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The article develops a research hypothesis, which consists in the fact that the development of a system of 

marketing technologies in educational institutions, ensuring their competitiveness, high quality satisfaction 

of educational requests of teachers with the aim of increasing their professional competence, will become 

possible if: 

• marketing will be perceived by the managers of the educational institution as an integral part of 

the management system of the educational institution with its special services that ensure the 

satisfaction of the modern educational professional requests of teachers; 

• marketing technologies in pedagogical education institutions will be used as a system for 

identifying and satisfying the educational requests of teachers, taking into account the social and 

pedagogical situation in the country; 

• developed a model for the development of the marketing technology system in institutions of 

additional pedagogical education; 

• conditions for the implementation of the system development model and the application of 

marketing technologies will be created in pedagogical education institutions to identify and meet 

the educational needs of teachers. 
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INTRODUCTION 

 

In order to comprehend the essence of marketing in the field of education and see how it manifests 

itself in the market of educational services, it is necessary to analyze a wide range of its elements and 

aspects. First of all, these are the subjects of marketing relations and the functions of these subjects in the 

market, the scope and objects of marketing, its target orientation and problematic content. Their consistent 

consideration will eventually allow us to approach the definition of marketing in the field of education, the 

subject of this scientific, applied and academic discipline. 

A very simplified point of view is widespread that marketing is a kind of special system of intra-

company management. If this were the case, then the only type of marketing subjects in education would 

be the educational institutions themselves, and marketing would become their internal affair, to which, by 

definition, neither the state nor the consumers themselves could be related. Meanwhile, the subjects of 

marketing are all market entities, and not just manufacturers and intermediary firms. 

The real participants in marketing relations are not only educational institutions, but also consumers 

(individuals, enterprises and organizations), a wide range of intermediaries (including employment 

services, labor exchanges, registration, licensing and accreditation of educational institutions, etc.), as well 

as public institutions and structures involved in the promotion of educational institutions on the market. 

A special role among the subjects of marketing is played by the personality of the student, listener. This 

is not just a material carrier of educational services, a treasury of transferred knowledge, not only their user 

in the labor process, but also their only end consumer. A person differs from other consumers in that he 

uses the educational potential not only to create material and other benefits, not only to earn a living, but 

also for himself, to satisfy his own needs directly, primarily cognitive needs. 

It is this person, personalized carrier, owner, user and end consumer who makes a specific choice of 

his future specialty and specialization, terms, place and form of training, sources of its financing, as well as 

the choice of a future place of work (or the next stage of education) and the whole complex of conditions 

for implementation. acquired potential. Thanks to and around this personal choice, all other subjects of the 

market and marketing, united by this central subject, meet and establish their relations. 

The paradox is that just this central subject - the personality - is the most defenseless, little-informed 

newcomer to marketing in comparison with other subjects. Therefore, it is the personality of the student 

(including the potential one) that should be in the center of attention, information flows and 

communications, other marketing efforts and concerns, as well as an obligatory and respected participant 

in all transactions in this area (Jiang, Du, & Dong, 2017). 

With this in mind, the significance and roles of other consumers are determined, among which are 

firms, enterprises, institutions and organizations, including in this capacity the governing bodies. Acting as 

intermediate (rather than final) consumers, they form a more or less organized demand for them and present 

it on the market. Now many firms prefer only short-term provision, and specialists are recruited in such a 

way as not to pay for the services of the university (for example, by transferring employees from other 

enterprises). However, such a conjuncture and such a strategy cannot be long-term. 

In any case, consumer organizations retain such functions as: 

• informing educational institutions and structures, intermediaries and individuals about the 

demand; 

• establishing special requirements for quality and for their future employees from the standpoint 

of professional and job requirements, appropriate participation in quality assessment; 

• determination of the place, effective conditions for the future labor activity of graduates and 

observance, fulfillment of these conditions; 

• full or partial reimbursement of costs, payment or other forms of compensation for services 

rendered. 

Educational institutions act as subjects that form the offer, provide and sell. Let us first of all focus on 

educational institutions of higher and secondary schools. 

In higher education, there are the following types of educational institutions: university, academy, 

institute, college. 
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Universities develop education, science and culture by conducting fundamental scientific research and 

teaching at all levels of higher and postgraduate education in the widest range of areas. These are the leading 

centers for the development of education in general. 

The academies operate mainly in one of the areas of science, technology and culture, and act as leading 

scientific and methodological centers in their field of activity. They train highly qualified specialists and 

retrain the leading personnel of a particular industry (group of industries). 

