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Abstract

The marketing of higher education is still a relatively new concept in many parts of the world, particularly in
Azerbaijan. Given that Azerbaijan has recently obtained its independence, it is important to investigate how
higher educational mstitutions in the country have adapted to the new circumstances and demands in the
sphere of education, since at the present time, each educational institution 1s expected to develop a
marketing strategy. An important part of a marketing strategy i1s a marketing plan or a written plan that
contains tactics and strategies, which an institution uses to attract and recruit students. This paper will discuss
the strategies used by Azerbajani universities in order to attract potential students.

To investigate this, face-to-face semi-structured interviews were used. In semi-structured interviews an
mterviewee has complete freedom in how to reply to the questions, as the main emphasis 1s on how a
respondent evaluates situations or events and on what an interviewee believes to be important or worth
explaining. Face-to-face semi-structured interviews are generally flexible and can have multi-strategy plans,
where an interviewer has independence in choosing the sequence of questions and the wording, as well as
the amount of time and attention given to each topic.
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Introduction

Additionally, this research followed the purposive sampling approach, aiming to select interviewees who could
provide the most relevant information about the topic under investigation (Yin, 2011) and who occupy relevant
positions within targeted institutions. The research targeted people responsible for, or somehow influencing,
university marketing strategies. Four people from each university were interviewed, including not only vice rectors
but also lecturers, rector’s advisors, and heads of departments. This sampling was implemented also in order to
attain farrness, which is when not only senior managers participate in a study (Bryman, 2011), but also other
members of the university staff.

All interviews were conducted either in the respondents’ personal offices or in vacant classrooms at the

universities. The average duration of each interview was approximately 50 minutes.

Future employers are regarded to be the real university customers, since they hire the university students, that is,
the educational products of the universities (Kotler and Fox, 1995). Additionally, employers usually evaluate the
quality of a programme and an institution’s prestige (Cubillo et al., 2006). This research, therefore, also includes
mterviews with several large employers in Azerbaijjan, aiming to answer the following research question:
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1)  What is the opinion of the potential employers regarding the quality of Azerbajjani graduates in various
sectors? Do the employers see a big difference in performance and soft skills between the graduates of Azerbagani

universities and graduates of foreign universities?

It should also be noted that this research will show whether the opinions of the university management coincide
with the opinions of the employers regarding the quality of university graduates and how ready the graduates are
for employment.. Such a study will allow us to see what is really happening in the higher education and
employment sectors of the country, compared to what is supposed to be happening in those areas, which 1s very

important during the current period of the development of the state.

The research included University O, which offers the following undergraduate programmes: Petroleum
Engineering, Chemical Engineering, and Process Automation Engineering. All respondents’ answers show that
University O targets the best candidates and implements the following promotional steps in order to attract them:
university representatives go to schools and distribute their brochures among pupils, TV commercials are
broadcast, and the university actively uses social media. The Vice Rector for General Affairs mentioned that they
see their students’ relatives and siblings take up places at University O in later years, which proves the
effectiveness of the unmiversity strategy and results in students’ loyalty and positive opinions shared by word of
mouth. However, this university does not have a central department of marketing, which defines the marketing

strategy of University O.

Next, University E is the biggest university, not only in Azerbaijan but also in the entire Caucasus region, that
offers a full range of economic specialties (which is the main strength of this university) including: Accounting,
Finances, Banking, Statistics, Organisation and Business Management, Taxation, International Economic
Relations, Marketing and Advertising, State Regulation of the Economy, and some other programmes. All
respondents from University E stated that the number one priority of the university is student satisfaction. As the
head of the marketing department states, the university marketing strategy includes short-term and long-term goals.
The short-term targets are student satisfaction and the establishment of a good reputation. At the same time, a
long-term goal of University E is inclusion in the list of the top international universities. The university plans to
achieve this objective mainly via research capacity, exchange programmes with established universities and
partnership with prestigious transnational corporations. The Vice Rector for General Affairs emphasised that
University E has never experienced any difficulties in recruiting students but right now it is imperative for them to
recruit the best or top-scoring students to the university.

