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The Marketing Approach
and Success Factors

in the Performance

of Educational Organizations

MapKkeTHHT KaK B3IJIsi/] Ha 00BEKT, Ipo-
HecC M pe3yabTarbl JESTEIbHOCTH C TOUYKH
3peHUsl KJIMeHTa. MapKeTHHIOBbIE HCCIe-
JIOBaHUSI — HHCTPYMEHT OOparHoil CBs3n
U u3ydeHus kiumeHta. UMumk U dakropsl,
BIHMSIFOLIME Ha ero popmupoBanue. [Icuxomno-
IMYECKHE aCHeKThl BHEOHKETHOW JIesTesb-
HOCTH Kak cpeictBa (HOPMHUPOBAHUSI MapKe-
THHTOBOTO MbIlUIeHHs. DaKToOphl ycrexa U
(OKyC KOHKYPEHIIMH MPOSBIISIOT KIHOYEBbIC
(hakropsl yciexa OY. O0 3TOM JTaHHAS CTATHSI.

Marketing as a view of the object, process
and outcomes of performance from the custom-
er’s point of view. Marketing research as a tool
of feedback and customers’ research. Image and
factors influencing its formation. Psychological
aspects of non-budgetary activities as a means
of forming marketing thinking. Success factors
and competition focus show key success factors
of an educational organization.
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