a dema-
rat in anul 2007 [12], prima runda-pilot de
colectare a datelor a avut loc in perioada 2011-
2012, iar, in 2013, SIME a fost adaptat si imple-
mentat in toate institutiile din invatamantul ge-
neral, dispunand de date dezagregate la nivel de
persoana. Acest sistem informational ofera tuturor
factorilor de decizie informatii curente despre
sistemul educational pentru facilitarea procesului
de luare a deciziilor. Actualmente, SIME dispune
de date privind:

e [Institutii: suprafata, numarul de cabi-
nete, disponibilitatea bibliotecii, numarului de
calculatoare etc. (componenta Produs a mixului
de marketing descrisd mai sus);

e Angajati: numarul, gradul didactic, ve-
chimea in munca etc. (componenta Profesori a
mixului de marketing descris anterior);

e Elevi: numarul, profilul acestora, note-
le, rata de promovare a examenelor pe trepte edu-
cationale etc. (componenta Privilegii a mixului
de marketing descrisa anterior);

Aceasta oferd, suplimentar informatiilor
colectate, date agregate privind performantele
scolilor 1n raport cu mediile pe raioane si tara.
Fisele, numite ,Fisa scolii”, sunt disponibile
anual, iar fiecare institutie trebuie si le faca
publice in incinta institutiilor.

e Figele scolilor: informatii privind nu-
marul de elevi in institutie, numarul mediu de
elevi raportat la un cadru didactic, mediile la
examenele de absolvire a claselor primare si
gimnaziale, precum si la BAC, dar si ratele de

Informational support for the new edu-
cational marketing mix in the Republic of
Moldova. With the increasingly widespread im-
plementation of the principle “money follows the
student”, increasing the mobility of students/ pu-
pils due to globalization, and institutional auto-
nomy, can be seen a growing pressure on educa-
tional institutions for reconceptualization of mana-
gement. Institutions need not only to work inten-
sively to provide qualitative services, comply with
the rules in the field, but also intensively promote
to attract pupils/ students. The biggest dilemmas in
this area include budget limits and a new audience
each year — and, with the increase in digital mar-
keting channels, promoting an institution becomes
truly complex and requires efforts in a competitive
environment [11]. Information throughout this pro-
cess is a key component.

The process of EMIS implementation star-
ted in 2007 [12], the first round of data collection
pilot took place in the period 2011-2012, and in
2013 EMIS was adapted and implemented in all
generally education institutions with disaggre-
gated data at the person level. This information
system gives all decision-makers current informa-
tion about the educational sys-tem to facilitate
decision-making. At present, EMIS has data on:

e |Institutions: area, number of cabinets,
availability of the library, number of computers,
etc. (Product component of marketing mix
described above);

o Employees: number, teaching degree,
length of service, etc. (Personnel component of
marketing mix described above);

o Pupils: their number, profile, grades,
promotion rate of exams on educational stages,
etc. (Privileges component of marketing mix
described above).

In addition to the collected information,
aggregated data on school performance in rela-
tion to rayon and country averages. Fact sheets,
called the “School Card”, are available annually,
and each institution should make them public
within the institutions.

e School Cards: information on the num-
ber of students in the institution, the average
number of students per teacher, the mean marks
for exams for primary and secondary schools, as
well as for the BAC, the promotion rates and
the expenses of the institutions, etc. (Promotion
component of the marketing mix described
above).
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promovare si cheltuielile institutiilor etc. (com-

ponenta Promovare a mixului de marketing
descrisa mai sus);

(salarii, investitii etc.), asigurdnd, in acest mod,
suportul informational pentru componenta Pret.