University F that has six schools: School of Acting, School of Directing, School of Fine Arts, School of Music,
School of Cultural Studies and School of Arts. It 1s the only university in Azerbayan that offers a full range of
degrees and specialties in arts and performance (Gunesh, 2015). Around eight thousand undergraduate and
postgraduate students study there. Regarding University F, all interviewees were unanimous when emphasising that
the strongest marketing point of this educational institution is the fact that 90 per cent of famous actors,
performers, stage-directors, painters, and TV broadcasters in Azerbaijan are graduates of this University. “Our
graduates are our best advertisement” is the motto of the university. Regarding student recruitment, the Vice
Rector for International Relations emphasises: “As we are a creative university, we are more interested i talent
than in the educational achievements of our students. As we are a specific university, it would not be right for us to
go schools and convince the students to enter our umversity. Our enrollees are always people who have at least
some understanding of art and creativity because they all need to pass a performance exam, which needs some
kind of preparation”. The Vice Rector for Education and Humanitarian Affairs of University F stresses that
currently, when 1t comes to the marketing strategy of the university, the most important factor is student
satisfaction.

The study of graduate performance in various sectors included representatives of Big Oil, the Big Four, and
a local company working with Natural Compressed Gas. The results showed that Azerbaijani graduates are strong
in theory but weak in practice. However, this study included only six large employers in Azerbajjan. In order to

achieve more fairness and objectivity in the findings, it would have been better to interview ten or twelve
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employers of various industries, which would be a possible future research direction in this sphere. When it
comes to performance, many students think they will learn everything from the manufacturing process; however, it
leads to great financial losses, since nearly in all production spheres in the country the reverse amortisation
process takes place. This happens when new equipment breaks not long after purchase, but as time goes by, the
amortisation expenses reduce, as people learn how to use the equipment. For example, many graduate engineers
are unable to use modern equipment in various spheres of production and manufacturing, in particular in the
sphere of oil and gas processing. The main reason for this phenomenon is the absence of appropriate laboratories
with equipment at the universities; another reason is that university lecturers are completely cut off from the
manufacturing and production processes in the companies. In this respect, University O 1s planning to fill this gap,
at least in the o1l sector.

The data collected at University F and through the interviews with theatre artistic directors indicate that the two
have differing opinions about the quality of the graduates. Though University F considers itself to give many
opportunities to its students for the development of practical skills, employers consider that the discipline and the
performance technique of the new graduates are not as good as they used to be in the past. However, among the
graduates there are talented individuals who go against this trend. Another complaint is that new graduates are also
not used to reading as much as they are expected to, Therefore, the situation in this sector is not as perfect as the
university management thinks. However, the employers are happy with the professionalism of editors, critics, stage

designers, and costume designers who are also graduates of University F.

There 1s a definite convergence in findings between the words of the university administration from University L
and employers concerning the performance of the students in the economic sector. Overall, graduates in the
economic sector satisfy the employers in terms of knowledge, flexibility, and quick adaptability to working
conditions. Economics graduates perform particularly well in managerial positions, regardless of the specialization
of the organisation. The main complaint of the employers regarding these graduates is the lack of soft or self-
presentation skills during initial interactions. The employers also complained that university career centres
sometimes do not do their job properly, as some students come to the internship interviews completely

unprepared.

There 1s also a certain convergence in findings among employers concerning the striking difference between local
and mternational students in their soft or self-presenting skills. The employers noted that international students are
more confident, easy-going, and speak foreign languages better than the local students. International students are
more used to working independently, are effective team players, and do not feel shy about expressing their
opinions and views, unlike the local graduates. Future employers are usually inclined to hire international students
not only due to their global educational background but also due to their intercultural competence.

Recommendations

The study shows that function remains at the operational rather than the strategic level iIn many universities
(Maringe, 2005). Therefore, the main recommendation for the other universities will be to open a separate
department of marketing and to develop a marketing plan with short and long-term objectives.

This study has demonstrated that University F provides beneficial experiences, such as virtual internships and
start-up incubators. This 1s good practice that should be emulated in the other unmiversities in the country, since
virtual internships provide the interns with more independence (Franks and Oliver, 2012), and university
incubators facilitate the technological and economic development of the country. Additionally, interviews with the
university administration have revealed another shortcoming in the legislative system of the country, concerning
the absence of any law supporting voluntary work for students. Therefore, the next recommendation will be the
mtroduction of laws supporting voluntary internships or practice for students.
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This research has demonstrated that many universities do not hold long-term relationships with their alumni and

do not have precise statistics regarding their employment. Monitoring the employability of graduates seems

problematic for many universities and they obtain official statistics only from the State Social Security Fund. It will

be beneficial for university marketing departments to develop and maintain long-term relationships with alumni

and to have statistics regarding their employability. At the same time, educational institutions should also put more

emphasis on the quality of education and on the development of the practical skills of their students.

