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IHasimka /I.B. «IloBeninka cno:kuBa4viB Ha PUHKY OCBIiTHIX NOCTIyD»
Ksamidikariiina podoTa Ha 3100y TTs OCBITHBOTO CTYIICHsI OakaiaBpa 31 crnerianbHocTi «075 MapKkeTuHr
3a OCBITHBOIO MPOTPamMor0 « MapKeTHHT 1 Mi>KHApOIHA JIOTicTUKA». — OJeChKUI HAIllOHATHHIHA
eKoHOMIuHuH yHiBepcuteT. — Oneca, 2025.

KBamidikamiitna poboTa ckiagaeTscsi 31 BCTYIy, TPhOX PO3ILTIB, SKI MICTATH B c001 BiciM
TiIPO3/1TiB, BUCHOBKIB Ta CIIMCKY BUKOPUCTAaHUX Jykepen 3 40 HalimeHyBaHHsAMU. PoOoTa HapaxoBye 25
pHUCYHKIB Ta 14 Tabaub.

Y po6oTi po3rasaaloThCs TEOPETUYHI aCTICKTH TOBEIIHKY CTIOKHUBAYIB 3 ypaxyBaHHSIM YHHHUKIB,
10 BIUIMBAIOTh HAa XHI CHOXKUBYI IepeBaru Ta BUOIp, MPOBOIUTHCS aHai3 OCHOBHHUX TEOPETUYHHMX
MIIXOMIB 10 11 MOJEITIOBAaHHs, a TaKOX BUBYCHHS crenudikd MOBEAIHKHA CIOXXKHBAdiB came y cdepi
MOCIYT BHIIOi OCBITH.

[IpoananizoBaHo exoHOMIYHY AisibHICTE Y «Opecbkuil  HalliOHATbHUNH — €KOHOMIYHHIA
VHIBEPCHTET», JIOCHI[DKEHO OCOOJIMBOCTI WOr0 BHYTPINIHBOTO Ta 30BHIMIHBOTO MAapKETHHTOBOTO
cepeloBHIA. Y MeKax MPAKTUYHOI YaCTUHU POOOTH MPOBEAEHO EMITIPUYHE JOCIHIKEHHS MOBEIIHKH
CTOXHMBAYiB HA PUHKY OCBiTHIX mociyr Ha npukiaai Y «OHEY» 3 BUKOpHCTaHHSIM METOIy OHJIalH-
ONMMUTYBAHHS, IO JAJI0 3MOTY BUSBHTH OCHOBHI MOTHBH BHOOPY OCBITHBOI'O 3aKJIaqy Ta YAHHUKH, SIKi
BIJIMBAIOTH HA MPUHHATTS PillIeHb MOTEHIIHHIUMHE a0iTypi€HTaMHU.

3arponoHOBaHO MPAKTHYHI PEeKOMEHAIi 1010 MiJABUIICHHS MPECTHXKY 3aKiIaay BHUILOI OCBITH
[UIAXOM YAOCKOHAJCHHS IMIJKEBOi MONITHKH, 3 aKIEHTOM Ha MOJIMIIEHHI BHYTPIUIHBOTO 1MIiJIKY
VHIBEPCHTETY SK OCHOBH JUIsl ()OPMYBaHHS CTIHKOTO TO3UTHBHOTO CIPHUHSITTS 3 OOKY 30BHIIIHBOT
ayuTopii.

Knwuoei cnoea: noBeniHKa CIIOKMBAYIB, CIIOKMBYA IMOBENIHKA, PUHOK OCBITHIX IOCIYT, BUOIp
BUIIO1 OCBITH, BUOIp YHIBEpCUTETY, IMIDK 3aKiIaay BHILIOI OCBITH, IMIIK YHIBEPCUTETY, MapKETHHT
OCBITHIX HOCTYT.

ANNOTATION

Pavlyka D. Consumer Behavior in the Educational Services Market
Qualifying work on obtaining a bachelor's degree in the specialty «075 Marketing » for the educational
program «Marketing and International Logistics ». - Odessa National Economics University.— Odessa,
2025.

The qualification work consists of an introduction, three sections, which contain eight subsections,
conclusions and a list of sources used with 40 names. The work includes 25 figures and 14 tables.

The work considers theoretical aspects of consumer behavior, taking into account factors that
influence their consumer preferences and choices, analyzes the main theoretical approaches to its
modeling, and studies the specifics of consumer behavior the educational services market.

The economic activities of the State Educational Institution "Odessa National Economics
University" are analyzed; the features of its internal and external marketing environment are investigated.
Within the practical part of the work, an empirical study of consumer behavior in the market of
educational services was carried out on the example of Odessa National Economics University using the
online survey method, which made it possible to identify the main motives for choosing an educational
institution and factors that influence decision-making by potential applicants.

Practical recommendations are proposed for increasing the prestige of a higher education
institution by improving its image policy, with an emphasis on improving the university's internal image
as a basis for forming a sustainable positive perception from an external audience.

Keywords: consumer behavior, educational services market, choice of higher education, choice of
university, image of higher education institution, image of university, marketing of educational services.



