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NON-SYSTEMIC INCREASE THE
EFFECTIVENESS OF HIGHER EDUCATION
INSTITUTIONS IN THE DEVELOPMENT OF
MARKETING ACTIVITIES

Isomiddin Sidiqovich Yuldashov
Tashkent State University of Economics
Independent researcher

E-mail: isamiddinyuldashov@gmail.com

Abstract: This article examines the systematic development of marketing activities in private higher educational institutions
and explores ways to enhance their effectiveness. The study analyzes the characteristics of the educational service
market, contemporary marketing theories, and the marketing strategies implemented by private institutions. Surveys,
interviews, SWOT analysis, and statistical data were used to identify the strengths and weaknesses of current marketing
practices. Based on the findings, recommendations were developed regarding brand image building, extensive use of
digital marketing tools, and the adoption of innovative methods for attracting prospective students. The article provides
valuable scientific and practical insights aimed at improving the competitiveness of private higher educational institutions
and adapting advanced international experiences to local conditions.

Key words: private higher educational institutions, marketing activities, systematic development, effectiveness, brand,
digital marketing, student attraction.

Annotatsiya: Ushbu maqola xususiy oliy ta’lim muassasalarida marketing faoliyatini tizimli rivojlantirish va uning
samaradorligini oshirish masalalariga bag‘ishlangan. Tadgigotda ta’lim xizmatlari bozorining xususiyatlari, zamonaviy
marketing nazariyalari hamda xususiy oliy ta’lim muassasalarida qo‘llanilayotgan marketing strategiyalari tahlil gilingan.
Ofrganish jarayonida so‘rovnomalar, intervyular, SWOT-tahlil va statistik ma’lumotlardan foydalanilib, marketing
faoliyatining kuchli va zaif tomonlari aniglangan. Ushbu tahlillar asosida brend imijini shakllantirish, ragamli marketing
imkoniyatlaridan keng foydalanish, abituriyentlarni jalb etishning innovatsion usullarini joriy etish bo‘yicha tavsiyalar ishlab
chigilgan. Mazkur maqgola xususiy oliy ta’lim muassasalarining raqgobatbardoshligini oshirishga garatilgan ilmiy-amaliy
yondashuv sifatida ahamiyatlidir.

Kalit so‘zlar: xususiy oliy ta’lim muassasalari, marketing faoliyati, tizimli rivojlanish, samaradorlik, brend, ragamli marketing,
abituriyentlarni jalb etish.

AHHOTauus: B ctatbe paccmaTpuBaroTCH BOMPOCHI CUCTEMHOTO PasBUTUS MapKETUHTOBOW AESATENbHOCTM B YaCTHbIX
BbICLLMX 0Opa3oBaTernbHbIX YYPEXAEHUSX U NOBbILLEHUST €€ adhdeKTMBHOCTU. MMpoaHann3npoBaHbl 0COBGEHHOCTY pbIHKa
obpasoBaTtenbHbIX YCMyr, COBPEMEHHbIE MAapKETUHIOBbIE KOHLIEMUMU U MPUMEHAEMble B YacTHbIX By3ax cTpaTternv
npoaBwKeHns. B mpouecce uccnepoBaHWs MCMOMb30BaHbl OMPOCkl, MHTepBblo, SWOT-aHanu3 n cratuctuyeckue
[OaHHble, YTO MO3BOMMUIIO BbISIBUTb CUMbHbIE U CNiabble CTOPOHbI MapKETMHIOBON AeATENbHOCTU. Ha 0CHOBE NonyyYeHHbIX
pesynsratoB paspaboTaHbl pekomeHAauuuM no opmMupoBaHuio GpeHpa, pacLUMpEeHuto MCNoNb3oBaHWS LMEPOBOro
MapKeTMHra ¥ BHEQPEHWI0 MHHOBALMIOHHBIX METOA0B NpUBeYeHns abutypueHToB. CtaTbs NPeAacTaBnseT MPakTM4ecKyo
M Hay4HYl0 LEHHOCTb, HamnpaBfieHHYI0 Ha MOBbILIEHWE KOHKYPEHTOCMOCOOHOCTM YacTHbIX BbICLLUMX OBpasoBaTenbHbIX
YUYPEXOEHNN.

KrtoyeBble crioBa: 4acTHble BbiCLUME O6Gpas3oBaTernbHble YUYPEXOEeHWsl, MapKETUHIoBas [OesATerlbHOCTb, CUCTEMHOEe
pa3BuTue, 3hHEKTUBHOCTL, BPEHA, LIMGPOBOIN MAPKETUHT, MPUBIIEYEHNE aBUTYPUEHTOB.
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INTRODUCTION

Today, higher education has been increasingly intensified competition in the market. In the meantime, non-
higher education institutions the effective organization of their activities, the importance of marketing activities
to attract students and increasing the competitiveness of the market is increasing. Non-state institutions,
universities have the opportunity to work in economic and organizational conditions to more than more free,
although the full development and effective implementation of their marketing strategy will face many challenges.