Institutes as independent educational institutions or as structural subdivisions of universities, 

academies, institutes implement educational and professional programs at a level not lower than basic 

education in a number of areas of science, technology and culture and carry out scientific research. 

Colleges implement educational and professional programs of higher education of the first level and 

secondary professional level. 

General educational institutions provide different levels of general education: primary - 3-4 years, basic 

- 5-6 years, secondary (complete) - 10-11 (12) years. Recently, their services have become more and more 

diverse in terms of content, primarily in terms of the depth of education profiling: class profiling, in-depth 

study of subjects, additional education, differentiated education. Individual educational institutions provide 

humanitarian (gymnasium) or natural science, technical (lyceums) education. 

A number of educational institutions aim theirs at meeting the needs of the population, regardless of 

age and level of education. Thus, evening and open (shift) general education schools are provided, taking 

into account the opportunities and features for the implementation of professional programs of primary and 

additional education in the forms of full-time, correspondence, family education, self-education, external 

studies. Education centers, along with general education programs at various levels, provide programs of 

primary vocational and additional education that are socially significant for their region in accordance with 

the license (Mojsa-Kaja et al., 2015). 

There are also general educational institutions focused on specific categories of students, for example, 

persons serving sentences in places of deprivation of liberty, incl. juvenile convicts - evening (shift) general 

education schools at corrective labor institutions, general education schools in educational labor colonies. 

From a marketing point of view, the functions of an educational institution include: 

• providing students with educational services, transferring the desired and necessary 

knowledge, skills and abilities (both in content and volume, and in terms of assortment and 

quality); 

• production and provision of related educational institutions, as well as the provision of 

influences that shape the personality of a future specialist; 

• providing information and intermediary services to potential and real students and employers, 

including agreeing with them the conditions for future work, the size, procedure and sources 

of funding, etc. 

Educational institutions, as entities that form and implement the offer to the market, play a decisive 

role in the development of marketing in the field of education (Borle, P., Reichel, K., Niebuhr, F., & 

Voelter-Mahlknecht, S. 2021). 

Intermediary structures on the market are still in the process of formation, deployment of their 

marketing activity. These include employment services and labor exchanges, educational funds, 

associations of educational institutions (for example, universities or business schools) and enterprises, 

specialized educational centers, etc. They contribute to effective promotion in the market and can perform 

functions such as: 

• accumulation, processing, analysis and sale (provision) of information about market 

conditions, advising other entities; 

• participation in the processes of accreditation of educational institutions, implementation of 

promotional activities, legal support; 

• formation of sales channels, organization of the conclusion and assistance in the 

implementation of transactions; 

• participation in financing, lending and other forms of material, resource support for producers 

and consumers, incl. - through the system of personal state and other educational loans. 
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The role of the state and its governing bodies (including local ones) is especially significant in 

marketing, in contrast to the marketing of other goods and services. Everywhere in countries with a market 

economy, the state provides legal protection of marketing entities (primarily consumers) from monopoly, 

bad faith in business, advertising, ensuring the quality of goods and services, maintains statistics, promotes 

large-scale market research, etc. 

In the field of education, the state is called upon to perform rather specific functions that are essentially 

not performed by other entities on the required scale. In developed countries (for example, in the USA), the 

first duty of federal educational authorities is to initiate, support and strengthen favorable public opinion 

(“public relations”), a positive image of social institutions of education, incl. both among the population 

and in the circles of employers (Jarmas & Raed, 2018). 

The state all over the world finances education (primarily in the direction of its fundamentalization and 

humanization) and provides guarantees for long-term investments of other entities in this area, applies tax 

incentives and other forms of market regulation in order to ensure the development of priority specialties, 

forms and methods of training specialists, development education in general. 

In conditions, having abandoned the centralized, “paternalistic” methods and forms of education 

management traditional for our country, the state continues to bear the responsibility of the guarantor of the 

humanism of education, the unity of cultural and educational space in a multinational society, the general 

accessibility and adaptability of education, its secular nature, freedom and pluralism, democracy of 

management and autonomy of educational institutions. 

The state establishes lists of professions and specialties for which education is conducted, forms the 

basic features of the range of educational services. It conducts certification and state accreditation of 

educational institutions, creates a state system of certification and diagnostic centers (state certification 

service), i.e., acts as a guarantor of quality, its compliance with educational standards (Keller & Kesberg, 

2017). 

