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Abstract

Quality assurance of higher education and credibility of awarding qualifications
are among the important and key issues in education reforms. Stakeholders’
involvement in the Education quality assurance process is very important, especially
since decisions are made based on their opinions. Education quality is continuously
improved by identifying their needs, measuring their satisfaction, and studying their
views, observations, and suggestions on various issues.

This article presents an example of the multi-functional involvement of internal
and external stakeholders in the process of improving the "Marketing" educational
program in the International Scientific Educational Center of the NAS RA (hereinafter
referred to as "ISEC").

The article examines in detail the reforming process of the "Marketing"
educational program, including the analysis of qualitative research conducted among
students and graduates, the comparative examination of the best practices abroad,
which served as the basis for reforming the educational program, including the
educational process plan and the curriculum included in the plan.

The aim of the research is to improve the “Marketing” syllabus, align it with the
credibility of the qualification and the requests of the modern labor market.

In order to achieve our goals and identify the problems, the following actions
were taken.
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a/ a focus group discussion among the majors of the graduates of these previous
years for knowledge of educational program gaps, current specials, and suggestions.

b/ a focus group discussion among students newly admitted to this department in
2019 to understand their expectations.

¢/ the educational program benchmarking with similar educational programs of the
best universities abroad.

Graduates with marketing specialty of 2012-2014 and 2014-2016 years
participated in the focus group, overall 6 graduates.

The methodology of this article includes exploratory and descriptive research.

It should be noted that the improved “Marketing” syllabus was developed and
implemented for the 2019-2021 academic year, from quality assurance’s point the
program needed monitoring and providing feedback, which is continuously
implemented. Here, the modern flexible (Agile) approaches to the evaluation of
educational program quality were implemented in a pilot version. In addition, the
department's activities are organized through the PDCA cycle, which implies
implemented processes’ periodic evaluation and improvement.

Keywords and phrases: Education quality, quality assurance, improving the
education quality, stakeholders, qualitative and quantitative research, credible awarding
of qualifications, “Marketing” educational program.
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OoOecnieyeHne KauecTBa BBICIIETO 0OPa30BaHUs U JJOCTOBEPHOCTH ITPHCBOCHHBIX
KBAJM(UKAIMNA SBISETCS ONHUM U3 BAXKHBIX M KIFOUCBBIX BOIMPOCOB pPehOPMBI
oOpazoBanms. BopleucHHe 3aMHTEPECOBAHHBIX CTOPOH B MPOIECC OOCCIICUCHHUS
KauecTBa 00pa3oBaHMA SBISETCA CTPATETHYECKA Ba)XKHOH OCOOEHHOCTBIO, YUWTHIBAS,
YTO pEIICHHs TNPUHUMAIOTCS HAa OCHOBE HMX MHEHHH, a oOecmedyeHrne KadecTBa
00pa3oBaHMA TOCTOSHHO COBEPIUICHCTBYETCS IyTeM BBIABICHHUS TOTpeOHOCTEH
3aMHTEPECOBAHHBIX CTOPOH, N3MEPEHHS CTETIEHh UX YIOBICTBOPEHHOCTH W M3YYCHUS
3aMEUYaHU{ U MPeJJIOKEHUH 110 pa3TUYHbIM BOTIPOCAM.

B nannO#l cTaThe mpeAcTaBiCH OOUH M3 IPHUMEPOB MHOTO(DYHKIIMOHAIHHOTO
BOBJICUEHHS] BHYTPEHHUX W BHELIHUX 3aWHTEPECOBAHHBIX CTOPOH B MPOLIECC COBEP-
IICHCTBOBaHMUS 00pazoBaTeNbHONW MporpaMmbl «MapKeTHHr» B  MeXIyHapoTHOM
Hay4yHO-00pa30BaTeIbHOM IIeHTpe HarmoHalsHOW akajeMuu Hayk PecnyOnmkn
Apmenus (manee — MHOLI). B crathe moapoOHO paccmaTpuBaeTcst mpoiiecc pedop-
MHpPOBaHUS TMPOPECCHOHAILHOW  00pa3oBaTebHOW  IMpOrpamMMmbl  «MapKeTHH»,
BKJIIOYAsl aHaJM3 KA4YeCTBEHHBIX HCCIIEIOBAaHUM, MPOBEACHHBIX CPEIU CTYACHTOB U
BBIIYCKHUKOB, CPaBHUTENBHBIM aHaIM3 MEpPelOBOTO 3apyOeKHOTO OIBITa, YTO
MOCTYKWJIO OCHOBaHHEM Ui pehOpMUpPOBAHUS 0OPa30BATEIBHOW IMPOTPAMMBI U
y4eOHOTO IUIaHa.