References

1. Alhakimi, W., & Qasem, A. (2014). An Analysis of the Use of Marketing Strategies by Private
Universities in Less Developed World: the Case of Yemen. International Journal of Marketing
Principles and Practices, 5(1), pp. 46-55.

2. Alves, H. and Raposo, M. (2010). The influence of university image on student behaviour. International
Journal of Educational Management, 24(1), pp. 73-85.

3. Arambewela, R. and Hall, J. (2009). An empirical model of international student satisfaction. Asza Pac
Jnl of Mrkting & Log, 21(4), pp. 555-569.

4. Aula, P. and Mantere, S. (2008). Strategic reputation management. London: Routledge.

5. Azizova, G. (2007). Balanced development of the labor market in Azerbagan. Ph.D. Thesis, National
Academy of Sciences of Azerbapjan.

6. Bakhishov, N. (2008). Modelling the impact of budgetary expenditures on the macroeconomic stability
of the State. Ph.D. Thesis, Baku State University.

7. Barney, J. (2014). Gaining and sustaining competitive advantage. Harlow (Gran Bretana): Pearson
Education.

8. Belfield, C. (2000). Economic principles for education. Cheltenham, UK: Edward Elgar.

9. Berner, M. (1993), “Building conditions, parental involvement, and student achievement in the District
of Columbia public school system”, Urban Education, Vol. 28 No. 1, pp. 6-29.

10. Binder, J., Baguley, T., Crook, C. and Miller, F. (2015). The academic value of internships: Benefits
across disciplines and student backgrounds. Contemporary Educational Psychology, 41, pp. 73-82.

11. Binsardi, A. and Ekwulugo, F. (2003), "International marketing of British education: research on the
students' perception and the UK market penetration", Marketing Intelligence & Planning, Vol. 21 No. 5,
pp. 818-27.

12. Bolton, R. and Drew, J. (1991). A Multistage Model of Customers' Assessments of Service Quality and
Value. Journal of Consumer Rescarch, 17(4), pp. 375-381.

13. Bryman, A. (2011). Business research methods. Oxford: Oxford University Press.

14. Burke, R., Martin, G. and Cooper, C. (2011). Corporate reputation: managing opportunities and threats.
Farnham, Surrey: Gower.

15. Cann, C. W. and George, M. A. (2003). Key elements of a successful drive toward marketing strategy

16.

17.

18.

19.

20.
21.

making. Journal of Marketing for Higher Education 13(1-2), pp. 1-15.

Canterbury, R. M. (2000). Higher education marketing: A challenge. Journal of Marketing for Higher
Education, 43), pp. 15-24.

Chapleo, C. (2009). External perceptions of successful university brands. International Journal of
FEducational Advancement, 8(3-4), pp.126-135.

Chiru, C., Ciuchete, S., (Sztruten), G. and (Sandor), E. (2012). A Cross Country Study on University
Graduates Key Competencies. An Employer's Perspective. Procedia - Social and Behavioural Sciences,
46, pp. 4258-4262.

Clow, K. and Baack, D. (2010). Integrated advertising, promotion, and marketing communications.
Upper Saddle River, NJ.: Prentice Hall.

Cravens, D. and Piercy, N. (2013). Strategic Marketing. New York: McGraw-Hill.

Cubillo, J., Sanchez, J. and Cervino, J. (2006). International students’ decision making process.
International Journal of Educational Management, 20(2), pp. 101-115.

. Cu, B. (2013). Study Abroad as Self-Development: An Analysis of International Students” Experience in

China and France. Frontiers of Education in China, 8@3), pp. 448-477.

. Dalton, G., Thompson, P. and Price, R. (1977). The four stages of professional careers— A new look at

performance by professionals. Organizational Dynamics, 6(1), pp. 19-42.

. Dean, A., & Gibbs, P. (2014). Student satisfaction or happiness? A preliminary rethink of what is

important in the student experience. Quality Assurance in Education, 23(1), pp. 1-16.

