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1. ANTECEDENTS OF THE WORK, TARGETS SET 

1.1 Importance of and motivation behind the selected topic 

In our country, a competitive situation amongst higher education institutions and the 
higher education market itself is emerging. Universities and colleges are beginning to 
realise the importance of marketing, that is, the need to assess trends in the labour 
market and in the requirements of prospective students, to launch adequately flexible 
educational programmes, to present a favourable image of their institution, to apply 
the tools of marketing communications, and hence the need to convince customers of 
the value of the services offered. Educational marketing, however, is still at a very 
early stage. Domestic trade literature sources are very scarce, and the results of 
scientific research are not yet evident. The above circumstances make research in this 
field particularly opportune. 
In my Ph.D. thesis, I deal with educational marketing and within this, with the 
marketing methods and tools applicable to higher educational marketing, as well as an 
evaluation of these. Basically, my research focuses on the educational aspects of the 
market of services, primarily regarding non-profit marketing, but the conclusions are 
also appropriate for educational institutions operating on a commercial basis. I also 
investigated the unique characteristics of the methods used in practice and the 
circumstances under which they can be applied effectively. 

1.2 Research targets 

1. Wide-spread review and systematisation of the domestic and international 
literature on the subject.  

2. Elaboration of a market-oriented model of higher education.  
3. An analysis, with the help of this model, of the market-orientation in higher 

education. 
4. A determination, based on primary research, of the market-orientation of the 

faculty heads and of the teachers. 
5. Using statistical methods, a factor and cluster analysis of the segmentation of 

institutions in higher education, based on market-orientation.  
6. Using statistical methods, a factor and cluster analysis of the classification of 

teachers in higher education, based on a competitive orientation in education. 
7. A comparison of the market-orientation of Economics and Agricultural faculties 

with the average for other faculties. 
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2. MATERIAL AND METHOD 
The research was carried out with the support of SZÁMALK Education Ltd. With the 
participation of three foreign institutions (Marketing Institute, Helsinki, University of 
Porto, Strathclyde University, Glasgow), I led an international educational marketing 
project, within the framework of the European Union's Socrates Programme. In my 
thesis, I relied on research I had done within the framework of the project and 
organised on my own. 
The research was comprised of several segments: 
 
• In the course of the secondary research, the collection, systematisation, and 

processing of the different available materials relating to the subject was realised.  
• With the adaptation of the market-orientation models available in the respective 

literature, a market-orientation model was set up for higher education.  
• In the course of the primary research, with the application of the market-

orientation model for higher education, in-depth interviews and questionnaire 
surveys were carried out.  

• Questionnaire surveys among the faculty heads of higher education institutions. In 
the analysis, questionnaires from 74 faculties and institutions were processed.  

• Questionnaire surveys among teachers at higher education institutions, within the 
framework of which 224 questionnaires were evaluated.  

• The processing of the information obtained from the questionnaire surveys, and 
the establishment and monitoring of a database using the statistical program 
package SPSS 8.0.  

• Analysis of the interrelationships of the databases, by way of using factor analysis 
and cluster analysis, of the segmentation of the institutions.  

• Internet-based research analysing the presence of domestic institutions of higher 
education on the Internet that use it as a marketing communications tool. 
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3. THE RESULTS 

3.1. The market-orientation model of higher education 

The prepared model consists of 6 blocks, which I developed by adapting the market-
orientation models explored in the secondary research to higher education. To do this, 
the starting point was provided by the impulse – organisation – reaction model. The 
components comprise several factors that are relevant for educational institutions from 
the point of view of the characterisation of market-orientation. The model is shown in 
Figure 1. 

Decision criteria - 1.

Long-term strategy
Institutional
Faculty-level

Decision-making
process

Organization
Planning
Interfunctional

      coordination

Collection of
information

Input market
Output market
Competitors

Reaction

Marketing mix
Distribution channels
Product mix
Price mix
Communications

Long-term
marketorientation

strategy

Decision criteria - 2.

