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Abstract: 

In a world of competition between institutions and business companies, we are 

witnessing the entry of the trend into the world of education, and the most difficult to 

education for higher education - academia. The academic institutions are undergoing 

budgetary cuts, thus requiring them to become more efficient and to find additional 

sources of financial income. Therefore, we will need them to develop marketing and 

selling capabilities of their educational services. This article will attempt to review the 

trend, and explain how they came to this period. 
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1. Introduction 

 

The current stage of education services development and changes in educational 

paradigm are mostly predestined by a variety of factors, most important of which 

include: processes of globalization and integration into the international educational 

space; development of information society and economy based on knowledge. New 

benchmark of XXI century is the development of society and individual based on 

knowledge and intellectual capacities. Entrepreneurial spirit, systemic thinking, 

originality and speed of decision-making, creativity, ensure the survival, 

competitiveness and become the most valuable intangible assets, High speed of life and 

constant change, introduction of new technologies, increased competition, growth of 

revenues from the use of intellectual property, Internet penetration in all economic 

sectors, global informatization and knowledge exchange all these factors marked the 

beginning of a new stage in economic development and birth of ''knowledge'' economy 

[Hemsley-Brown, 2008].   
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2. Materials  

 

Education is a pure service sector, which is characterized by intangibility, 

inseparability, heterogeneity and perishability. In addition to that, ownership or the 

lack of it characterizes this type of service [Gibbs]. Education as a service, then, can be 

said to be fulfilling the need for learning, acquiring knowledge-providing an intangible 

benefit (increment in knowledge, professional expertise, skills) produced with the help 

of a set of tangibles (infrastructure) and intangible components (faculty expertise and 

learning), where the buyer of the service does not get any ownership. He may have 

tangible physical evidence to show for the service exchange transaction but the actual 

benefit accrued is purely intangible in nature [Hemsley]. 

 According to Bledsoe [Bledsoe], in the context of education, the customer only 

buys access to education, or derives the learning benefit from the services provided. 

There is no transfer of the ownership of tangibles and intangibles, which have gone into 

creation of the service product. Payment of fees (price for the service) is just the 

consideration for access to knowledge and for the use of facilities for a given tenure. 

Most educational institutions are product oriented rather than market or student 

oriented. They perceive themselves as producers of certain educational programs, 

rather than as satisfiers of certain learning needs. This lack of marketing orientation, 

keeps those managing educational institutions from realizing and exploiting the role 

that promotion could play in attaining their organizational objectives [Bosman]. 

Orientation to the world standards of education, improving the quality, relevance and 

practical applicability of educational products and services become an obligatory part 

of educational institutes’ competitiveness. Learning, curriculums and standards are 

being renewed according to current advanced technologies as well as requirements of 

labor market to the level of competence among future specialists. In process of 

strategical development, education services start to consider versatile customer needs, 

capabilities and motivation of academics.  

 Bryman [Bryman] leads an opinion which all this, helps to introduce more 

marketing tools to the work of institutes. Educational service providers, more than 

anything, need to be competitive. Often it is the key component of success. The 

customer simply shows up at the service scape expected to be ‚serviced". The delivery 

system in place will satisfy, dissatisfy, or please the customer. And it is always 

important to remember that the customer cannot be completely separated from the 

service. Here, the service providers mean teaching fraternity and non-teaching 

community directly and indirectly associated with the services rendered to the 

students. Satisfaction and retention of the students solely depends on the way the 

teachers are in a position to deliver their best services to them [Del Favero]. Haslam 

*Haslam+ indicates that teachers are not treated as ‚guru‛, rather they are known as 

facilitators / services providers. Growth and existence of an educational institute, 

particularly the professional educational organization depends on the competency, 

effectiveness, efficiency, sincerity, dedication and devotion of the teaching community 
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of the institute. People proved as the most vibrant component of educational services 

marketing mix.  

 In the present era, it is not natural resources or natural wealth, which distinguish 

an affluent society from a backward one; it is the accumulation and development of the 

knowledge resource. Education was never as important a utility as it is today. People 

however differ in the benefits they seek from the educational services offered to them. It 

is important, then, in order to be able to satisfy these needs and wants effectively, that a 

marketing orientation be applied to the conceptualization, design and delivery of 

educational service [Humphreys & Einsein]. Education planners, in order to plan the 

service, offer well and deliver it effectively, need to understand the behavior of the 

target population, and the criteria they use to exercise choice. Another key issue to 

better delivery of the education service is that it is performed for people and by people. 

People therefore represent the starting point for analysis to precede conceptualizing the 

service offer and developing it into a marketable service package. The education service 

offered by the institution must reflect the organizational response to the identified 

needs and wants of the target segment, in a given socio-economic context. However, the 

beginning of successful service delivery in this case is in satisfying the needs of service 

providers [Jackson, Nunn]. If university focuses its marketing activities on the needs of 

practical implementation of gained knowledge, it is particularly important to develop 

requirements for the quality of educational services and technology to maintain the 

quality management system. Quality of education is necessary condition of university’s 

competitiveness in context of international integration and high domestic competition. 

