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Abstract:

Purpose: The article deals with the possibilities of applying foreign experience in activating
the marketing component to attract investment in higher education and substantiates an
effective mechanism for implementing these prospects in domestic conditions.
Design/Methodology/Approach: The article describes the challenges facing Russian higher
education in the transformation into an engine of the national economy innovative
development, which involves the activation of fundraising. Also, the author gives examples of
American and European positive experience in attracting investment into higher education,
describes the size of private funding per person in a number of countries, presents the existing
promising models of the development of Russian universities and their needs for partnership
with business.

Findings: The influence of state marketing for implementing adaptive changes in higher
education appears to be dominant. It is seen as an important factor in creating conditions for
investment flows to universities. A mechanism for creating research and educational centres
in the regions that operate on the basis of marketing partnerships contributing to the creation
of innovative solutions for the development of territories and, in the future, bringing world-
class innovations to the market is supposed to be significant.

Practical Implications: The author proves the need to take into account the experience of
other countries in creating research and educational centres, marketing relations between
universities and business community in the regions and the use of state marketing in continuing
the implementation of initiatives to transform the Russian higher school into the flagship of
innovative development of the national economy.

Originality/value: The author’s approach can become the basis of marketing decisions in
creating a mechanism for long-term cooperation between universities that receive investment
and businesses focused on the investigation of innovative products to ensure the trajectory of
innovative development of the national economy in the interests of society as a whole.
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1. Introduction

Nowadays, significant changes are being made in the higher education establishments
in Russia. These transformational changes are associated with ambitious tasks set for
modern universities, according to which they should become the "locomotives" of the
innovative development of the national economy, providing training of the specialists
able to create innovations in priority sectors, form new markets and find promising
niches in the world market for innovative products and services in order to increase
the Pro-gradient growth of Russia's share in it. These tasks are set together with a
number of other criteria in the adopted and ongoing national projects "Science"
(Passport of the national project "Science” 2018) and "Education" (Passport of the
national project "Education”, 2019). These national projects provide funding for the
transformation of higher education. Such solutions are considered to be a component
of the state marketing that aims universities to create and promote innovations
(Bondarenko et al., 2020c).

In addition to initiatives in the state marketing, which provide opportunities for
increasing the attraction of state funding to leading universities (Bondarenko et al.,
2019), it is significant to involve marketing of partnership between universities and
business. It is aimed at private investment to universities in order to provide training
of innovation-oriented specialists for modern companies, as well as conditions for
creating new products by combining the potential of universities and business
(Mitrofanova et al., 2017). Accordingly, it is relevant to investigate the issues of
marketing component in attracting companies' investments to universities based on
the foreign experience and practices acceptable for the implementation in Russian
conditions.

2. Materials and Methods

Studying the foreign experience in the sphere of attracting investments into
universities and finding financial mechanism in domestic conditions the author
investigates the Russia's place in the ranking of the Global innovation index, discusses
approaches to funding models of universities and analyses data on investments of
business in different countries for scientists working in the scientific and educational
organizations. Also, the author investigates the Russian models of universities, and
propose a mechanism for their interaction with business in order to attract investment
on mutually beneficial terms in the ideological paradigm of relationship marketing.
The author used general scientific methods, such as the system analysis, comparative
analysis and synthesis, and graphical interpretation of data.

3. Discussion

By describing the requirements for Russian universities, it is reasonable to note that
their entry into the world ranking of TOP 5-100 has been initiated and is being
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implemented (Balashov and Khusainova, 2016). Leading Russian and foreign
researchers also suggest to evaluate the rating performance indicators of universities
on the base of certain indexes, which makes it possible to speak about the level of
competitiveness of universities and, accordingly, their opportunities to attract
investment (Ablameyko et al., 2013; Beizerov, 2016; Donetskaya, 2014; Kharchenko
et al., 2013; Shevchenko and Loktyushina, 2016; Sheng-Ju Chan, 2016). Researchers
note that there are three main approaches to financing universities abroad: formula-
based financing, performance-based financing, and negotiated financing (Chernova et
al., 2017).

In the use of the formula-based financing approach, the required amount of funds is
calculated by the specific formula that includes indicators such as the number of
students, the number of published works by university specialists, and some other
criteria. When applying the performance-based financing model, it is necessary to
have an agreement between the university and the state structure, which provides for
the required performance in reaching goals by the university. The negotiation model
is based on the existing image characteristics of the University (Bondarenko et al.,
2020Db). There is also an example to combine different models of university financing,
this practice is considered to be the reasons for the decline in state funding of
education and the need to find other sources of financing (Lisyutkin, 2017). Despite
the interest of private investors in financing universities, currently in Europe, Japan
and the United States, costs on higher education is about 1.3% of GDP, and about
1.1% of it comes from the state, while only 0.2% is private financing (Warden, 2018).

According to the Russian higher education system, researchers identify several
promising models of universities. In the future, with high probability, universities will
be actively presented in the Russian educational market and will attract investment to
become the flagships of the innovative economic development and a place for training
innovation-oriented specialists (Voronov et al., 2018). These promising models of
universities typical for the Russian education market are shown in Figure 1.