Revenue orientation
Government support
Education with cost

      reimbursement
External sources

 

Figure 1. The market-orientation model of higher education 

Collection of information 
The first block of the model consists of the collection of information on the education 
market. For the research of input information, information about potential students as 
customers shall be collected from different partners. The source of the output 
information represents the information, collected from students who have graduated, 
regarding prospects for employment and success. What the market is looking for shall 
be determined, as well as the trends in partner institution selection by which potential 
students can fail or succeed in the labour market. 
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The follow-up on competitors is an essential field of the collection of information by 
the educational institutions. Information on the attitudes and development of faculties 
and institutions providing a similar education indicate the points where an increase 
may be expected in competition. Attention should be paid to the behaviour of private 
institutions of higher education and of the foreign educational institutions, as these are 
our competitors. 
It is important to know the factors that affect the collection of information, (i.e. do the 
financial means, the experts available and the organisational structure meet 
requirements?). 
 

Decision-making process 
The second block of the model deals with the process of decision-making. The 
information obtained by the educational institution is analysed. A decision is then 
made regarding the behaviour of the institution.  
Several fields must be investigated. Does an organisation exist to convert the 
information into action? Are there selected persons or separate organisational units to 
carry out the collection and processing of the information and to take charge of the 
preparations for the decision-making process? Do they participate in the market-
oriented decisions? Are the plans also drawn according to an annual breakdown or are 
there simply action plans for individual significant events? The coordination in order 
to the market success works effective (interfunctional co-ordination)? 
Are there any elaborated strategies? (1. decision criteria). If there are, then for what 
time lines, and do they only cover the institution as a whole or are there faculty-level 
strategies as well? Are these strategies part of the overall institutional strategy or do 
they appear on their own as well? What is the revenue-orientation of the institution? 
(2. decision criteria). What is the revenue structure of the university/college, how 
large is the proportion of government support, and how far should the institution rely 
on external revenue sources? Is the market-orientation a long-term characteristic, or 
is the orientation only short-term? 
 

Reaction 
The third element of the model deals with the reaction to the effects of the market. An 
institution of higher education must respond to the challenges of the market. Tools 
must be shaped, and the necessary resources should be raised.  
The key elements of the reaction are the elements of the marketing mix: 
communications, the selection and operation of distribution channels, the price, and 
the product strategies. The tools of marketing communications are manifold, and these 
can be ranked in different ways for an educational institution. It is very important to 
carry out the analysis of the effects of marketing activities.  
The distribution channels are comprised of the methods of transferring knowledge, 
that is, the forms of instruction (full-time education, distance education, evening 
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courses, learning by correspondence, flexible learning, Internet and multimedia-based 
education, consulting system, entrance in the international education market etc.) at 
institutions of higher education. The product strategy is primarily comprised of the 
subject specialisations and the orientation of the syllabi. The pricing strategy is 
important – it is applied by universities to instruction with costs reimbursed. (In the 
framework of my research I focus on the marketing communication.)  
 

Results 
The results of the application of the model is the long-term market-oriented strategy. 
The suggested model assumes that sustainable competitive advantages are not directly 
measurable in the case of educational institutions. That which can be observed on the 
output side can be defined as a market success (raise of the rate of the market). 

3.2. Results of the in-depth interviews and of the questionnaire survey 
among leaders in higher education 

In the analysis of the database on faculty leaders, the first step was to carry out a 
statistical analysis of the questionnaires using the SPSS statistical program package. 
While analysing the answers, I examined the frequency of the answers (expressed as a 
percentage), as well as the average of the evaluation answers given on the basis of a 5-
point scale, their minimum and maximum values, and their spread. As the second step 
of the research I examined, using the cross reference table series procedure, the 
relationships between the answers given to different but interrelated questions. 
 