It most importantly depends on the quality of human resources and so one of the main 

directions of higher education development should be the development of teacher's 

potential. 

 In this regard, development the strategy of university professors’ potential 

evolvement plays an invaluable role in internal relationship marketing. Each school 

must have a current program of training and supporting its personnel, which, in turn, is 

part of the strategic marketing plan for the development of the institution. At this 

moment, building an effective system of respectable earnings for higher education 

employees is task of socio-economic nature. Reputational strength and position of 

university's employees in education market depends on how well this system built. 

Nunn [Nunn] which made a research on service providers for satisfaction, analyze the 

effectiveness of salaries and incentives for employees of higher education system. His 

research was conducted on the basis of motivational factors. In his conclusions, he 

found that the system of payment and incentives for university workers requires 

significant adjustment by university's social policies strengthening. The results indicate 

on some points: 

 The current payment system does not consider teacher rating made by students 

(the main consumer of educational services). Many universities hold contests for 

the title of ''Best Lecturer", but this is not stimulated in any significant material 

way. 

 Motivation for instructional and guiding work virtually does not exist. 
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 Most faculty members do not understand new wage system; therefore, the 

attitude toward it is ambiguous. 

 The majority of teachers moonlight in other universities in part-time status, 

considering the possibility to look for jobs as an extra incentive to teaching. 

 According to Packard [Packard], the relationship marketing concept human 

resources are crucial for market success. The value of human resources in marketing 

mix of the university is not limited by availability of highly qualified, professional 

teachers, transferring knowledge in classrooms. From marketing perspective university 

staff has a huge impact on the consumer, i.e. the student both directly in the learning 

process and in extracurricular time it is a style of communication with students and 

other clients of the university, the speed of response to inquiries, complaints, etc. 

Teachers and staff should establish an educational environment that best meets the 

needs of a quality education.  

 Human factor is critical strategic resource of university effectiveness in education 

market. In this case, teaching resources appear as human resource and component of 

strategic resources that contribute to an increase in marketing opportunities of the 

university [Rosser et al.]. Human resources formation in terms of marketing is subject to 

the problem of achieving university competitiveness and further sustainable integrated 

development of human resources on labor market. Further development of university 

staff is based on principles of material resources rational use; modernization of the 

educational process based on innovative educational technologies according to 

customer requirements for quality education. The basic problems of university human 

resources in modern world is the need to find new forms and methods in accordance to 

new educational paradigm that requires a change in teaching and teacher's role. Franck 

& Optiz [Franck & Optiz] describes the development of the educational establishment 

in the global age by a new Comparative characteristic of teacher's role in the framework 

of classical and new educational paradigm. They do not try to prove that the method is 

flawed, but rather to ensure that the work processes are unique and that the consumer - 

the client - the student will feel the competitive advantage of the educational institution 

over the other institutions. The attractiveness of the educational institution will result in 

its financial success. The success will be reflected in an increase in the demand of 

students to study in the academic institution, and in their satisfaction with the work 

processes and the educational service they receive. The following table attempts to 

show the changes made in these institutions: 
 

Table 1: presentation of comparative characteristics of teacher's role  

in the framework of classical and new educational paradigm 

Classical Educational Paradigm  New Educational Paradigm 

Main mission of education: to prepare 

new generation for life and work 

Main mission of education: to ensure the conditions for 

personal self-determination and self-realization 

 

Human being is a simple system 

 

Human being is complicated system 

 

Knowledge comes from the past (‚school 

of memory‛) 

 

Knowledge comes from the future (‚school of thought‛) 
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Education – transferring to student 

known samples of knowledge and skills 

Education – creation the image of world itself through active 

lodging in the world of objective, social, and spiritual culture 

 

Student – object of pedagogical impact, 

someone who is being taught 

 

Student – subject of cognitive activity, someone who 

perceives knowledge 

 

From subject to object, monological 

relationship between teacher and student 

 

From subject to object, dialogue between teacher and 

student 

 

‚Responsive‛, reproductive student 

activity 

 

"Active", creative student learning activities 

Source: [Barr & Tagg]  

 

According to the data from the table, as the society move to a knowledge society, 

education technologies are becoming more customer-oriented, and the recipients of 

knowledge become more responsible for their own learning. It should be noted that the 

process of teaching and methods of knowledge transfer over 50 years virtually 

unchanged. However, modern conditions require educational systems to be more 

flexible, able to quickly adapt to change. Also, position of teacher fundamentally 

changed [Trash, 2009]. Now university professor must not only transmit knowledge to 

learners, but to be their consultant to the world's knowledge, help them to understand 

the importance of learning and personal responsibility for the results of their studies. 