The functions of marketing include research and forecasting of market conditions, identifying 

promising and the need for renewal, determining the optimal values of volume, quality, assortment and 

service, pricing, communication activities, promotion and sales, as well as their support in the consumption 

process. Marketing must ensure its own reproduction and development, solving the problems of personnel 

for the implementation of marketing activities in education. 

The specificity of marketing is partly manifested as the specificity of services as such, partly as the 

specificity of scientific, intellectual services. But there are also features arising from the very essence and, 

above all, the exclusivity of the “source material” of the sphere of education - the student’s personality, 

which actually plays a decisive role in the market choice, incl. technologies and conditions for their 

provision, actively participates in the very process of providing educational services. 

 

AIM 

 

Despite numerous world studies in the field of educational marketing, a number of theoretical and 

practical questions related to the development of marketing technologies, which are one of the means of 

improving the quality of educational services due to today’s large choice and high competition between 

various educational organizations, remain unanswered. Until now, the very concept of “marketing 

technologies” is treated ambiguously. However, the requirements for improving the qualifications of 

teachers in accordance with their requests in the conditions of the formation of a new educational paradigm 

gave rise to the study of the essence of marketing technologies in the system of additional pedagogical 

education. 

The mechanism of implementation of marketing technologies in the management system of 

pedagogical education remains insufficiently studied, which makes the problem of our study especially 

relevant. 

During the study of the development of marketing technologies in the institution of pedagogical 

education in modern socio-economic conditions, the following contradictions were revealed: 
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• between the recognition of the importance of active adaptation, the institution of additional 

pedagogical education to the competitive environment and the absence of well-established 

mechanisms for its solution; 

• between the need to apply in practice effective marketing technologies for the development of 

an educational establishment of additional pedagogical education and the lack of understanding 

in the administration of the importance of reorienting existing education management 

structures to create conditions for their implementation; 

• between the desire of the leaders of the education system to ensure the quality of educational 

services, to attract the maximum number of students and the inability to form the necessary 

marketing structures with the involvement of specialists capable of developing and 

implementing this marketing strategy; 

• between the objective necessity of applying marketing technologies in the structure of 

additional pedagogical education and insufficient theoretical and practical development of this 

problem. 

The need for practice, the inadequacy of theory development, and the identified contradictions 

determined the research problem: the need to overcome the discrepancy between the requests of consumers 

of educational services and the possibilities of their satisfaction by the system of additional pedagogical 

education using marketing technologies used to achieve the goals of the development of consumers and 

providers of additional teacher education services. The research problem determined the choice of the topic 

of the scientific article. 

Object of research: system of additional pedagogical education. 

The subject of research: development of the system of marketing technologies in pedagogical 

education. 

The purpose of the research: to theoretically substantiate the need for the development of a system of 

marketing technologies in pedagogical education institutions, which ensure high quality of meeting the 

educational professional needs of teachers and leaders of educational institutions (Menghi et al., 2019). 

 

MATERIALS AND METHODS 

 

The theoretical and methodological basis of the study was: the provisions of the general theory of 

management and management; research in the field of education management, as well as the basic 

principles of marketing as a methodology for the activity of any enterprise in a market economy; theories 

and practices of marketing; education marketing concepts; work in the field of marketing of additional 

education; in the field of management of educational systems; areas of pedagogical innovation. 

The article uses the ideas of system-activity-justice, personality-oriented and competence-based 

approaches, modeling and designing objects in integral systems. 

Research methods: 

• theoretical (analysis, synthesis, interpretation, modeling); 

• practical (participant observation, peer review, questioning, free interviews, marketing research 

methods); 

• methods of mathematical statistics (Mancini et al., 2022). 

Research methods: theoretical: study and analysis of pedagogical, psychological, philosophical, 

sociological literature on the problem of research, legislative and regulatory documents; systematization, 

classification, terminological analysis, pedagogical modeling, retrospective analysis, generalization of 

existing pedagogical experience; empirical: pedagogical experiment; diagnostic methods (testing, 

conversation, observation, questioning, self-assessment, self-analysis, mutual assessment), professional 

activity motivation methodology, pedagogical interpretation of the research results (Psyadlo, 2019). 

Under the marketing of education, we understand a socially oriented process aimed at strengthening 

the competitiveness of an educational institution due to a more complete and high-quality satisfaction of 

the educational needs of students. 
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The methodology of the systematic approach is applied as the main one when considering the 

development of marketing technologies in teacher education. 