Figure 1. Promising models of universities in the Russian educational market
(Bondarenko et al., 2020).
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Source: Author.

All the presented models of universities are interested in attracting investors and
collaborations with them in marketing partnership in order to fulfil their tasks such as
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training innovative HR, specialists for industrial companies and investigations and
creating innovative products to the market together with partners.

4. Results
Since universities in Russia are faced the task to become agents of the innovative
development in the national economic system, it is important first, to present the
position of Russia in the world ranking on the Global innovation Index (Figure 2).
Figure 2. The Russia's position in the global innovation index (GlI) ranking in 2015

and 2018 compared to other countries (G112015, 2016; G112018, 2019).
90

80
70
60
50
40 59 37°
i 1 142 s S |7 1é8
10114233247556 II.Ii
0 — B =m N [ ]
@ S L&

(\A Q, > @

o O

O ¥ & & @ &
S A R SR &L P
& §6 %i@ SIS ARCNCS <<’~'°<\ & L % é@ L
& &S 5 (;,\0% 2 § C RS
S S

m 2015 m2018
Source: Author.

According to these data the Russia's position has improved, but it occupies only the
46™ position, far behind China, South Korea, the United States, and the EU countries.
Accordingly, Russian universities face great tasks, including attracting investment to
increase the indicators of innovative development of the economy. Based on foreign
experience in activating partnership between universities and business structures, we
can note the growth of research and educational centres based on universities and the
strengthening of their relationship with business (Maltsev and Mordvinova, 2016).
For example, in this regard, industrial universities were created in the United States,
which received and still receive funding based on close interaction with enterprises in
the area of their localization (Maltsev and Mordvinova, 2016). These universities
receive investments for the development and implement their investigations that
contribute to the positive evolution of business in the region.

As part of the partnership marketing, companies in a number of countries are
objectively aimed at financing universities to train qualified specialist for their own
needs. Business investment involves training high-quality and competent
professionals who can effectively work for the benefit of companies in the innovation-
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oriented economy. Abroad, the contribution of business to universities is tracked by
deductions per one researcher working at the university. Information on such
deductions in a number of countries is shown in Figure 3.

Figure 3. Companies' costs on university funding per one researcher per one year,
US dollars (Naumova and Korobova, 2016).
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In the countries that are significantly inferior to the conventional leaders listed above,
such costs do not exceed 9 thousand US dollars per year. Russian businesses, in
general, are interested in training specialists, however, it is necessary to create a
mechanism that ensures systematic work on training profile specialists, as well as joint
(between business and universities) commercialized innovations in demand in the
markets.

In such conditions, the practice to create research and educational centres, which has
already been tested abroad, is in demand. Such collaboration is seemed to be
promising for industrial partners in Russian context in terms of marketing partnership
between university centres and business. Practical steps to create research and
education centres have already been implemented in a number of Russian regions.
This mechanism is effective, since it contributes to solving problems of higher
education, along with solutions beneficial for the region and obtaining visible effects
for businesses that cooperate with universities in the innovative development and
support of the researchers. Based on mutually beneficial cooperation in the research
and education centres universities receive funding for research projects important to
their regions, the national market and, in the future, for the development of certain
niches in the world market. Also, they can train their graduates to work in practice-
oriented innovative projects.
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Their industrial partners also get significant advantages in the training of profile
specialists for their own needs, increasing the innovative component of their business,
which contributes to the growth of their competitiveness. Also, universities’ industrial
partners can get institutional support from the authorities in the regions and scientific
support from universities in creating and bringing innovative developments to the
markets.

Accordingly, universities and business benefit from this marketing model of
cooperation, as well as the population which receive opportunities both to get new
knowledge and participate in creating innovations at new working places in the region.
State authorities benefit from this cooperation, too, because this cooperation makes it
possible to implement an innovative scenario for the development of the economy in
the region where the scientific and educational centre is situated. This model of
interaction between business and universities will help to attract private investment in
solving the ambitious tasks facing higher education in Russia, based on a mutually
beneficial marketing cooperation.

5. Conclusion

Summing up the study about the marketing component to attract investment into
universities, taking into account the international experience, we can make a
conclusion that the partnership model based on relationship marketing (if we take the
European practice as a basis) and cooperation between business and universities, with
the patronage from the state is prevailing in the world practice. In the American
version, priorities are also shown in forming a model of long-term cooperation
between universities of an entrepreneurial type and business in the region. Paternalism
of the state authorities is shown in this case to a minimal extent. However, the
beneficiaries are both the state and society.

In the Russian context, taking into account the traditionally leading role of the state in
the reformation, development and innovation, the influence of state marketing in
implementing adaptive changes in higher education, contributing to its transformation
into an engine of the innovative development is supposed to be dominant. Also, for
Russia, the mechanism of forming research and educational centres in the regions that
contribute to the creation of innovative solutions for the development and, in the
future, bringing world-class innovations to the market seems to be in demand. This
practice helps to solve the problems facing higher school and allows business to
significantly raise the level of the development and innovative solutions in the regions,
along with the training of innovation-oriented specialist that contribute to the growth
of business capitalization.
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