Examination of educational trends, terms of university development, marketing 

principles and problems of university human resources transformation led to the 

conclusion that modern university is in dire need for highly qualified teaching staff, 

that is able to adapt quickly to new educational standards, accept changes, create high 

quality educational products. Time of spontaneous management has passed. Now it is 

necessary to build a systematic approach to solving of teaching resources complex 

development problem according to the criteria of modern education system and 

differential requirements for the quality of education for all segments of consumers 

[Wang et al.].  

 

3. Leadership in Educational System 

 

Leadership has been recognized as a vital focus in the field of organizational behavior 

in which it is one of the dynamic effects during individual and organizational 

interactions. Leadership undoubtedly has the major role in the outcome of any project 

in which all identified leadership styles have variable outcomes under different 

situations [Woods].  

 Today’s, academic leaders must have varieties of leadership skills to be effective 

in an organization. Many literatures done by researchers showed that there are many 

components of effective leadership that can take place in educational sector including 

the ability be to a role model for the followers, capability to lead a number of faculty 

varieties, and to have a critical thinking skill. It is important for the academic dean, 

deputy of dean and head of department as a leader, to adapt to the appropriate 
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leadership style that suits him or her with the groups for which he or she is responsible 

for [Nunn, 2008]. Academic leaders are responsible as the chief academic officers of 

their divisions or faculties. Nevertheless, the university’s hierarchy acts as the middle 

manager to play the role as the mediators between the executive level administrations, 

the chairpersons, and the faculty of the respective universities. The main responsibility 

of the academic leaders is they must operate within the university system in which it 

has numbers of characteristics to deal with and therefore, academic leaders must 

navigate the bureaucracies of the university in order to successfully lead their divisions. 

However, the leadership style of academic leaders is varied and diverse due to the no 

formal professional training provided who seek for this position (McGregor, 2005) as 

well as no consistency in the job descriptions for academic leaders which lead to further 

uncertainty about their roles and accountabilities. Hence & Gmelch [Hence & Gmelch, 

2004] agreed that academic leaders need to be taught leadership skills in order to 

decrease the unprofessional nature of the leadership in the ranks of administrations. 

Further argued by Packard [Packard, 2008], indicated that one of the significant 

challenges faced by the many leaders today is in terms of their ability to adapt to a 

constant global environment changing and at the same time to maintain the internal self 

-motivated of the organizations. Therefore, the appropriate selection of leadership style 

adapted by academic leaders is important in order to play a major role in the succession 

of the overall organizational performance of their academic units. 

 In the literature, leadership has been recognized as a vital focus in the field of 

organizational behavior in which it is one of the dynamics effects during individual and 

organizational interactions. Leadership undoubtedly has a major role in the outcome of 

any project in which all identified leadership styles have variable outcomes under 

different situations. Fry [Fry, 2003] explains that leadership plays a strategic tool to 

motivate the staff to enhance their potential growth and development. On the other 

hand, organizational performance refers to ability of an organization to achieve certain 

objectives and goals such as good financial results, high organization profit, and 

produce high quality products by using effective strategies adopted. Under certain 

circumstances, transactional style of leadership lead to a successful work of the 

organizations even though it does not give the followers as much right as 

transformational leadership does but it does give the followers a sense of identity and 

job satisfaction. On the contrary, other stud is suggested that transformational 

leadership had a greater role to play regarding followers’ performance and creativity 

compared to the transactional leadership. Furthermore, the discussion on the 

relationship between leadership styles and performance has been discussed often by the 

scholars. Many researches done before showed the results that leadership styles have 

significant relation with the organizational performance, in which different style of 

leadership can determine the relationship between the leadership styles and the 

organizational performance either it may have positive correlation or negative 

correlation. Transformational theory suggests that effective leaders can generate and 

encourage an appropriate idea or image of the organizations. They are more goals and 

vision-oriented leaders who seek to achieve their desired intentions to be fulfilled. 
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According to Bryman [Bryman, 2007], the transformational leadership in the 

educational setting is more likely to sustain the educational system change. In relation 

to the leadership styles within the higher education settings, many academic leaders 

prefer transformational leadership. The transformational leaders motivate their 

followers to be fully aware the importance of their tasks outcomes and induce them to 

exceed their own self-interest for the sake of the organizations by achieving their higher 

needs. One of the main elements of this type of leadership is transformational at its core 

which elevates both leaders and the followers. Avolio [Avolio] supports the theory that 

transformational leadership is morally inspiring, a quality that differentiates it from 

other leadership styles. As the overall of this theory dictates that the leaders must have 

the capability to response to the demands in any circumstances. Particularly, leaders 

who operate under this leadership must be aware of their environment surrounding, 

abilities of their employees, and to be flexible in their leadership approach [Bledsoe, 

2008]. 
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