Rezultate si discutii. Pentru a determina -
dacd informatia disponibild a avut un impact :
asupra calitatii educatiei si implicit a contribuit -
la dezvoltarea marketingului educational, au fost -
analizate rezultatele elevilor privind urmatorii -
indicatori: rata de promovare a examenelor de -
bacalaureat si notele medii la BAC si examenele !
de absolvire a gimnaziului si testarea finald -
pentru invatamantul primar. Dupa cum se poate -

observa, evolutiile au o tendinta pozitiva.

e Allocations for each public institution

. are set centrally based on a formula, depen-ding
. on the number of pupils. The “School Card”

e Alocdrile pentru fiecare institutie pu- -
blica sunt stabilite la nivel centralizat in baza unei -
formule, in functie de numarul de elevi. ,Fisele :
scolilor” contin informatii privind modul in care :
acestia au fost cheltuiti pe diferite categorii -
- whether the available information had an impact
- on the quality of education and implicitly con-

contain information on how they were spent on
various categories (salaries, investments, etc.),
thus providing information support for the Price
component.

Results and discussions. To determine

tributed to the development of the educational
marketing, pupils’ results were analysed on the
indicators: the rate of passing the baccalaureate
examinations and the average grades for BAC
and the gymnasium graduation exams and final
testing for primary education. As can be seen,
developments have a positive trend.

100% 10,0
7.8 7,75 8,15 8,1 9,0
80% ® =—=C =0 8,0
6,64 6.8 6,7 6,78 7.0
60% y 6.63 6,65 o 6.0
) 5,0
0 0 86%
40% 68% 1% 82% o 431,8
20% 2,0
1,0
0% 0,0
2013 2014 2015 2016

Rata de promovare BAC/ BAC promotion rate

Media examen BAC/ Average grade for BAC exams

Media examen gimnaziu/ Average grade for gymnasium exams
==@=Media eval. final Inv. primar/ Average grade for primary testing

Figura 2. Media testiri/examene finale, rata de promovare a examenelor de BAC/
Figure 2. Average grades for testing/ final examinations, BAC exam and promotion
Sursa: www.sime.md:8080 [13] si Agentia Nationala pentru Evaluare si Curriculum [14]/
Source: www.sime.md:8080 8080 [13] and National Agency for Evaluation and Curriculum [14]

Rezultatele testate statistic, cu aplicarea -
ANOVA, denota o dependentd a acestora la :
examenele de bacalaureat gi la cele gimnaziale .
(r=0.07) de anul in care a fost facutad disponibila :
informatia (p<.05). Astfel, disponibilitatea date- -
lor influenteaza semnificativ rezultatele institu- -
tiilor. Cu toate acestea, rezultatele respective nu :
pot fi atribuite in totalitate disponibilitatii infor- :
matiei factorilor de decizie la nivel central, -
managerilor de institutii, dar si parintilor. Aceste -
eforturi au fost concretizate de alte initiative, de -
imbunatatire a sistemului de evaluare a elevilor, :
de perfectionare continud a profesorilor etc. ;

Statistically tested by applying ANOVA,
the results show a dependency of the results for
the baccalaureate and gymnasium examinations
(r = 0.07) by the year when the information was
made available (p <.05). Thus, the availability of
data influences significantly the results of the
institutions. However, these results cannot be
entirely attributable to the availability of infor-
mation to decision-makers at central level, insti-
tutional managers, and parents alike. These
efforts have been strengthened by other initia-
tives, improving the student assessment system,
continuing teacher training, etc. At the same
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Totodata, pand in anul 2014, institutiile dispu-
neau si utilizau informatiile disponibile pentru
un management cat mai eficient, activand, ntr-o
oarecare masurd constienti in conditii de
marketing educational. In pofida acestui fapt, un
element-cheie al mixului de marketing descris
mai sus lipsea in cele mai multe cazuri —
Comunicarea parinti-profesori (CPP).

time, by 2014, institutions had and used the
information available for a more effective mana-
gement, activating to some extent consciously in
terms of educational marketing. However, a key
element of the marketing mix described above
was missing in most cases — Parent-Teacher
Communication (PTC).