Marketing activities of the institution where the applicants is not only to attract, but also to create the brand
image, improve the quality of service, allows you to establish effective internal and external communications.
Therefore, non-universities place great importance in the systematic development of marketing.

While systemic development of the institution’s long-term stability, permanent adaptation to market
requirements achieving greater interoperability and increase the quality of education it provides. The optimal
management of resources by increasing the efficiency of their marketing activities, institutions, and the
introduction of innovative services in order to meet the needs of students will be able to achieve great results.

In recent years, the market of educational services in the context of global competition and rapidly
developing non-murakkablashmoqgda increasingly the activities of higher education institutions. The success of
not only the quality of education in universities, but also strategic marketing efficiency also is associated with.
At the same time, the needs of the students, their use of modern communication tools to request information
and trends in the marketing activities will get requires a new approach to go with.

Non-organizational freedom, economic independence and their universities, although the biggest problem
for them — is the development and implementation of effective marketing strategy. In many institutions it is
not enough systematic marketing activities, resources tagsimlanmagan effective, and innovative approaches
are not sufficient. For this reason, to create the brand image of the institution, applicants will face difficulties
attracting and increasing their satisfaction.

Marketing activities are not only a means to attract students, but also the institution’s long-term development,
competitiveness and serves as an important mechanism for stability. Brand development, digital marketing tools,
effective communication system is established through the study of foreign experience and non-universities
can be taken out of his career to a new level.

Therefore, not only increase the effectiveness of marketing activities from a scientific perspective but
also from a practical aspect of non-systemic plays an important role in ensuring the development of higher
education institutions. Strategic marketing this research to increase the effectiveness of existing opportunities
to identify and eliminate defects by adapting to local conditions, practices foreign to non-aimed at increasing
the competitiveness of universities.

LITERATURE REVIEW

Marketing activities of non-systemic plays an important role in the development of higher education
institutions. The educational services market is developing rapidly in recent years, has been the severity of
the conditions of competition, this has been made more effective implementation of the marketing strategy of
universities.

Specific features highlighted in the scientific literature of marketing education institutions. And kotlet Kotlet
(2017) not only marketing a product or service to sell, but also to identify the requirements and needs of the
brand, the image formation can be seen as a means to effective communication with customers, it was noted that
the launch of. In educational institutions and the effectiveness of marketing to increase their competitiveness,
and plays a direct role in improving the quality of services to attract students.

Foreign scientific sources extensive coverage of methods for assessment of the effectiveness of strategic
marketing. For example, Saunders and others. (2019) digital marketing tools and social networks to attract
applicants have conducted studies on the effectiveness. At the same time, the creation of the brand in
educational institutions and the quality of services towards development can be achieved through a systematic
monitoring is agreed.

Local literature also non-marketing activities of universities in the actual coverage. Of the republic of
uzbekistan in the conditions of ganiev (2021) and Tursunov (2022) research non-development of marketing
strategies of universities enough, this poses a problem in the formation of the brand image and to attract
students point are recorded. In the meantime, they can develop effective marketing strategies through the
introduction of systemic institutions, it was noted that activity.

Architecture, associate professor irina Muxtorova (2022), as noted in the conditions of uzbekistan in the
system of higher education institutions and underdeveloped hinder the development of this activity is systematic
enough strategic marketing efficiency. In the meantime, Shodiyabonu Khodjayeva (2023) modern marketing
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approaches, the importance of the coverage of the process of creating a brand and transformative digital
marketing the role of holding meetings in the universities of competitive shows.

Gulnoza technique rakhimov (2021) management and marketing strategy through effective management of
resources otmning the integrated approach of research, and improve marketing effectiveness can be achieved
towards a systematic development is agreed. Nargizaxon kotelyva shamshiev (2022), while the marketing tools
and practical ways to increase their effectiveness in institutions of higher education makes a detailed analysis
of tatbiqgi. According to him, effective marketing strategies to ensure long-term stability of the institution, and
serves as a key tool in increasing the quality of education attract students.

Therefore, non-marketing activities in higher education institutions not only increase the effectiveness of
increasing the number of students, but also to create the brand image, extensive use of digital marketing tools,
ensuring the development of systems and improve the quality of service associated with it. Local analysis of
the studies shows that in the conditions of uzbekistan and practice them to develop a marketing strategy to
increase the competitiveness of introduction to institutions, the introduction of innovative services in order to
meet the needs of students and plays an important role. At the same time, the study of foreign experience to
adapt them to local conditions and creates an additional opportunity to increase the effectiveness of marketing
activities.

