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JlumiomHa po6oTa MPUCBSYEHA MOCHKEHHIO TEOPETUYHHX 3acajl Ta MPAKTUYHHUX
IHCTpYMEHTIB (OpPMYBaHHS MapKETHHTOBOI CTpaTerii MiKHApOAHOTO IPOCYBaHHS OCBITHIX
MOCIIYT 3aKjiaay BHINOiI OCBITM Ha npukiagi OpecbKoro HaI[lOHATBHOTO EKOHOMIYHOTO

yaiBepcurery (OHEY). V po6oti mpoaHami30oBaHO OCHOBHI MiAXOAW O PO3pOOKH cTparerii
3ally4eHHs 1HO3EMHHUX CTYIEHTIB, y3arajJbHEHO TEHJACHIIi PO3BUTKY IIOOATBHOTO PUHKY BUIIOT
OCBITH, BHM3HAYE€HO BIUIMB IMQpOBI3alii Ha CHUCTEMY MIDKHApPOIHOTO MO3HMIIOHYBaHHS
YHIBEpPCHUTETIB.

[TpoBeneHo KOMIUIEKCHUH aHami3 MapkeTHHIoBoro cepenoBuina OHEY 3 BukopucTanuiaM
SWOT- ta STEP-ananizy, a Takox OIiHeHO €()EeKTHBHICTh MPUHUMAJIBLHOI KaMIaHii Ta piBEHb
KOHKYPEHTOCIPOMOXKHOCTI  3aKJIaay. 3arlpollOHOBAaHO HM3KY 3axO[iB WIOA0 IiJIBUIIECHHS
npuBaOIMBOCTI YHIBEPCUTETY [UIsi a0ITYpIi€HTIB, BKIIOYHO 31 CTBOPEHHSIM aHIJIOMOBHOTO
iH(hOopMaIifHOTO pecypcy, PO3MIUPEHHSIM MPUCYTHOCTI Ha MIKHAPOJHUX OCBITHIX Miardopmax,
YIOCKOHAJICHHSM U (POBOT KOMYHIKAMii Ta BOPOBAKEHHSIM JTUCTAHIIHHOTO HABYAHHSI.

Pesymnbratu nociimpkeHHsT MOXYTh OyTH BUKOpHCTaHi uis 3MinHeHHs no3unid OHEY na
MDKHapOIHOMY PUHKY OCBITHIX TIOCIIYT, 3 Ty4€HHS IHO3EMHHX CTY/ICHTIB Ta (POpMYBaHHS CTAJIOTO
IMIJKY YHIBEPCHTETY SIK BIIKPUTOTO i Cy4aCHOTO OCBITHBOTO LIEHTDY.
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This thesis is dedicated to the study of theoretical foundations and practical tools for
developing a marketing strategy aimed at promoting higher education services internationally,
using the case of Odesa National Economic University (ONEU). The paper analyzes key
approaches to attracting international students, summarizes current trends in the global higher
education market, and explores the impact of digitalization on the international positioning of
universities.

A comprehensive analysis of ONEU’s marketing environment was conducted using SWOT
and STEP methodologies, along with an assessment of the university’s admission campaign
performance and competitive positioning. A set of strategic measures has been proposed to
enhance the university’s attractiveness to applicants, including the creation of an English-language
website, expansion of presence on international educational platforms, improvement of digital
communication channels, and implementation of flexible online learning formats. The economic
feasibility of the proposed initiatives was calculated and confirmed, demonstrating a favorable
return on investment.

The findings of the study can be applied to strengthen ONEU’s standing in the international
education market, attract more foreign students, and build a sustainable image of the university as
a modern, globally engaged academic institution.

Keywords: marketing strategy, students, educational marketing, university promotion,
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