Tabelul 2/Table 2

Rezultate ANOVA, dependenta mediilor examenelor de BAC si absolvire a gimnaziului
de disponibilitatea datelor/ ANOVA results, dependence of average grades for BAC exam
and graduation of gymnasium on availability of data

Suma Media
patratelor/ df patratelor/ F /Sig.
Sum of Squares Mean Square
Media examen In cadrul grupelor/
BAC/ Average Between Groups 53.160 1 53.160| 106.009| .000
grad for BAC exam Tntre grupuri/
Within Groups 591.232| 1179 501
Total 644.393| 1180
Media examen In cadrul grupelor/
gimnaziu/ Average Between Groups 8.119 1 8.119| 21.862| .000
grade for gymna-  Tntre grupuri/
sium exam Within Groups 1471.703| 3963 371
Total 1479.822| 3964

Sursa: elaborat de autor/ Source: elaborated by the author

La sfarsitul anului 2013, inceputul anului
2014, in sustinerea reformelor initiate in educatie,
dar si in scopul asigurdrii sustenabilitatii actiuni-
lor intreprinse si maximizarii rezultatelor, organi-
zatia neguvernamentald Expert Grup, cu suportul
financiar al Bancii Mondiale a initiat proiectul
»Jcoala mea”. Misiunea proiectului o constituie
indemnarea cetatenilor la contribuirea, aldturi de
autoritatile nationale, regionale si centrale, la pro-
movarea unor servicii mai bune in educatie.
»Scoala mea” Indeamna cetatenii sa se informeze
despre bugetul si performanta scolii lor si s se
implice in crearea unor scoli mai eficiente, mai
transparente si mai bune. Proiectul prevede ca, pe
parcursul a cinci ani, 100 de scoli (céte 20 pe an)
sabilizare si participare — audieri publice, fise de
raportare etc. Prin intermediul acestora, proiectul
isi propune sa determine elevii, parintii, profeso-
rii, directorii, primarii etc. sa discute despre prio-
ritatile de dezvoltare a scolii [15].

e Prin acest proiect, este asigurata si cea de-

a sasea componenta a mixului de marke-

ting propus de grupul de profesori din Iran

— Comunicarea Pirinti-Profesori.

At the end of 2013, the beginning of 2014,
in support of the reforms initiated in education,
but also to ensure the sustainability of the actions
undertaken and the maximization of the results,
the non-governmental organization Expert Grup,
with the financial support of the World Bank,
initiated the “Scoala Mea” project. The mission of
the project is to urge citizens to contribute, to-
gether with national, regional and central autho-
rities, to promote better education services.
“Scoala Mea” urges citizens to learn about the
budget and performance of their school and to get
involved in creating more efficient, transparent
and better schools. The project envisages that
over 5 years, 100 schools (20 schools per year)
implement activities/tools for accountability and
participation — public hearings, reporting cards,
etc. Through these, the project aims to determine
students, parents, teachers, directors, mayors, etc.
to discuss the school development priorities [15].

e The sixth component of the marketing

mix proposed by the group of professors

from in Iran — Parents-Teachers Com-

munication is also ensured through this
project.
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Analiza dependentei dintre rezultatele in-
stitutiilor si implementarea celei de-a sasea com-
ponente a mixului de marketing — Comunicarea
Parinti-Profesori, releva faptul cd, in institutiile in
care au fost utilizate instrumente de implicare a
parintilor si altor factori interesati in activitatea
scolii, rezultatele la examene sunt mai bune.

7 6,94
6,9
6,8
6,7
6,6
6,5
6,4
6,3
6,2

6,67

Media examen de absolvire a gimnaziului/

Average grade for gymnasium exams

Da/Yes

The analysis of the dependence between
the results of the institutions and the implemen-
tation of the sixth component of the marketing
mix — Parents-Teachers Communication, reveals
that in the institutions that have been used tools
for involvement of parents and other stakehol-
ders in school activity, the outcomes are better.