3.2.1 The results of the single-factor statistical evaluations: 

• From among the given competition tools, the majority of the respondents (61.8%) 
thought that the most important from the point of view of the success of the 
institution was acquiring detailed information on the jobs obtained by the students 
who have graduated. The selection of the institution by secondary school students 
who continue their studies was classified by the majority of the respondents as 
being under the category of important tasks. From among the possible answers, 
the collection of information on the labour market ranked 3rd and the follow-up on 
the activities of the faculties offering a similar education (i.e., the follow-up on the 
competitors) ranked last.  

• In half of the institutions, information on jobs acquired by the students who have 
graduated is collected on a regular basis. 46.5% of the institutions have collected 
such information, if not regularly, then at least on occasion. Though the collection 
of information on the labour market was judged to be very important, the majority 
of the institutions (66%) carry it out only rarely. 

• In just over half of the institutions, the collection of information is held back by 
the lack of necessary financial means. The need for experts capable of collecting 
the information is only a partial problem for the institutions, but 14% of them do 
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not have the appropriate experts at all. The majority of institutions consider the 
present organisational structure as basically appropriate for the correct use of the 
information (Table 1.). 

Table 1. Factors hindering the collection of information 

 
totally 

disagree 
(%) 

rather 
disagree 

(%) 

partially 
agree, 

partially do 
not (%) 

rather 
agree 
(%) 

completely 
agree  
(%) 

Lack of the proper financial means for 
the collection of information. 1.4 0 23.9 18.3 56.3 

There are no adequately trained 
specialists for the collection of 
information. 

8.5 18.3 33.8 25.4 14.1 

Internal interests or the organisational 
structure do not allow the appropriate 
use of the information. 

20 28.6 34.3 7.1 10 

 
• On the institutional level, an independent marketing or PR unit is operating in 

40% of institutions, and a separate unit exists already at the faculty level in 11%. 
In 60% of cases, the leader of the institution or of the faculty is responsible for the 
performance of the marketing or the PR functions, and frequently one of the 
leaders of the faculty or of the institution is appointed in addition to other 
assignments.  

• At the majority of institutions, issues of marketing strategy are dealt with as a part 
of the institution’s strategic plan. Only at 12.5% of institutions is there a separate 
document prepared regarding the marketing strategy. 14% of institutions have no 
strategic plan for marketing at all.  

• From the answers given to questions regarding the efficiency of the marketing 
activities, it becomes evident that in 69.4% of the cases, evaluation is based 
exclusively on experience. Questionnaire surveys and the obtainment of 
information based on such surveys are mostly applied (in 44.4% of institutions) to 
students already enrolled, that is, information regarding the motivation of the 
applicants in making their selection is obtained after the fact. 25% of institutions 
investigate the efficiency of their advertisements and 20% is the proportion of 
those who collect information among secondary school students and from the 
labour market, based on questionnaire surveys, that is, those who in a conscious 
way assess the needs of their would-be customers, instead of trying to obtain 
information after the fact. 

• Institutions estimate the amount that can be allocated from the institutional 
budgets towards the marketing budget at about 1%. At the faculty level, only in an 
insignificant portion of the cases (4.2%) does a separate budget for marketing 
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purposes exist; this separation is more characteristic of the institutional level 
(47.2%). In the majority of cases, certain marketing costs are allocated only for 
individual events and certain programmes. 22.2% of the interviewees said that 
they do not have a marketing budget at all. 

• As for marketing tools (promotion, PR), the applications are numerous, and 
generally the traditional tools are applied.  

• While evaluating their own marketing activities, nobody qualified their own 
marketing as excellent, but more than half of the respondents evaluated their own 
existing activities as good or adequate. More than one-third of respondents, 
however, definitely considered that this field could use some improvement.  

• The majority of respondents referred the use of the possibilities provided by the 
Internet as a tool to improve the situation in marketing. The majority judged the 
application of operative marketing plans to be an important tool. 