RESEARCH METHODOLOGY

The results of this research the main purpose of non-systemic institutions of higher education by increasing
the efficiency of marketing activities in encourage the development of the institution. In the process of research
and scientific-practical and empirical approaches were applied together status and strategic marketing,
effectiveness and studied the ways of its improvement.

Research in the theoretical literature, analysis of scientific articles and sources on the internet, and non-
marketing activities of universities, and the efficiency of its methods studied foreign experience. In the meantime,
SWOT-analysis using methods from institutions on the sides of strengths and weaknesses, opportunities and
threats identify and created the basis for the improvement of marketing strategies.

Empirical studies conducted within the framework of inquiries and interviews, and the students, the school
and the teachers to the price of the brand image and marketing activities studied. Using statistical analysis on
the results of marketing campaigns, the number of applicants, online courses and indicators for the analysis
of advertising was the use of tools. Also, the non-tatbiqi will monitor the effectiveness and practical strategic
marketing in selected universities.

Several research facilities in the conditions of uzbekistan as non-higher education institutions will choose
businesses and their marketing activity and its efficiency. Obtained on the basis of this methodology to analyze
the data, develop recommendations to increase the effectiveness of marketing. This approach is based on
the results of scientific research, production, marketing strategies and the assessment of non-allows you to
encourage the systematic development of universities.

ANALYSIS AND RESULTS

The results of the analysis, research, non-systematic development and increasing the competitiveness of
higher education institutions in their marketing activities is important. Inquiries that are obtained through data
analysis and interviews, the students and the institution and its brand image of the most important factors for
school choice. The majority of the respondent and non-Universities have noted that the quality of education
services and does not have enough information about this confirms the need of effective marketing strategy.
Statistical analysis the results of the analysis, digital marketing tools — social networks, online marketers and
through your web site to attract applicants through out the campaign much more effective. At the same time,
the institution of the marketing budget is often vague and systemic unauthorized if this reduces its efficiency.
SWOT-analysis of the institution through the strong side and was shown to directly interact with students as an
innovative educational services to offer. While the weaker side enough development, strategic marketing, and
brand image tagsimlanmasligi is associated with lack of effective resources.

Foreign experience when compared with non-digital approaches to the introduction of the marketing strategy
of the local universities, there is a need of modernization and wide. Interactive platforms attract applicants to
higher education institutions in europe and the usa, the virtual master classes, effective use of social networks
and online tests. Local conditions can significantly increase the efficiency of marketing activities while in the
implementation of such methods (1-picture).
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Marketing samaradorligini oshirish
yo'llari

2023 2024 2025 2026

Brend va imidjni
rivojlantirish 40% 55% T70% ik
Ragamli marketing

0, 0, 0, 0,
va ijtimoiy tarmoglar 35% 50% 65% ICORl

va e-learning

Abituriyentlarni 55% 65% 78% 80%
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1-picture. “Ways to increase the effectiveness of Marketing: 2023-2026 forecast”

On this basis, the analysis of the results of the analysis, non-marketing strategies to increase the number
of students in higher education institutions by improving the institution and the quality of services can improve
the development of the brand. Identify more efficient ways of marketing research as well as the following:
enhance the image of the brand, from the active use of the digital platform and social networks, the introduction
of innovative methods of attracting foreign applicants adapt to local conditions and practices.

The results shows that the marketing activities of the organization, systematic and effective non-sustainable
development of universities, and the quality of education is the key factor for competitiveness. At the same time,
the information obtained allows us to develop practical recommendations to the institutions on the basis of
research and analysis.

To increase the effectiveness of marketing among 2023-2026 years, the trends observed in the directions:
the year is 2023 and brand image in the field of development indicators was 40% in the year 2026, up to 85%
is projected to grow by. This side has the highest growth and is of strategic importance for the institution to
strengthen the brand image. Digital marketing and social networks grow quickly. The year 2023 35% in the year
2026 in the figure to reach 80% is forecast. This is a key tool in attracting a modern audience.

The area also has a high focus on to attract applicants. In the year 2023, 55% until the year 2026 figure
by 80% grow this strategic route ahamiyatdagi shows. Online courses and e-learning is important in increasing
the efficiency of the platform. The year is 2023 and 50% in the year 2026 in the figure by 75% is projected to
be delivered.

Marketing budget monitoring and direction shows the highest growth from 30% to 85% will reach. Strategic
priority to increase efficiency in this area and important task. The content and the feedback from students
is kept stable at a high level, the year 2023, 60% in the year 2026 in the figure of 80% is delivered. This is
important in increasing the quality of the service and the commitment of students.
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The biggest growth to the implementation of foreign experience shows (from 20% to 85%). The introduction
of this innovation is of strategic importance in the adoption of modern methods.

In general, a significant growth is observed in all directions between the years 2023-2026. The highest
growth: the introduction and marketing of international experience and budget monitoring. Maintain a high level
of stable direction: the students  satisfaction and feedback (table 1).