6,62
6,48

Media examen BAC/ Average grade for
BAC exams

Nu/No

Figura 3. Mediile examenelor de BAC si de absolvire a gimnaziului in dependenta
de participarea la proiectul ,,Scoala mea”/ Figure 3. Average grades for final
gymnasium and BAC examinations, and participation in ’Scoala mea” Project
Sursa: Elaborata de autor/Source: Elaborated by the author

Cu toate acestea, testate statistic cu ANOVA,
rezultatele de mai jos releva ca aplicarea celei
de-a sasea componente a mixului de marketing —
Comunicarea Parinti-Profesori este corelata sem-
nificativ cu rezultatele examenelor de absolvire a
gimnaziului (p<.05), dar nu si a examenelor de
bacalaureat(p>.05).

However, statistically tested with ANOVA,
the results below show that the application of the
sixth component of the marketing mix — Parent-
Teacher Communication is significantly correla-
ted with the results of gymnasium graduation
exams (p <.05), but not with baccalaureate exa-
minations (p>.05).

Tabelul 3/ Table 3

Rezultate ANOVA, dependenta mediilor examenelor de BAC si de absolvire
a gimnaziului de participarea la proiectul ,,Scoala mea”/ ANOVA results, dependence
of average grades for BAC exam and graduation of gymnasium on availability
on participation in ”Scoala mea” Project

Media
Suma patratelor/ df patratelor/ F Sig
Sum of Squares Mean Square
Media examen BAC/ In cadrul grupelor/
Average Between Groups 1.646 1 1.646| 3.019| .083
grad for BAC exam  Tntre grupuri/
Within Groups 642.747| 1179 .545
Total 644.393| 1180
Media examen In cadrul grupelor/
gimnaziu/ Average  Between Groups 6.561 1 6.561| 17.648| .000
grade for gymnasium Tntre grupuri/
exam Within Groups 1473.261| 3963 372
Total 1479.822| 3964

Sursa: elaborat de autor/ Source: elaborated by the author
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Concluzii

Marketingul a aparut in sectorul educatio-
nal de curdnd, fiind mentionat, pentru prima
data, la nivelul invatimantului superior. Acesta
prezinta similitudini importante atit cu marketin-
gul social, cat si cu cel al serviciilor. Data fiind
similitudinea cu domeniul serviciilor, mixul de
marketing educational a fost dezvoltat in jurul
conceptului din domeniul serviciilor, anume,
prin cei sapte P: Produs educational, Pret, Plasa-
ment, Promovare, Personal, Proces didactic si
Physical facilities (Infrastructurd). Cu toate aces-
tea, in analiza conceptului de marketing, un
accent deosebit a fost pus pe latura sociald a
acestuia. Astfel, aplicat in invatimant, conceptul
de marketing afirma ca institutiile de invatdmant
ar trebui sa-si realizeze planificarea, considerand
si recunoscand faptul ca acestea existd, in primul
rand, in scopul furnizarii unui serviciu elevilor.

Odata cu schimbarile demografice si spo-
rirea concurentei, managerii institutiilor de inva-
tamant resimt o nevoie crescandd de informatii
pentru suportul decizional, dar si activitatea de
comunicare/promovare cu elevi, parinti si alti
factori implicati.

In urma cercetirilor, un grup de profesori
din Iran, au ajuns la un nou mix de marketing
educational format din 6P: Pret, Promovare si
Produs (din mixul traditional); si Profesori, Co-
municarea Parinti-Profesori, Privilegii (noi iden-
tificati in cadrul cercetdrii). Noul mix de marke-
ting educational include aspecte cu un accent mai
deosebit pe comunicare si privilegii, acestea fiind
puternic dependente de informatiile disponibile.