Considering marketing technologies as a system, it is impossible not to say about them as the most 

important component of the marketing system. 

In my opinion, the marketing of educational services in additional pedagogical education is an open 

and self-developing system that forms the philosophy of market thinking, determines the strategy and tactics 

of actions and behavior of the subjects of the pedagogical education market: educational institutions, 

consumer organizations, students, government bodies and intermediary structures, and also studies and 

analyzes their relationships and mutual influence. 

In modern conditions, the concept of interaction, cooperation of management entities at various levels 

in order to ensure their effective operation is of particular relevance in the management of the educational 

system. 

Science considers management as an activity from the point of view of target orientation to obtain a 

substantive result and as the impact of one system on another, a subject on an object, leading to a change 

in the latter. 

Based on the foregoing, a marketing approach has been implemented in the management system of an 

educational institution, and marketing technologies are considered as the basis for a systemic restructuring 

of the management of teacher education. 

In economics, it is customary to note five main marketing technologies: segmentation, targeting, 

positioning, analysis, forecasting. 

• Segmentation (segmentation) - dividing the market into segments in order to study consumer 

demand. 

• Targeting allows you to select from among consumers the target audience for which this or that 

group of goods or services is intended. 

• Positioning - taking a more advantageous position of the product in the market. 

• The analysis includes a study of the market for services and goods, the demand for various 

services and products, the study of consumer attitudes towards this type of product. 

• Forecasting is an assessment of the prospects for the development of the traffic police market 

of its segment, trends, market conditions for a certain time period. 

As shown by a theoretical analysis of these marketing technologies, they objectively exist in the 

management system for advanced training of teachers and managers. However, in the context of the modern 

educational paradigm of development, these marketing technologies are modified and supplemented by 

new educational marketing technologies, which, in accordance with the goals of their application, acquire 

modern content (Borle, P., Reichel, K., Niebuhr, F., & Voelter-Mahlknecht, S. 2021). 

We believe that marketing technologies in additional pedagogical education are a system of ways and 

methods for managing the process of increasing the professional competence of teachers and managers, 

which has the goal of studying and adequately meeting their needs for professional improvement by means 

of educational services. 

Thus, the technology of market segmentation (in this case, educational services) involves studying the 

requests of teachers by districts of the region, by subject, by the level of training of teachers, experience 

and length of service, and finally, by the identified problems and difficulties of the teachers themselves. 

Each individual direction has its own methods and methods for establishing a group of teachers’ requests 

and specific tasks for their implementation are solved (for example, a request from subject teachers of a 

particular district of the region to develop a methodology for implementing educational standards in their 

subject). 

The diagnostic technology complements the rest both in the production sector and in the field of 

education, and is an independent stage of the marketing research process, is, in this case, not so much a 

diagnostics of the competitive environment (as in the manufacturing sector), but a process necessary for a 

more complete and accurate understanding of the needs of teachers - consumers of educational services. 

Part of the diagnostics is the procedure for the most accurate study of the needs and professional difficulties 
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of teachers, in order to create a personalized, student-oriented educational product (an individual 

educational route for a teacher, a modular program on a specific topic for a group of teachers, etc.). 

The targeting technology in this context involves the selection of a group from the already existing 

general target audience for individual specific courses and programs, setting the goal of classes depending 

on the requests of teachers. 

Positioning technology in our case includes the creation of a positive image of an educational 

institution. A necessary condition for it is the development of technology for promoting both the image of 

the institution itself and the product of its educational activities. In the work we have revealed and shown 

various forms of promotion and implementation of educational services. The possibility of positioning 

through advertising activities or through the promotion of a particular educational service is disclosed. 

The technology of analysis involves a significant number of components, which in turn are 

technologies. For example, marketing research involving the analysis of an educational product (for 

example, a program of offered courses), an analysis of the possibility of bringing the course to the market, 

an analysis of the possibilities of its implementation in certain conditions, an analysis of the needs of 

educators, their possible difficulties and the possibility of overcoming them with the help of the proposed 

course, or programs, etc. 

The analysis also provides for the study of the resources of the internal environment, including 

personnel, necessary for the implementation of a given course of the program or state task. Analysis of the 

external environment: problems and opportunities, conditions and threats from the outside, for the 

successful satisfaction of this request, the implementation of this program or course. 

Prediction technology involves predicting certain marketing activities. For example, the introduction 

or elimination of this course, depending on demand or its absence. 

