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2) TIArOTOBKA 32 €BPOMNEHCHKUMH METOAMKAMH TPOEKTY HOBrocTpokoBoi I[Iporpamu
koHBepreHuii Ykpainm ta €C, mo Oa3yBaTHMETbCS Ha KIJIOYOBHX Mapamerpax
BuIne3asHadeHoi CtpaTerii Ta BpaxOByBaTHUME BIAIOBIIHI Il (MaKpOEKOHOMIYHI,
comiaibHi, 1HCTUTYIIHHI) Yroau Mmpo acomiamiro Mix YKpaiHOW Ta €BpONEHCHKHM
Corozom;

3) BIATIOBIMHA KOpeKmis Ta mposioHrauis IlnaHy 3axomiB 3 IMIUIEMEHTAlli BKa3aHOI
Yronu Ha 2014-2017 pokm, 3aTBEpIKEHOro po3nopsmkeHHsM KaOMiHy Bin
17.09.2014p. Ne847;

4) 3MiHa 1I€0JIOTIYHHX 3aCaj AeP’KaBHOTO PETYJIOBAHHS Y COLaNbHIN cdepi Ta mepexin
(BpaxoBYIOYH BIJMOBIAHUI €BPOMEHCHKUI JOCBIA) BiA TPAAUIIHHOI COIIANIBHOL
MOJITUKA A0 TIOJNITUKA COLIANBHOI SIKOCTI, SKa peai3yeThcsi €BPOCOI30M
nounHatouu 3 2000-x poKiB 1 CHpsMOBaHa Ha JOCATHEHHS CyCIJBHOTO CTaHy, 3a
SIKOT'O TPOMA/ISTHA MaOTh MOJKJIMBICTb OPaTH y4acTh B COLIAIbHOMY Ta €KOHOMIYHOMY
JKUTTI CyCHLIbCTBA B YMOBAaX MiABUINEHHsS BJacHOro modpodyty Ta ocoducroro
MOTEHLI ANy,

5) YIOCKOHAJIEHHS CHUCTEMHU COLIAJbHOIO 3aXMUCTy HACEJEHHs Ta 3HAYHE ITiBUIIECHHS
HOro piBHS, IO CHPHUATHME COLIAJbHOMY TIPOTPECy, a TaKOX MOCHJICHHIO
IHIUBIAYAJIbHOI KUTTECTINKOCTI TPOMAJISH 1 CTIMKOCTI HAIlOHAJbHOI €KOHOMIKH B
uiiomy [4, ¢. 97].
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VALUE CO-CREATION: UNIVERSITY MANAGEMENT CHALENGES IN UKRAINE

Introduction. Ukraine is currently experiencing deep economic and political transformation.
The important role of higher education in this process is recognized by university management as
well as by the society. University leaders operating in a dynamic marketing environment understand
the need of introducing innovative management approaches. Value co-creation can be one of the
possible alternatives to ensure success.

Main findings. Value co-creation paradigm is a basic of modern marketing thinking.
Participatory approach in value creation, discussed by Ravald and Gronroos [1], was then
developed by Prahalad and Ramaswamy [2], emphasizing that cooperative value-creation process
should involve multiple actors and resources. Views and definitions of value co-creations differ
depending on the context and discipline (e.g., marketing theory, strategic management, innovation
management, etc.) One of the most aggregated definitions is given by Roser at el., who consider co-
creation as “an active, creative and social process, based on collaboration between producers and
users that is initiated by the firm to generate value for customers” [3, p.9].

In terms of higher education management, in our opinion, value co-creation can be defined as
the holistic process of collaboration between university management team, teachers and students,
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aimed at generating value for all stakeholders. Joughin has identified three main ways, how
institutions can involve students in order to benefit from their knowledge and talents [4]:
» provide for more information exchange;
» consult with students;
e give students decision-making responsibility in many spheres of university life and
complete responsibility for some spheres of student life.

Ukrainian universities are currently facing the problem of implementing the value-co-creation
strategy and maximizing the efficiency of such involvement. Based on value co-creation matrix,
introduced by Roser at el. [3, p. 8], we can distinguish six co-creation directions in terms of value
type and university role (see Figure 1).

Some forms of student involvement are more university-driven (mass customization), while
others tend to be initiated by students (different types of student authorities). Depending on the
value created, collaboration may be addressing personalized benefits (through UGC or co-
production) or benefits for all customers (through co-management).

From the discussion and matrix, mentioned above, it can be argued that co-creation is a
complex issue. Current university management in Ukraine on the one hand is experiencing the same
problems concerning value co-creation as the rest of the complex system. On the other hand, the
external economic and marketing environment is creating additional challenges for strategic
management in higher education.