 

3.2.2 Analysis of interrelations 
After the descriptive statistical analysis, I analysed the relationships between the 
answers of the questions (factors) that are connected with each other using the 
program package. By way of variance analysis, I proved that those who believe that 
certain areas of the regular collection of information are important also carry such 
collection out more regularly. 
Using cluster analysis, I established 4 groups (segments). The method was one 
generally applied in marketing research: I examined the internal relationships between 
the variables through factor analysis and I carried out the cluster analysis based on the 
factor variables. The factor analysis distinguished two factors. 
For further analysis, I drew charts of the observational units in the plane of the factor 
variables (Figure 2). Based on the chart, four fields and, based on these, four types of 
institutions can be identified. 

 

Figure 2. The observational units in the plane of the factor variables 
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In the analysis of the groups, I found extreme values in Groups 1 and 2. There were no 
distinct differences between the groups.  
The four groups are: 

1. “Everything upgraded” type 
The institutions that can be listed here accept the competitive situation in the 
field of education. They do not question the application of marketing; instead, 
they use its tools. This is the group that can make use of the opportunities 
offered by the market. The training structure and forms of education are tailored 
to meet the needs of students and partners. Since this group adapts well to the 
competitive characteristics of the market, they are in a position to permanently 
increase the number of students and their revenues. They collect information on 
a regular basis from potential students and partners, as well as from the labour 
market. They watch their competitors and expect subsequent information from 
their students who have graduated. They have the appropriate specialists for the 
collection and analysis of this information, and they also raise the funds 
necessary for the purpose. They operate an independent marketing/PR unit, in 
most cases even at the faculty level. They have a formal marketing strategy. 
They plan marketing costs in advance, and in most cases they have a separate 
budget for marketing. They apply a wide variety of marketing (promotional) 
tools in an efficient way. 

2. “Output-oriented” type 
The members of this group accept market conditions and the competitive 
environment and are trying to adapt themselves to these. Even though they are 
not as active as those who upgrade everything, they are performance-oriented. 
They collect market information and rely on it when making strategic decisions. 
Even though a marketing unit is operational only at some of these institutions, 
there are appointed leaders to deal with this theme at the institutional and the 
faculty level. A marketing strategy usually appears as part of the general 
strategy of the institution. They are trying to learn the needs of their students 
and clients and to meet these needs. They make quite intensive use of the tools 
of marketing.  

3. “Input-oriented” type 
The members of this group acknowledge that a competitive situation is 
emerging in the field of education, but they are unable to adapt themselves to 
this. They expect primary support from centralised sources. The collection of 
information from the education market is carried out in an uneven way, and 
they do not even consider it important. They either reject marketing or consider 
it to be an unavoidable burden. From among the tools of marketing, they usually 
apply only the indispensable ones. No marketing unit is operational, and they 
usually do not have a person in charge of marketing. They only have partial 
knowledge of student needs, and they are trying to ignore the expectations of 
the education market.  
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4. “Everything downgraded” type 
This group includes those who are the least market-oriented, who refuse to 
accept the existence of a competitive environment in education. In their opinion, 
the whole of their institution’s costs ought to be covered by the state. They do 
not consider the collection of market information to be important and they do 
not collect any. They believe that marketing is not applicable to the field of 
education and their institutions do not perform marketing activities. From 
among the tools of marketing, they use only a couple, and they do not 
investigate their efficiency. There is no person in charge of marketing, and they 
believe that expenditures on marketing are superfluous.  

3.3. Results of the questionnaire survey among teachers in higher 
education 

3.3.1 Statistical evaluation of the questionnaire survey  

• Among the areas of competition between educational institutions, the competition 
for budgetary sources is considered to be the toughest. The competition for 
student enrolment is considered to be important, and the competition for job 
placements for graduates much less so. Institutions can already sense the 
competition between institutions offering a similar education. They are much less 
concerned about the fight between state-funded and private institutions and they 
consider foreign institutions to be even less significant as competitors. 

• From among the factors of competition, they clearly consider that the level of 
education is the most important factor. It is interesting that the costs paid by the 
students (tuition fees and other costs) are considered less important. 