It is also important to predict the demand for certain educational services, based on a preliminary study 

of demand, or on the basis of regulatory documents, or the identification of hidden, unconscious problems. 

The functioning of the system depends more on how its parts interact with each other than on how each 

of them works independently. Therefore, the systematic approach used in the study allows us to consider 

educational marketing technologies, firstly, as a developing whole (a subsystem of the marketing system), 

secondly, in causal relationships and internal contradictions of its elements, thirdly, in the interaction of 

various forms development of these elements (García-Carmona, M., Marín, M.D., & Aguayo, R. 2019). 

Most researchers perceive development as a process of transition from one state to another, more 

perfect; transition from the old qualitative state to a new qualitative state; from simple to complex; from 

lowest to highest; from less perfect to more perfect. 

In the article, the development of marketing technologies in the education of teachers is understood as 

a purposeful process of implementation and gradual improvement, improvement of both the technologies 

themselves and marketing activities related to planning, research, analysis and management of the activities 

of an educational institution of teacher education based on the identification and satisfaction of educational 

professional requests, interests and problems of teachers. 

One of the criteria for the development of marketing technologies, we consider the variety of different 

types of technologies and their systematic application in marketing activities. The purpose of their 

development is the transformation of the system of marketing technologies into a coherent system of 

marketing of educational services, covering the entire complex of management of an educational institution, 

namely: awareness by the administration of the institution of the need for marketing activities; reorientation 

of structures and divisions for marketing activities, with the inclusion of the largest number of specialists; 

creation of special marketing structures with the transfer of either specific functions or constant monitoring 

of marketing activities in the institution. In this regard, we distinguish different levels of development of 

marketing technologies: low, initial, medium and high (Maslach, C., Schaufeli, W.B., & Leiter, M.P. 2001). 

Exploring marketing technologies as the basis for a systemic restructuring of the management of teacher 

education, we found that the restructuring of the management mechanism of an educational institution 

involves not only changing the target settings, but also organizing the interaction of marketing technologies 

in a single system. For example, diagnostic and targeting technologies; research and analysis technologies; 

technologies for promotion and implementation, etc. This is also connected with the rethinking of some 
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concepts. For example, the “product of educational activity”, defined as the result of activity and expressed 

not only in educational services, but also in those professional competencies that teachers have acquired as 

a result of training. An educational service is understood as an activity to assist the consumer in mastering 

the content of education. Hence, “educational services” are services provided in the process of carrying out 

educational activities, the result of which is the achievement by citizens of a certain level of education and 

training or their mastery of a number of certain competencies. 

Modern concepts of teacher education also involve special approaches to the teacher as the subject and 

object of the educational process. In modern conditions, the teacher can act not only as a customer and 

consumer, but he himself can be considered as a producer of educational services or act as an expert. The 

article discusses the various functions and roles of the teacher as a subject and as an object of marketing 

activities (Voskoboinikova V. V., Kalko K. O., Kulesha-Liubinets M. M., Nikolaievska Yu. V., Samoiliuk 

O. V., Rybalko P., Drogovoz S. M. 2021). 

The analysis of the data obtained and the further course of the study made it possible, at the next stage 

of the formative experiment, to develop a model for the development of the marketing technology system 

in institutions of additional pedagogical education. 

The target component of the model is the development of marketing management through marketing 

technologies that allow increasing the competitiveness of similar ones and qualitatively improve the 

satisfaction of the professional educational needs of teachers. 

The development model of the marketing technology system includes all of the above types of basic 

technologies. Identified new technologies specific to the activity: technology of creating an educational 

product (program, course, etc.); technology for promoting specific courses, taking into account the target 

audience (teaching and non-teaching workers); technology of tender and grant activities as an integral part 

of marketing communications technologies, etc. 

The content component of the model includes three blocks of educational marketing technologies used 

by marketing structures based on a systematic study of the requests and needs of teachers and the 

requirements of regulatory documents that determine the implementation of the state task.  

The main conditions for the implementation of the model for the development of marketing 

technologies include: awareness by managers of the need for marketing activities; mastering the basics of 

marketing management by the heads of the institution; development of a plan for the strategic development 

of a teacher education institution based on marketing technologies; monitoring the quality of teacher 

education during the period of training and the formation of professional competence of teachers; readiness 

for structural changes related to marketing activities (Zozulia I, Zozulia O, Melnychuk S, Luts L., et al 

2020). 

Thus, the analysis of the functioning of teacher education institutions in the system of market relations 

and the results of research confirm the regularity and necessity of developing a system of marketing 

technologies and its particular relevance for the market of educational services of teacher education (Grant, 

A.M. 2013). 