5. De Haan, H. (2014). Can internationalisation really lead to mstitutional competitive advantage? - A study

of 16 Dutch public higher education institutions. European Journal of Higher Education, 4(2), pp. 135-
152.

622 - www.imcra.az.org, | Issue 10, Vol. 8, 2025

A study of the effectiveness of the marketing strategies of three universities in Azerbaijan
Valida Bayramova



Sci. Educ. Innov. Context Mod. Probl. | ISSN p (e): 27900169; 27900177 CIMCRA::

26.

27.

28.

29.

30.

31.

De Haan, H. (2015). Competitive advantage, what does it really mean in the context of public higher
education institutions? International Journal of Educational Management, 29(1), pp. 44-61.

Den Heyjer, A. and Priemus, H. (2011). Managing the university campus: Information to support real
estate decisions. Delft: Eburon Academic Publishers.

Dholakia, R. and Acciardo, L. (2014). Branding a state university: doing it right. Journal of Marketing for
Higher Education, 24(1), pp. 144-163.

Doole, I. and Lowe, R. (1999). International marketing strategy. London: International Thomson
Business Press.

Douglas, J., Douglas, A. and Barnes, B. (2006). Measuring student satisfaction at a UK university. Quality
Assurance i Education, 14(3), pp. 251-267.

Drummond, T. and Gabrscek, S. (2012). Understanding Higher Education Admissions Reforms in the
Eurasian Context. Furopean Education, 44(1), pp. 7-26.

Furopean Commission and Tempus (2010). Higher education in Azerbajjan. Available at:

33.

34.

36.

37.

38.
39.

40.
41.

42.

43.

44.

46.
47.

48.

49.

53.
54.

http://eacea.ec.europa.eu/ tempus

participating_countries/reviews/azerbaijan_review_of higher_education.pdf Azerbaijan: National
Tempus Office (Accessed 18th December 2014).

Elliott, K. and Shin, D. (2002). Student Satisfaction: An alternative approach to assessing this important
concept. Journal of Higher Education Policy and Management, 24(2), pp. 197-209.

Fernandes, C., Ross, K. and Meraj, M. (2013). Understanding student satisfaction and loyalty in the UAE
HE sector. International Journal of Educational Management, 27(6), pp. 613-630.

5. Feshkova, G. (2009). Theatre education at the Institute of Arts or Federal Institution of Higher

Professional Education “Kemerovo State University of Culture and Arts.” BECTHUK Kemepogckozo
20CY0apcmeeHH020 YyHugepcumema Kyasmypul u uckyccma, 9, pp. 76-85. Available at:
//cyberleninka.ru/article/n/teatralnoe-obrazovanie-v-institute-iskusstv-fgou-vpo-kemerovskiy-
gosudarstvennyy-universitet-kultury-i-iskusstv

Franks, P. and Oliver, G. (2012). Experiential learning and international collaboration opportunities:
virtual internships. Library Review, 61(4), pp. 272-28)5.

Gault, J., Redington, J. and Schlager, T. (2000). Undergraduate Business Internships and Career Success:
Are They Related? Journal of Marketing Education, 22(1), pp. 45-53.

Ghauri, P. and Cateora, P. (2010). International marketing. New York: McGraw-Hill Higher Education.
Gruber, T., FuR, S., Voss, R. and Gliser-Zikuda, M. (2010). Examining student satisfaction with higher
education services. Intl Jnl Public Sec Management, 23(2), pp. 105-123.

Gunesh, R. (2015). Azerbaijan State University of Culture and Arts. World of Art, pp. 8-9.

Harvey, L. (2001). Defining and Measuring Employability. Quality in Higher Education, 7(2), pp. 97-
109.

Harvey, L. (2000). New realities: The relationship between higher education and employment. 7ertrary
Education and Management, 6(1), pp. 3-17.

Hemsley-Brown, J. and Oplatka, 1. (2015). University choice: what do we know, what don’t we know and
what do we still need to find out? International Journal of Educational Management, 29(3), pp. 254-274.
Hill, F. (1995). Managing service quality in higher education: the role of the student as primary
consumer. Quality Assurance i Education, 3 (3), pp. 10-21.