1-table. Marketing trends on efficiency and growth trends of in years 2023-2026"

Direction of marketing 2023 (%) | 2024 (%) | from 2025 (%) | 2026 (%) Growth (%)
Brand and image development 40 55 70 85 +45
Digital marketing and social networks 35 50 65 80 +45
to attract applicants 55 60 70 80 +25
online courses and e-learning 50 55 65 75 +25
and monitoring marketing budget 30 45 65 85 +55
students satisfaction and feedback 60 65 75 80 +20
the introduction of foreign experience 20 45 65 85 +65

2023-2026 years among non-marketing sustainable growth and significantly the spectrum of higher
education institutions is observed. The year 2023 in the field of brand and image development indicators was
40% in the year 2026 until 85% is forecast to reach. The image is able to grow and strengthen the institutions
in this direction is important in most high.

Digital marketing and social networks in 2023, the year of 35% from the figure in the year 2026 by 80% will
grow. This modern importance as a key tool in attracting the audience.

To attract applicants direction also in the center of attention at a high level, the figure is 55% to 80% from
grows. This is because of the strategic importance for the institution directly affects the number of entrants, and
financial reputatsion effective.

Online courses and e-learning is important in increasing the efficiency of the platform. The year 2023 in the
50% in the year 2026 figure 75% are projected to grow. The key to the development of online education and
innovative educational technologies in this direction.

The biggest marketing budget and the monitoring in the direction of growth shows: from 30% to 85%. In
this direction to increase productivity is important in the planning and control of marketing activities carried out
in the institution.

Students are stored in the content index is high and stable feedback: from 60% to 80%. This direction is
important in increasing the quality of the service and the commitment of students.

The biggest growth to the implementation of foreign experience shows (from 20% to 85%). The introduction
of this innovation is of strategic importance in the adoption of modern methods.

2023-2026 years among non-marketing activities of higher education institutions has shown sustainable
growth trends. See from the table and analysis, has been observed to grow substantially in all directions, steps
to improve the effectiveness of the marketing of that institution focused on the result.

In the field of brand and image development indicators from 40% to 85% has been projected to grow, this
route shows that the image is of strategic importance in the increasing competitive and strengthen institutions.
If the indicator also has a high growth digital marketing and social networks, the importance as a key tool in
attracting a modern audience.

The direction also significant at a high level to attract applicants, 55% to 80% from growth in the index
confirms the strategic importance of this route. Reputatsion effective for financial institutions and this has a
direct effect.

Online courses and e-learning is important in increasing the efficiency of the platform. The year 2023 in
the 50% in the year 2026 figure 75% is projected to grow to this and the introduction of innovative educational
technologies in the modernization of the education service shows that the main direction.

The biggest marketing budget and the monitoring in the direction of growth — from 30% to 85%. The
planning and control of marketing activities from the funds in this direction means that the effective use of
strategic importance.

The content and the direction of the feedback is kept stable at a high level students, from 60% to 80%
growth in the index is important in securing the commitment of students and the quality of the service.

1 Compiled on the basis of data” trends and forecasts for improving the effectiveness of marketing activities in non-governmental higher
education institutions in 2023-2026».
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The biggest growth to the implementation of foreign experience shows (from 20% to 85%) in this direction,
it is strategically important for institutions in the implementation of innovative and modern methods.

Developments in all directions shows the need for an integrated approach in the development of marketing
activities. Non-higher education institutions in the development of the marketing strategy of online platforms to
attract entrants, and strengthening the brand image and innovations such as the introduction of pay particular
attention to the links, you will be able to take out a high level of marketing effectiveness.

Marketing in the activities of institutions to identify priority areas on the basis of this analysis, targeted and
effective use of resources can work out ways to.

CONCLUSION AND RECOMMENDATIONS

The results of the research, non-competitive and increasing the systematic development of marketing
activity that is important of higher education institutions showed. Marketing strategies to attract applicants,
and the formation of the brand image has a direct impact in improving the quality of services, while also
ensures long-term stability of this institution. Needless research to determine that non-state institutions have
organizational and economic freedom more than universities, despite the fact that face many challenges in
the development of an effective marketing strategy and its implementation. Marketing strategy development
enough resources tagsimlanmasligi major challenges for institutions that produces effective and innovative
approaches for the time limit.

Marketing activities to increase the effectiveness of non-enhancing the brand image of universities, the
wide use of digital marketing tools and the implementation of innovative methods of involving the school, it is
necessary to pay special attention to. Also, adapting to local conditions and practice and the study of foreign
experience in the modernization of marketing strategies is of great importance. Marketing institutions and
marketing activities on a systematic basis to increase the budget allows efficient use of monitoring resources.
The implementation of these recommendations through non-universities can significantly increase their
competitiveness and achieve significant results in improving the quality of education services.
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