• While making a judgement on the intensity of competition, differentiation and 
specialisation of the education was ranked first. An institution can obtain an 
advantageous position by way of offering educational programmes that most 
strongly take the needs of the customers of education into consideration. 

• They accept that an educational institution should also follow-up on the changes 
in the education market. They also believe that it is very important to watch what 
other institutions offering the same education are doing (Table 2). 

• They are critical about their own performance regarding the importance of 
marketing tools and their use at the faculty level, acknowledging that there are 
still many tasks to be performed in this field. They consider it very important to 
learn the views of students, and they accept that students ought to evaluate the 
teaching of courses and the job opportunities of the students who have graduated. 
They also believe that contact with practical life, care for secondary school 
students, and students who have graduated are of prime importance. 
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• The setting up of an institutional marketing unit is not listed among the very 
important tools. They reject the idea of engaging an external, professional firm to 
carry out the marketing tasks of the educational institution. 

• On average, they consider it realistic to cover 20-30% of their total resources from 
their own revenues. 

• As for the domestic competitors for the education offered by a given institution, 
an average of 4-5 competitors was mentioned. They consider which institutions 
are dangerous from the point of view of conquering the potential students. 

Table 2. Acceptance of the different variables of the competitive environment 
(graded on a 5-point scale) 

 Averages 

A government institution shall also follow the changes occurring in the education 
market. 4.60 

In the competition between institutions, stronger and weaker ones emerge. It will 
be increasingly difficult to enter the stronger ones (e.g. these will become more 
expensive), but better job opportunities will be open to those with a diploma from 
these institutions. 

4.19 

The management of a state-funded educational institution should behave in the 
same way as corporate management. 3.87 

The competition between educational institutions results in a deterioration in the 
level of the education. 2.33 

If the diplomas obtainable at the different faculties are not equal in terms of the 
market’s perception, then the “popular” faculties ought to provide financial support 
to the specialisations with less attracting power.  

2.70 

If the level of education in an educational institution is high, there will surely be 
students. 3.63 

Because of the “student market” it is important to know the activities of the 
institutions who provide similar sorts of education. 4.60 

 
3.3.2 Analysis of interrelations 
The answers to the question of the areas of competition in education were analysed by 
factor analysis and, following the varimax rotation, two factors emerged.  
Based on the factor variables, I established groups using cluster analysis. I managed to 
form three groups. In order to characterise the groups, I investigated the answers to the 
first question in each group. Based on the evaluation of these answers, I found 
significant differences between the averages in each variable. The age groups were: 
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Groups Age 
Group 1 - 35 
Group 2  36-50 
Group 3 51 - 
 
For the purpose of further analysis of the competition tools of the first group, I 
prepared an observational map of the variables, with multidimensional scaling 
(Figure 3). 

 

Figure 3. The distance model of competition in education 

In the figure, we can establish two dimensions. One of the dimensions (D1) is the 
dimension of the competition between the different categories of the institutions, 
centred by the competition between the state-funded and the self-supporting forms. 
One of the extremities is represented by the traditional state-funded form of institution 
(traditional state management): the target is to obtain budgetary sources. The other 
extremity of the dimension is the competition between foreign and domestic 
Hungarian institutions, and between private and state-funded institutions. One 
extremity of the other dimension (D2) is the competition for new students, the other is 
the competition on the labour market for the students who have graduated (what we 
might call the input and output dimensions).  
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Formation of groups based on competitive orientation 
Regarding the set of questions on the education market and the competitive 
environment, I experienced significant differences between the groups in several 
questions, that is, a significant difference could be observed in terms of the follow-up 
on changes in the educational market, the similarity of the management of educational 
institutions to corporate management, and the support given to other faculties by the 
faculties valued highly by the market. Regarding the importance of marketing tools, a 
significant difference was observed in the case of several questions between the 
answers of the different groups. Regarding faculty performance in terms of marketing 
tools, I also found significant differences in the case of several tools. 
 