5. Hill, S. (2011). Making connections: the role of social capital in the enhancement of employability of first

generation business studies graduates. Widening Participation and Lifelong Learning, 13(2), pp. 33-50.
Hirsch, F. (1976). Social limits to growth. Cambridge, Mass.: Harvard University Press.

Kasper, H., Helsdingen, P. and Gabbott, M. (2006). Services marketing management. Chichester, West
Sussex, England: John Wiley & Sons.

Kirnd, S., Julin, P. and Nenonen, S. (2013). User satisfaction on a university campus by students and
staff. Intelligent Buildings International, 5(2), pp. 69-82.

Kazimzade, E. and Silova, 1. (2009). Country Case Study: Azerbaijan. In: B. Vlaardingerbroek and N.
Taylor, ed., External Examination Systemns. Amherst, New York: Cambria Press, pp. 253-262.

. Khanlarzade, S. (2007). Macroeconomic problems of economic growth i transition period. Ph.D.

Thesis, Azerbaijan State University of Economics.

. Kotler, P., Armstrong, G., Harris, L. and Piercy, N. (2013). Principles of Marketing. Harlow: Pearson.
52. Kotler, P. and Fox, K. (1995). Strategic marketing for educational institutions. Englewood Cliffs, N J.:

Prentice-Hall.

Kumar, R. (2014). Research methodology. Los Angeles: SAGE.

Lotareva, T. and Kargapolov, V. (2009). Methodology of Improvement of Psychophysical Abilities of
Future Artists by Means of Rhythmic Gymnastics. Hayuno-meopemuueckuti scypHan «Yuenvie
sanucku», 8(54), pp. 79-83. Available at: //cyberleninka.ru/article/n/metodika-sovershenstvovaniya-
psihofizicheskih-sposobnostey-buduschih-akterov-sredstvami-ritmicheskoy-gimnastiki

623 - www.imcra.az.org, | Issue 10, Vol. 8, 2025

A study of the effectiveness of the marketing strategies of three universities in Azerbaijan
Valida Bayramova


http://eacea.ec.europa.eu/%20tempus/participating_countries/reviews/azerbaijan_review_of_higher_education.pdf
http://eacea.ec.europa.eu/%20tempus/participating_countries/reviews/azerbaijan_review_of_higher_education.pdf

Sci. Educ. Innov. Context Mod. Probl.| ISSN p (e): 27900169; 27900177 CIMCRA

J5. Maertz, Jr, C., Stoeberl, P. and Marks, J. (2014). Building successful internships: lessons from the

60.

61.
62.
63.
64.

65.

66.

68.
69.

70.

71.
72.
73.
74.
75.
76.
77.

78.

79.

80.

81.
82.

83.

84.

rescarch for interns, schools, and employers. Career Development International, 19 (1), pp. 123-142.

. Maringe, F. (2005). Interrogating the crisis in higher education marketing: the CORD model. Int/ Journal

of Educational Management, 19(7), pp. 564-578.

. Maringe, F. and Carter, S. (2007). International students' motivations for studying in UK HE.

International Journal of Educational Management, 21(6), pp. 459-475.

. Maringe, F. and Gibbs, P. (2009). Marketing higher education. Maidenhead: Open University Press.
79. Marginson, S. (2006). Dynamics of National and Global Competition in Higher Education. High Educ,

52(1), pp. 1-39.

Martindale, W. (2015). Demographics, Demand, and the Feds: Why Colleges Will Stay Overpriced.
Acad. Quest., 28(1), pp.97-100.

Matthews, B. and Ross, L. (2010). Research methods. New York, NY: Pearson Longman.
McGulftey, C. (1982), “Facilities”, in Walbert, H]J. (Ed.), Improving Educational Standards and
Productivity, Berkeley: McCutchan Publishing Corporation, pp. 237-88.

McLoughlin, D. and Aaker, D. (2010). Strategic market management. Hoboken, N J.: Wiley.
Merriam, S. (2009). Qualitative research. San Francisco: Jossey-Bass.

Miles, M., Huberman, M., and Saldana, J. (2014). Qualitative data analysis. Los Angeles(etc.): SAGE
Publications.

Moy, J. W. (2006). Are employers assessing the right traits in hiring? Evidence from Hong Kong
companies. 7he International Journal of Human Resource Management, 17(4), pp. 734-754.

. Nash, T. (1999). Reputation management. London: Published for the Institute of Directors and AIG

Europe (UK) Limited by Director Publications.

