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In the last decade, scientists of various scientific fields are increasingly turning 

their attention to issues of loyalty in general, and its manifestations by various actors 

in particular. In this case, the areas of psychology and pedagogy do not constitute an 

exception, including education management. 

An analysis of the works presented in this direction allows us to note that loyalty 

is viewed from the perspective of marketing educational activities in the context of 

the competitiveness of educational organizations. Fundamental are the issues of stu-

dent loyalty as consumers of educational services. 
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S.G. Borisova (2012) notes that a university cannot provide a competitive ad-

vantage only due to the specifics of educational services. It is important how con-

sumers of these services show their loyalty. The author considers the satisfaction with 

the quality of services, a high degree of trust and devotion to the university to be 

among the components of this loyalty. 

Referring “quality” to the “most important” factor that strengthens the loyalty of 

consumers of educational services, S.G. Borisova divides the requirements of con-

sumers themselves into two groups: 

‒ the first group includes criteria “reliability, accessibility, reputation and under-

standing of the problems and needs of consumers” associated with the results of the 

educational process; 

‒ the second group includes criteria for the quality of service delivery – “compe-

tencies, responsiveness and courtesy of staff”, the reaction of teachers and university 

staff to consumer problems. 

Note that loyalty is considered by scientists as a “complex indicator”, a qualita-

tive assessment of which is possible only on the basis of “analysis of a system of in-

dicators”, the set of which should be determined based on the characteristics of the 

university and the services it provides [1]. 

Yu.S. Savenkova (2009), defining the key factors that ensure the competitive-

ness of the university, also calls consumer loyalty to the university, along with the 

image of the university, human resources, quality, breadth and flexibility of the range 

of educational programs, etc. 

In general the loyalty of consumers of educational services, from the perspective 

of the author, is defined as “creating a positive image of the university in the minds of 

consumers on the basis of a positive attitude to the complex of educational and social 

services provided by the university” [5; 6]. 

V.D. Sekerin (2014) addresses the issue of determining the effectiveness of uni-

versities. He points to the assessment of various criteria of their activity “from the 

point of view of only one of the three sides of the interaction of educational the pro-
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cess – the polity” and speaks of the need to evaluate the educational process on the 

part of those who are focused on this process – students [7]. 

The scientist calls student loyalty as one of the main components of such an as-

sessment. In his opinion, this loyalty is becoming one of the priority factors for the 

growth of competitive advantage. 

V.D. Sekerin (2014) considers loyalty to be the result of the interaction of two 

elements: 

‒ the economic element (material component, correlating with an increase in the 

number of people who want to go to university); 

‒ the emotional element (the emotional response of students (applicants), which 

can be measured and directed in the right direction). 

It is noted that the correct and timely assessment of loyalty of direct consumers 

of services in the field of education is an important area of activity of the administra-

tion of institutions to improve the work of the university in order to obtain competi-

tive advantages. 

On the awareness of the importance of student’s loyalty is oriented and 

O.N. Gubina (2014), noting that most universities, promoting their services, are fo-

cused on working with applicants, i.e. potential consumers, and to a lesser extent are 

guided by the loyalty of students who could quite productively participate in attract-

ing future students to the institution. In other words, the client (he is the immediate 

student) in this case is a good recommender. According to the author, this is the 

meaning of loyalty as a factor in the successful promotion of their educational ser-

vices by a university. 

E.A. Stavropoltseva (2014) an essential condition for preparation a specialist at 

the stage of university education considers “psychological readiness for organization-

al and managerial activity”, which is associated with the formation of “organizational 

loyalty” among students [9]. 

Organizational loyalty (according to V.I. Dominyak (2006)) acts as a socio-

psychological setting and characterizes the employee’s relationship with the organi-

zation and organizational culture [3]. 
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Based on this, the very loyalty of E.A. Stavropoltseva (2013) defines “as a be-

nevolent, correct, sincere, respectful attitude to the organization and its members”, 

which is accompanied by the fulfillment by employees of their duties in accordance 

with the tasks set by the organization and compliance with existing norms and 

rules [8]. 

Scientists (V.I. Dominyak (2006), E.A. Stavropoltseva (2013)) distinguish the 

following types of organizational loyalty: 

‒ potential loyalty (formed on the basis of ideas about the organization, taking 

into account the information available about it, past experience, existing attitudes and 

needs (typical for the category of university students); 

‒ perceived loyalty (formed on the basis of the employee’s assessment of the po-

tential and prospects for fulfilling expectations, taking into account the experience 

gained in the organization) (typical for direct employees or employees) [3; 8]. 

Organizational loyalty is represented by three components (M.I. Magura (2005), 

V.I. Dominyak (2006)): 

‒ affective component (loyalty itself) (emotional attitude to the organization); 

‒ cognitive component (identification) (adoption of norms and rules, values and 

other elements of the organization’s culture); 

‒ intentional (involvement) (desire and desire to act for the good of the organi-

zation) [4; 3]. 

E.A. Stavropoltseva (2014) believes that the work on the formation of organiza-

tional loyalty is necessary already at the stage of training students in a university. 

This will allow them, by familiarizing themselves with the theoretical foundations of 

the specialty, to choose the actual direction of professional and career growth, to 

avoid the difficulties that arise when adapting to the conditions of work, and thanks to 

the assimilation of norms and the rules of conduct existing in the organization, build 

effective models of their behavior [9]. 

So the modern understanding of student's loyalty as a benevolent attitude to-

wards an institution is considered in the context of the competitiveness problem from 
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the standpoint of marketing educational activities that ensure the effective promotion 

by universities of their educational services. 
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