The study showed general trends in the development of educational institutions of teacher education in 

a market environment, ways to solve common problems outlined here. 

The conducted experimental work allowed us to draw the following general conclusions: 

1. Directions for reforming the system of teacher education are closely related to its systemic 

restructuring based on the development of marketing technologies. 

2. The marketing activities of educational institutions of teacher education serve as a means of 

motivation for professional development, contribute to the reflection of teachers as producers 

of a high-quality educational product, and help teachers to realize their competitiveness as 

subjects of the educational space. 

3. The development of the system of marketing technologies allows not only to increase the 

number of students, but also to significantly improve the range and quality of educational 

services. 
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4. Systematic marketing activity of educational institutions of teacher education is the result of 

the development of marketing technologies and acts as a means of implementing the didactic 

and pedagogical principles of teacher education: 

• personalization of the advanced training system; 

• development of project activities of teachers; 

• development of network interaction and computer literacy of teachers; 

• serves as a means of motivation to improve the qualifications of teachers. 

5. Adequate application of marketing technologies enables the educational institution to win the 

competition for the consumer in the period of ongoing socio-economic and structural changes 

in society. (Reynolds, M. 2020). 

The results of the study make it possible to identify the links between ensuring the quality of educational 

services and the use of marketing technologies in managing the development of a general education 

institution as a factor in monitoring and evaluating this quality. 

The course and results of the study, the experimental work carried out, fully confirmed the viability of 

the hypothesis put forward. 

It has been proved that the development of a system of marketing technologies in teacher education 

institutions provides a high quality of professional competence improvement for teachers based on the 

identification and satisfaction of their professional and educational needs and requirements. 

The study of the development of the marketing technology system opens up new opportunities for 

studying educational marketing, marketing of general education institutions: identifying innovations in 

education and disseminating them with the help of marketing technologies; studying the patterns of 

management of educational institutions of various types in market conditions (Odynets, Tetiana, Yuriy 

Briskin, Borys Dolinsky, Valentina Todorova, Pavlo Vindiuk, Anzhelika Yefremova, and Petro Rybalko, 

2021). 

 

DISCUSSION 

 

Theoretical significance of the study: 

• systematized understanding of the concept of “marketing technologies” in different 

methodological approaches (system-activity, personality-oriented, competency-based, 

marketing, technological); 

• the theory of vocational education was supplemented by the development and theoretical 

substantiation of new marketing technologies, consisting in identifying professional 

educational needs and needs of teachers, predicting the effectiveness of advertising educational 

services, and applying marketing communications technologies in activities; 

• developed and substantiated criteria for ranking the effectiveness of the development of 

marketing technologies in the institution of teacher education (low, initial, medium, high); 

• the theory of management of an institution of additional pedagogical education was 

supplemented with a system of marketing technologies for diagnostics, segmentation, 

targeting, positioning, forecasting, which make it possible to increase the efficiency of the 

institution’s activities based on the systemic interaction of these technologies. 

Practical significance of the study: 

• developed and implemented in the activities of educational institutions a set of technologies 

that provide favorable conditions for the development of the marketing system; 

• with the participation of the author, new forms of dissemination of advanced pedagogical 

experience were developed and introduced into the work of an educational institution: a teacher 

is a producer of educational services; a teacher is a consumer of educational services (a product 

of educational activities), implemented through regional annual exhibitions of innovations, 

which are various forms of products of educational activities of teachers. 

The reliability and validity of the main provisions and conclusions of the study is due to the 

methodological validity of the initial theoretical provisions, the integration of research search with practical 
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activities, the synthesis and analysis of practical and experimental material; organization of experimental 

work using a set of methods. 

 

CONCLUSIONS 

 

In order to achieve the goal of the article and confirm the hypothesis put forward, overcoming the 

above-mentioned contradictions, the solution in the work has the form: 

1. A theoretical analysis of the problem of the development and application of the system of 

marketing technologies in pedagogical education has been carried out, the conditions under 

which they will work will be investigated. 

2. A system of marketing technologies for pedagogical education has been identified and 

developed, which will ensure effective satisfaction of the professional educational needs of the 

country’s teachers. 

3. The mechanism of creating conditions for the successful functioning of the marketing 

technology system development model has been studied. 

4. The development model of the system of marketing technologies has been developed taking 

into account the existing conditions and the socio-pedagogical situation in the country. 
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