Neumeier, M. (2006). The Brand Gap. Berkley, CA: New Riders.

Ngeyen, N. and LeBlanc, G. (2001). Image and reputation of higher education institutions in students’
retention decisions. International Journal of Educational Management, 15(6), pp. 303-311

Ozdemir, O. and Sehitoglu, Y. (2013). Assessing the Impacts of Technology Business Incubators: A
framework for Technology Development Centers in Turkey. Procedia - Social and Behavioral Sciences,
75, pp. 282-291.

Price, 1., Matzdorf, F., Smith, L. and Agahi, H. (2003). The impact of facilities on student choice of
university. Facilities, 21(10), pp. 212-222.

Punch, K. (2011). Introduction to research methods in education. Los Angeles (etc.): SAGE
Publications.

Qenani, E., MacDougall, N and Sexton, C. (2014). An empirical study of self-perceived employability:
Improving the prospects for student employment success in an uncertain environment. Active Learning
in Higher Education, 15(3), pp. 199-213.

Roberts, G. (2005). Recruitment and selection. London: Institute of Personnel and Development.
Robson, C. (2011). Real world research. Chichester, West Sussex: Wiley.

Sadirkhanov, R. (2009). Employment Pattern Pressure for Pragmatic Change in Universities: Azerbaijan
Case Study. Higher Education i Europe, 34(3-4), pp. 431-444.

Saunders, M., Lewis, P. and Thornhill, A. (2012). Resecarch methods for business students. Harlow,
England: Pearson.

Shah, M. and Nair, C.S. (2011), “Employer satisfaction of university graduates: key capabilities in early
career graduates”, Proceedings of the 20th Annual Teaching Learning Forum, [-2 February, Edith
Cowan University, Perth. Available at: http://otl.curtin.edu.au/tlf/tlf2011/ refereed/shah.html

Singh, N. (2009). Strategic marketing for higher education. TECNIA Journal of Management Studies, p.
55.

Somsuk, N. and Laosirihongthong, T. (2014). A fuzzy AHP to prioritize enabling factors for strategic
management of university business incubators: Resource-based view. Technological Forecasting and
Social Change, 85, pp. 198-210.

Sultan, P. and Yin Wong, H. (2018). Antecedents and consequences of service quality in a higher
education context. Quality Assurance in Education, 21(1), pp. 70-95.

Svensson, G. and Wood, G. (2007). Are university students really customers? When illusion may lead to
delusion for all!. International Journal of Educational Management, 21(1), pp. 17-28.

Taylor, A. and Hooley, T. (2014). Evaluating the impact of career management skills module and
mternship programme within a university business school. British Journal of Guidance & Counselling,
42(5), pp. 487-499.

Tymon, A. (2013). The student perspective on employability. Studies in Higher Education, 38(6), pp.
841-856.

5. Uline, C. and Tschannen-Moran, M. (2008). The walls speak: the interplay of quality facilities, school

climate, and student achievement. Journal of Educational Admin, 46(1), pp. 55-73.

624 - www.imcra.az.org, | Issue 10, Vol. 8, 2025

A study of the effectiveness of the marketing strategies of three universities in Azerbaijan
Valida Bayramova



Sci. Educ. Innov. Context Mod. Probl. | ISSN p (e): 27900169; 27900177 CIMCRA§

86. Walker, O. and Mullins, J. (2008). Marketing Strategy. Boston: McGraw-Hill Irwin.

87. Wilkins, S. and Huisman, J. (2014). Factors affecting university image formation among prospective
higher education students: the case of international branch campuses. Studies in Higher Education,
40(7), pp. 1256-1272.

88. Wright, R. (2014). Student focused marketing: Impact of marketing higher education based on student
data and input. College Student Journal, 48(1), pp. 88-93.

89. Yin, R. (2011). Qualitative rescarch from start to finish. New York: The Guilford Press.

90. Yusoff, Y., Omar, M. and Zaharim, A. (2013). Evaluation of Graduates’ Performance Using Fuzzy
Approach. Procedia - Social and Behavioral Sciences, 102, pp. 64-73.

625 - www.mcra.az.org, | Issue 10, Vol. 8, 2025

A study of the effectiveness of the marketing strategies of three universities in Azerbaijan
Valida Bayramova



