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Kpamigikauiiina poboTa Ha 3400yTTsS OCBITHBOrO CTymeHsi OakanaBpa 3i cmemianbHocTi 075
«MapKeTHHI» 33 OCBITHBOIO IPOrpaMOr0 MapKeTHHT Ta MapPKETHHI Ta Mi>KHAPOIHA JOTICTHKA.

Opnecwkuil HalllOHANTBHUN eKOHOMIYHMH yHiBepcuteT. — Opeca, 2025.

Y po0OoTi pO3TIANAIOTECS aKTyalbHI acCleKTH ITO3WI[IOHYBaHHS 3aKjadiB BHINOI OCBITH Ha
Cy4acHOMY PUHKY OCBITHIX IMOCIYT, 30Kpema Ha npukiagi OnechbKoro HalioHaJbHOTO €KOHOMIYHOTO
yHiBepcuTeTy. [lOCHiIpkeHO TEOpeTHYHI OCHOBH MOHATTA NO3WULIOHYBAaHHS, WOTO 3HAYEHHS IS
(dopMyBaHHS KOHKypeHTOCIpoMokHOTro 00pa3dy 3BO, a TakoXX B3a€MO3B’S30K MO3UI[IOHYBaHHS 3
MOHATTSAMU OpEHIY, IMIKY Ta MApKETHHTOBOI cTpaTerii. OxapaKTepr30BaHO KIFOYOBI eTarmu (OpMyBaHHS
MO3HLIIOHYBaHHS B OCBITHIH cepi, BHOKPEMJIEHO OCOONMBOCTI MO3MIIOHYBaHHS Ha PI3HUX eTamax
JKUTTEBOTO IIUKIY OCBITHROTO TMPOAYKTY. llpoBemeHo anami3 3aralbHOSKOHOMIYHHMX TTOKa3HHUKIB
IisTbHOCTI OJIECHKOTO HAIIOHATBHOTO €KOHOMIYHOTO YHIBEPCHTETY, O0XapaKTEPHU30BAHO HOTO OCBITHIO
NPOMO3UIIiI0, KOMYHIKallifHy TONITHKY Ta IMi/PKeBi XapaKTepHCTHKH. TakoK 3OiCHEHO OLIHKY
KOHKYPEHTHOTO CEpElIOBHIA YHIBEPCHTETY, BH3HAYEHO WOTO TOJIOBHI KOHKYPEHTHI IE€peBarn Ta
nmoOymoBaHO 0OaraTOKyTHHK KOHKYpPEHTOCIIPOMOKHOCTI JJIsi Bi3yamizallii CHIBHHX 1 CIa0KAX CTOpiH
no3utionyBanHs 3BO MOpIBHSIHO 3 OCHOBHMMHM KOHKypeHTamH. Ha OCHOBI pe3ynbTaTiB IOCITIIKECHHS
3alPOMIOHOBAHO PEKOMEHAALIT 1010 yI0CKOHaeHHs cTparerii no3utionyBanHss OHEY 3 ypaxyBanHsSM
CydJacHHUX TEHJIEHIIill pUHKY, OUiKYBaHb IIIbOBUX ayTUTOPiH i mOTped abiTypieHTIB.

Kntouoei cnosa: MapkeTWHT, TIO3WIIOHYBaHHS, OpEHI, PHHOK OCBITHIX  IIOCIHYT,
KOHKYPEHTOCITPOMOKHICTh, CTPATErisl TO3UI[IOHYBaHHS.
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The paper examines current aspects of positioning higher education institutions in the modern
market of educational services, in particular, using the example of Odessa National Economic University.
The theoretical foundations of the concept of positioning, its importance for the formation of a competitive
image of a higher education institution, as well as the relationship of positioning with the concepts of brand,
image and marketing strategy are studied. The key stages of the formation of positioning in the educational
sphere are characterized, the features of positioning at different stages of the life cycle of an educational
product are highlighted. The analysis of general economic indicators of the activities of Odessa National
Economic University is carried out, its educational offer, communication policy and image characteristics
are characterized. The university’s competitive environment is also assessed, its main competitive
advantages are identified and a polygon of competitiveness is built to visualize the strengths and
weaknesses of the HEI’s positioning compared to its main competitors. Based on the results of the study,
recommendations were proposed for improving the ONEU positioning strategy, taking into account current
market trends, the expectations of target audiences, and the needs of applicants.

Keywords: marketing, positioning, brand, educational services market, competitiveness,
positioning strategy.