Analiza suportului informational al noului
mix de marketing educational pentru Invatdman-
tul general din Republica Moldova releva un
suport substantial pentru manageri atat din punct
de vedere decizional, cat si de comunicare, ince-
pand cu anul 2013, cand a fost implementat Sis-
temul Informational de Management al Informa-
tiei, In contextul unor reforme mai ample ale
sistemului educational.

Rezultatele analizelor statistice releva o
dependenta intre sporirea rezultatelor elevilor la
examenele de bacalaureat si de absolvire a inva-
tamantului gimnazial si anul cand informatia a
devenit accesibila. Cu toate acestea, reformele
intreprinse au fost mult mai ample. Astfel, este
imposibil de atribuit doar acestui factor cresterea
rezultatelor elevilor.

Complementar reformelor, din 2014, in
cate 20 de institutii anual, sunt implementate cu

Conclusions

Marketing has emerged in the education
sector recently, being mentioned for the first
time at the level of higher education. It has
important similarities with both: social and ser-
vice marketing. Given the similarity to the ser-
vice domain, the educational marketing mix has
been developed around the service concept,
namely the 7P: Educational Product, Price, Pla-
cement, Promotion, Personnel, Didactic Process
and Physical Facilities. However, in analysing
the concept of marketing, an emphasis was put
on its social side. Thus, applied in education, the
concept of marketing affirms that educational
institutions should carry out their planning, con-
sidering and recognizing that they exist prima-
rily for providing student services.

With demographical changes and increa-
sed competition, managers of educational insti-
tutions feel an increasing need for information to
support decision-making, but also communica-
tion/ promotion activities with students, parents
and other stakeholders.

As result of the research a group of Ira-
nian professors have come to a new educational
marketing mix of 6P: Price, Promotion and Pro-
duct (from the traditional mix); and Personnel,
Parents-Teachers Communication, Privileges
(new identified in the research). The new edu-
cational marketing mix includes issues with a
greater focus on communication and privileges,
which are heavily dependent on the information
available.

The analysis of the informational support
of the new educational marketing mix for gene-
ral education in the Republic of Moldova reveals
substantial support for decision-makers, as well
as communication since 2013, when the Educa-
tion Management Information System was im-
plemented in the context of wider reforms of the
education system.

The results of the statistical analyses re-
veal a dependence between the increase of the
results of the students in the baccalaureate and
gymnasium graduation exams, and the year
when the information became accessible. Howe-
ver, the reforms undertaken were much broader.
Thus, it is impossible to attribute only this factor
to the increase of pupils’ results.

Complementary to reforms, since 2014 in
20 institutions each year, are implemented with
the support of a NGO activities/tools of social
accountability — public hearings, report cards,
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suportul unui ONG activitati/ instrumente de
responsabilizare si participare — audieri publice,
fise de raportare etc., determinand elevii, parin-
tii, profesorii, directorii, primarii etc. sa discute
despre prioritdtile de dezvoltare a scolii. Astfel,
acest proiect asigurd si cea de-a sasea compo-
nentd a mixului de marketing propus de grupul
de profesori din Iran — Comunicarea Parinti-
Profesori. Rezultatele testelor statistice releva o
dependenta intre participarea institutiilor la acest
proiect si rezultatele elevilor la examenele de
absolvire a gimnaziului. Tn pofida acestui fapt,
nu existd o dependenta intre rezultatele elevilor
la BAC si implementarea in institutii a acestei
componente a mixului de marketing educational.
Motivele pentru acest fenomen necesitd o
analiza ulterioara.

etc. leading pupils, parents, teachers, directors,
mayors, etc. to discuss the school development
priorities. Thus, this project also assures the
sixth component of the marketing mix proposed
by the group of professors from in Iran —
Parents-Teachers Communication. The results of
the statistical tests reveal dependence between
the participation of the institutions in this project
and the results of the students at the gymnasium
graduation exams. However, there is no depen-
dence between BAC pupils’ outcomes and insti-
tutionalization of this component of the educa-
tional marketing mix. The reasons for this phe-
nomenon require further analysis.
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