Market-orientation of teachers, based on the age groups of the respondents 
I discovered significant differences in the following cases: 
• Regarding the intensity of educational competition, the competition for budgetary 

resources and the competition between foreign and Hungarian institutions. Those 
who belong to the first age group consider that the competition between 
Hungarian and foreign institutions will become stronger in the future. This group, 
on the other hand, was the one to qualify the competition for budgetary resources 
as being the least intense.  

• As to the importance of elements in the competition of educational institutions, I 
observed significant differences in each of the four question groups. The 
determination of tuition fees (costs) payable by students was important from the 
point of view of competition first of all for the younger generation of teachers. 
The operating costs of the institution were considered the most important again by 
the first age group and the least important by the middle one. The result of the first 
two questions (quality, level of education and differentiation, and specialisation of 
education) showed a similar picture, and competition was sensed first of all by the 
youngest respondents.  

• From among the answers given about the educational market and the competitive 
environment, the most important difference appeared in connection with the 
question on whether the more popular faculties with the highest revenues should 
give support to the faculties that are less viable in financial terms. The difference 
in the issue of whether the leadership of an educational institution should operate 
in a way similar to corporate management can also be considered significant. The 
youngest age group agrees most with this principle and the middle age group 
rejects it the most.  

• Regarding the importance of marketing tools there were significant differences 
and there were significant differences as well in a majority of the questions 
regarding performance.  

While carrying out the statistical analysis of the answers, I came to the conclusion that 
regarding the issue of the market-orientation of education, the middle age group is the 
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one that least supports this and least accepts its necessity (Anxious for existence). The 
situation of the older and more experienced group (probably because of their scientific 
performance and position obtained) is more stable (Have a sense of security). The 
teachers in the young age groups are not afraid of competition, they support market-
orientation and educational marketing (Competition-oriented). 

3.4. Comparison from the point of view of market-orientation 

3.4.1 Comparison of the answers given by teachers in economic and non-
economic faculties 
I found significant differences, with the answers from the teachers in economics 
faculties being more positive from the point of view of a competitive orientation, 
regarding the following questions:  
• The assessment of the intensity of competition, the competition for job placements 

for the students who have graduated, i.e. for the labour market. 
• Assessment of the different factors of the educational market. In the opinion of the 

faculties of economics, the state-funded institutions should also observe the 
changes in the education market, educational institutions should work in the same 
way as corporate management, and they are more convinced that a high level of 
education implies guaranteed student enrolment applications for the institution.  

• The view on the importance of the tools of marketing. 
• Performance in terms of the use of marketing tools at the faculty level. For all 

questions, the teachers of the faculties of economics gave a more favourable 
opinion on the performance of their faculty.  

 
3.4.2. Comparison of the answers given by teachers of agricultural and non-
agricultural faculties 
I found significant differences, with more positive answers from the teachers of non-
agricultural faculties from the point of view of competitive orientation, in the 
following questions: 
• The intensity of competition, the competition for budgetary sources and the 

competition between forms supported by a budget and the self-supporting ones. 
The agricultural faculties evaluated competition as substantially more intense. 

• The importance of the factors in the competition between educational institutions, 
the assessment of the quality and level of education. 

• Assessment of the different factors of the educational market. 
• Evaluation of the importance of marketing tools. 
• The performance of the faculty in the application of marketing tools. 
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The research has also shown that the agricultural faculties, similarly to the average of 
the other faculties, realise the importance of a market-orientation, that is, a positive 
shift is observed in this field. But use of the tools of marketing is less effective. 

