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FEATURES OF THE ISO QUALITY MANAGEMENT SYSTEM IN HIGHER EDUCATION 
Abstract. The article is an analysis of the main pro-

visions of the International Organization for Standardiza-
tion (ISO) are considered. The standards of ISO 9001, ISO 
9001: 2000, ISO 9001: 2015 and ISO 21001 have been 
analyzed. It has been determined that the introduction 
and use of the ISO quality management system will sig-
nificantly improve the management processes of the insti-
tution and improve the quality management efficiency. 

The use of ISO quality standards in higher education 
will improve the quality of services provided, increase the 
competitiveness of the institution of higher education, and 
in the global perspective - stimulate the development of an 
innovative society. 

ISO 9001: 2015 standards state that the use of a 
quality management system is a strategic decision for an 
organization that will enhance overall efficiency and pro-
vide a basis for innovation mechanisms for development. 
The ISO 9001: 2015 standard uses a process approach – 
"Planning-Execution-Check-Action cycle " (Plan-Do-Check-
Act) (PDCA) and the risk-based thinking approach is used. 

The basic principles of the ISO 21001 standard in-
clude: focusing on the needs of service users; leadership; 
the involvement of other people in the situation; use of 
process approach; continuous improvement; making deci-
sions solely on the basis of evidence. Having analyzed the 
standard of ISO 21001, one can conclude that it is more 
client-oriented and personalized and meets the modern 
requirements for educational institutions. It should also be 

noted that the requirements of ISO 21001: 2018 are gen-
eral and can be used in any organization, regardless of 
the type, size or delivery method, the main activity of 
which is study or qualification improvement. 

The main benefits of ISO 21001 standards are Edu-
cational Organizations - Management Systems for Educa-
tional Organizations - enhancing the effectiveness of the 
management system of educational institutions; constant 
monitoring of the compliance of the mission of the institu-
tion and management processes; meeting the needs and 
expectations of service users; an individual approach to 
learning is applied; opportunities for stakeholder partici-
pation are expanding; incentive to innovate. It can be 
noted that the main objective of ISO 21001 standards is 
to create an effective interaction between educational 
institutions and consumers of services. 

The use of ISO quality standards in higher education 
will improve the quality of services provided, increase the 
competitiveness of the institution of higher education, and 
in the global perspective - stimulate the development of an 
innovative society. 

Keywords: quality management system; ISO; quali-
ty management system in higher education; higher educa-
tion. 
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USAGE OF MARKETING APPROACHES IN MANAGING ACTIVITIES  

 OF UKRAINIAN HIGHER EDUCATIONAL INSTITUTIONS 
Abstract. During the period of radical socio-political 

and economic transformations, higher education reveals 
itself as a main factor determining the level of economic 
and social development of society. The article outlines 
problems of higher education taking into account labor 
market needs, and focusing on the necessity of supporting 
small and medium enterprises. 

It is pinpointed that business and higher education 
exist under the same conditions of dynamic social trans-
formations, therefore, they have to adapt to real condi-
tions of existence where the best adaptation is certified by 
non-state higher education institutions that are more 
flexible and mobile. This process is mitigated due to a 
contradiction between the training of specialists and the 
demand for them in the labor market. 

The article identifies strategic, long-term and short-
term tasks of institutions of higher education, as well as 
the means of their completion. It is emphasized that the 
main priorities of current education are based not on pure 
accumulation of knowledge, but on a quality training of 
graduates to ensure their independent living and acquir-
ing an ability to organize their jobs, and therefore, there is 
a need to move from curricula to educational programs. 

The study also determines peculiarities of the sys-
tem of higher education in Ukraine, as well as the ad-
vantages of private institutions of higher education in 
view of the intensification of a competition in the market of 
educational services. It is substantiated that ensuring 
high quality education in accordance with the require-
ments of state standards should be carried out taking into 
account national priorities. 

It is highlighted that development of an effective 
marketing strategy by educational institutions should be 
based on a classic strategic planning algorithm that con-
siders specific features of educational services. The stag-
es of the strategic marketing planning process of the edu-

cational institution are considered and analyzed. The 
factors that need to be regarded to provide the quality of 
the marketing plan are identified. 

It is underscored that among a set of marketing mix 
elements for educational services, the main emphasis is 
placed on marketing communications, which perform 
informative, popularization and image functions. It is 
proved that all marketing communications means of high-
er education institutions are characterized by their own 
peculiarities and simultaneously are closely interrelated, 
therefore, such integration of marketing communications 
allows to form a clear, consistent and convincing under-
standing of the image of the higher education institution 
and its services. 

It is substantiated that for educational institutions to 
function effectively it is necessary to take into account a 
situation not only in the domestic, but also in the foreign 
market of educational services. That is why it is important 
to use complex means of marketing communications. With 
this in view, their features are outlined. 

It has been established that in the context of the cri-
sis situation in Ukraine, the essential tool of marketing 
communications are exhibitions, which provide an oppor-
tunity for personal contacts with future consumers of 
educational services and interested individuals. The es-
sence of the educational exhibitions is determined and the 
advantages of using exhibitions are revealed. 

Keywords: higher education institution; marketing 
communications; exhibition activity; market of educational 
services; management of educational institutions; quality 
of education; state standards. 
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