» students are regarded as low qualified participants; they are here to be taught, not to
teach university managers;

 value co-creation is a process, dictated from top to bottom, where top is the ministry of
education and bottom is university management team. Whereas in other markets this strategic
choice is made by the company management itself;

Consumer led

Student Authorities User Generated Content
(students, executing (SMM, where students
valuation and control generate content for
function) university social media)
\ Co-marketing
Value  type: Co-management (word-of mouth; Value  type:
standard (studertts, participating brand advocates) personalized
s ~onequal terms in e >
Vv unlversn?/ genen) 2 Co-production
(creative and interactive
course teaching)

Mass Customization

(courses and

time-table, chosenby
students)

University led
Figure 1 Value Co-creation Matrix in University Management.

* higher education is experiencing systematic problem: dilemma of theory and practice.
In this process clients (students) follow the idea of education commercialization, while management



15

of classical universities still sticks to the theoretical approach.

 co-creation actors are characterized by different goals. Students regard higher education
as the source of practical skills, needed for their future career. Whereas university teachers and
management aim more for academic side of things, juxtaposing what is traditional and what is
innovative.

Conclusions. While students and teachers may initiate, management should lead value co-
creation process, taking rather proactive role in finding a compromise between participant parties
instead of protecting just one of them. On the other hand one of the strategic goals should be the
increase in competence of all stakeholders, who take part in value co-creation.
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Manabypga M. K.
[BH3 «KUIBCHKMIA HALIOHa/bHIA EKOHOMIYHIIA YHIBEPCUTET iMeHi Baayivia eTbMiaHa», KiiiB
K.€.H., IOLEHT Kadhejpm NMOMTUUHO! eKOHOMIT

METOAO0M0r IYHI MPOB/IEMU ®OPMYBAHHA MNOMITUKM IHHOBALIIHOIO
PO3BUTKY B YKPAIHI

TeopeTnyHe O0OrPYHTYBaHHA MOMITUKMA [HHOBALIMHOIO PO3BUTKY Ha CyyacHOMY eTani
eBO/MOUIT BITUM3HAHOI EKOHOMIYHOI AYMKM 3[0a€ETbCA HaMbINbLl  aKTya/lbHOK TEOPETUYHOD
npo6semMol.  3AINCHIOETLCA MOLIYK [HHOBALIMHUX CTUMYNIB, OnepauioHani3yroTbCA  KIHUOBI
O3HaKN HasBHUX enoxasbHMUX Ta 6asMCHMX IHHOBALii, aHani3yeTbCsl IHHOBAUiMHWIA piBeHb Ta
MPUHANEXHICTb A0 TOM0 YW IHWOr0 TEXHOMOrIYHOro yknagy Towo. 3po6/IeHO BMCHOBKWM Mpo
HeoOXiAHICTb LjinecnpaMyBaHHA Ha VI TeXHONOrIYHWUIA yKNagd 3a Npsamol MiATPUMKN [epXkaBu Ta
OIOPKETHOrO (DiHAHCYBaHHS IHHOBALiMHMX nporpaM. MONITUYHMIA 3annT, WO BUHWUK B YKpaiHi Ha
iHHOBaUiMHI Teopil - Ue nNpuHaMHI TpeTs cnpoba (SKWO paxyBaTu Big nonynspusauii Ta
nepeknafaHHs [0 npobseM MepexigHoOro nepiosy opAonibepaibHUX Ta  IHCTUTYLIOHIbHUX
KPUTUYHUX MOTNAAIB HAa PO3BMTOK Kanitaniamy) O0OrpyHTYBaTM MPUYMHN XMOBHOCTI 06paHuX
HanpaAMiB MocTcoLianicTMYHOT TpaHcopMmauii Ta BiAMNOBIAHOrO MOLUYKY [Kepen Ans BUTATY
NOMITUYHOI PEHTW.

TpaHchopmalinHa Kpm3a OCTaHHIX POKIB HAOYHO MPOAEMOHCTPYBasa AK XWUOHICTb
MPUMNYLLEHHA NPO 3aBepLUeHHSA Mepexody Bif NiaHOBOro couianisamy [0 PMHKOBOMO Kanitaaismy,
TaK i HEOOXIAHICTb TEOPETUUYHOIO MEPEOCMUCNEHHS KKUOBUX MPUHUMMIB (DOPMYBaHHSA LiNIbOBOT
(PyHKUIT pedopM 3 ypaxyBaHHAM  (DYHAAMEHTA/IbHUX B3aEMO3B’A3KIB MK  eneMeHTamu
yCMagKoBaHOI COLIOKY/IbTYPHOI CUCTEMU.

Moaii OCTaHHIX pPOKIB eMnipyyHO NIATBEPAUAN BUCYHYTI TinoTe3u LWOAO NpUpPOau
NMOXOKEeHHS Ta ANHAMIKM PO3BUTKY MOCTCOLITICTUYHUX LMKIB | KPU3 MPUHLMUNIB (POPMYBaHHS |
OCHOBHMX 0OMEXeHb LiNboBOI  (PYHKLIT TpaHcdopmauiiiHOi noniTUKK[1], aHTMAep>KaBHOro
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