3.5 Research on the Internet  

In the framework of the research on the use of the Internet as a tool of marketing 
communications, I established that: 

The Web pages of domestic institutions of higher education show a heterogeneous 
picture, but in terms of information provision and communications tools these are 
mostly adequate. The quality of the Internet presence is diversified; on the whole, it 
can be considered good. A problem, however, is the depth of the information 
provided. 
Four groups of users can be identified. The students who are already enrolled, the 
ones who intend to apply, the employees of the institution, and other external 
persons who show an interest in the institution regarding possible guest 
professorship, sponsorship etc. It can be established that the students and those who 
intend to apply can find the information they need. In the case of the other two 
groups, the situation cannot be considered satisfactory. The volume of information 
designed for the non-educational, research-level employees is minimal. The least 
amount of information is available for the fourth target group.  

3.6. New scientific results 

1. I worked out a market-orientation model of higher education. Based on this 
model, I evaluated the market-orientation of higher education institutions. I 
established that higher education is not yet sufficiently market and competition-
oriented, and that the application of marketing tools is not harmonised.  

2. I established that educational institutions became segmented according to their 
competitive orientation and application of marketing, and four segments 
emerged: 

• Everything upgraded 
• Output oriented 
• Input oriented 
• Everything downgraded 

3. I established that among teachers, three groups emerged from the point of view 
of market-orientation: 

• Competition-oriented 
• Anxious for existence 
• Have a sense of security 
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4. I established that in the case of the economics faculties, market-orientation is at 
higher levels and in the case of the faculties of agricultural higher education, it 
is less intense than for the average of all the other institutions of higher 
education. 
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4. CONCLUSIONS AND RECOMMENDATIONS 

4.1 Conclusions 

• The developed model is applicable to the evaluation of the market-orientation of 
institutions in higher education.  

• The secondary research has shown that in the field of higher education, there is a 
competitive situation, education became market-oriented, business life affects 
higher education, and educational institutions can and should be valued not only 
on the basis of the quality and performance of education, but also on the basis of 
the criteria of business life. Educational systems are shifting towards the market. 
That is, higher education will more and more be perceived as a market service. 
Up-to-date educational technologies cause a fundamental change in the realisation 
of educational services.  

• The leaders and teachers of the domestic system of higher education basically 
accept that a competitive situation is emerging in education, and that they should 
follow the changes in the educational market. In the assessment of the educational 
market, of the competition and of marketing, however, there is a gap between the 
leaders and the teachers; they do not see the same things as competitive 
advantages.  

• Within institutions of higher education, four segments have emerged based on 
their relationship with the market and with competition. Even though these are not 
too sharply distinguishable, the distances between these are expected to increase. 
There will be institutions, (those that will not be able to adapt themselves to 
market conditions), that lag behind and will probably come to an impossible 
situation. At the same time, there will be institutions that apply marketing in a 
conscious way, that precisely assess the needs of students, the market, and the 
customers, offering educational forms and viable knowledge adapted to these, that 
can also rely on traditions – these will be the ones who will be more successful in 
the competition coupled with accession to the European Union.  

• As a result of the competitive situation, the necessity of applying marketing is 
becoming increasingly accepted. Education has a certain place in the marketing of 
services.  

• Among institutions of higher education, only a few of the possible marketing tools 
are applied and even these are inefficiently utilized. The survey of and adaptation 
to the needs of the customers of educational services, is in most cases poorly 
organised and carried out on an ad hoc basis. Institutional marketing activities are 
usually at an early stage; the universities and colleges find it difficult to ensure a 
separate budget for this purpose.  

 

18 



Outline of the Ph.D. Thesis 

• The teachers at institutions of higher education should better prepare themselves 
for a competitive environment, which will be unavoidable under the process of the 
“marketisation” of education in Hungary. To do this, a change of attitude is 
necessary. 

4.2 Recommendations 

• Widespread dissemination, among institutions of higher education and in 
government institutions, of the scientific results achieved in the thesis.  

• Using the developed model, evaluation of the market-orientation in higher 
education at regular intervals, and the determination of trends.  

• Comparisons with research results at the international level.  
• An improvement in the quality of marketing in practice, as well as an efficient and 

conscious application of the tools of marketing. 
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