Lemp wuccrmemoBaHWs - YCOBEPIICHCTBOBATH O00Pa30BaTEIbHYIO IIPOTPAMMY
«MapKeTHHI», IPUBECTH €€ B COOTBETCTBHUE C BHIITYCKHOU KBanudukamueit u Tpedbosa-
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HISIMA COBPEMEHHOTO pBIHKAa Tpyda. [l JOCTHIKEHHS IMOCTABICHHBIX IENeH |
BBISIBIICHUS TIPOOJIEM OBLITH OPTaHW30BaHBI CIICTYIOIIIE MEPOTIPHSTHSL:
a/okyc-rpymnmnoBoe 0OCYKJIEHHE CpEeAM BBITYCKHUKOB JIAHHOW IPOTpamMMBbl IS
MOHUMAHUS ~ TPOOENIOB,  CYIIECTBYIOIIMX  HEJAOCTATKOB M TPEATIOKCHUIA
00pazoBaTeIbHON NPOrpaMMBl;

0/ompockl (GOKYC-TPYIIT: Cpelu CTYyJACHTOB, HOCTymUBIIKX B 2019 r. 1 o0yJaronuxcst
IO ATOH IporpamMMe, YTOOBI TIOHATH UX OXKUIAHIS,

B/OCHUMApKUHT 00pa30BaTEIbHON MPOTPAMMBI C AHAJIIOTHYHBIME 00pa30BATEIIEHBIMHU
MpOTrpaMMaMH JIyUIINX 3apyOe:KHBIX BY30B.

Metonmonoruss IaHHOTO HWCCIENOBAaHUS BKIIOYaeT B ceOs  BBIOJHEHUE
TIOMCKOBOTO U OMICATEIILHOTO UCCIICTIOBAHUSL.

CrenyeT OTMETHTBH, YTO YCOBEPIICHCTBOBAHHAs 0Opa3oBaTeNbHAS MpPOTpamMma
«MapxkeTHHr» ObLUTa pa3padorana u BHeaApeHa it 2019/2021 yaeGHOTro Toia U ¢ TOUKH
3peHust 00eCTIeYCHNST KaueCcTBa IMPOrpaMMa HYXXIAIach B MMOCTOSSHHOM MOHUTOPUHTE U
MPEIOCTABICHUH 00paTHON CBSI3U. B MMIOTHOM BapHaHTE peaqn30BaHbl COBPEMEHHBIC
rubkue (Agile) moaxompl K OlGHKE KauecTBa 0Opa3oBaTeIbHON MPOTrpaMMBbI, KpOMeE
TOTO, AESATEIBHOCTh OTJela KadecTBa oOpa3oBaHHs opraHu3oBaHa no mukiy PDCA,
TpeIoIararoIeMy IepHOIMYECKYI0 OLCHKY U YITy4IlIeHHe BHEIPEHHBIX MPOIECCOB.

KuirodeBble ciioBa M cJI0BOCOYETAHMSI: KauyecTBO 00pa3oBaHus, oOecriedeHne
KayecTBa, IOBBIIIEHHE KadecTBa OOpa30BaHUs, 3aMHTEPECOBAHHBIE CTOPOHBI,
Ka4eCTBCHHbIC W  KOJIMYCCTBEHHBIC HCCIIENOBAaHUs, JOCTOBEPHOE IPUCBOCHHE
KBaJTU(UKAIUI, MAPKETUHIOBasI yaeOHast IporpamMma.
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According to the Standards and Guidelines for Quality Assurance in the
European Higher Education Area (ESG), stakeholders are understood to cover all
actors within an institution, including students and staff, as well as external
stakeholders such as employers and external partners of an institution. Involvement of
stakeholders in quality assurance is part of the four principles for quality assurance in
the EHEA, as established by the ESG, specifically: “Quality assurance takes into
account the needs and expectations of students, all other stakeholders and society” [1.
P. 7-8]. Then, “ One of the four principles for quality assurance in the EHEA, as
established in the ESG, is that quality assurance takes into account the needs and
expectations of students, all other stakeholders and society” [2, p. 30].

On the other hand, emphasizing the provision of "Open dialogue with
stakeholders, ensuring their involvement" of the Strategic Plan [3, p.13]. of the ISEC
NAS RA, we consider it important to share our experience.

So the Quality Assurance Department of ISEC NAS RA planned and carried out
comprehensive research on the implementation process of this educational program,
teaching quality and credibility, identifying existing problems, and developing
solutions for the reform of "Marketing" educational program ("Marketing") and
ensuring the credibility of qualifications in 2019.

The aim of the research is to Improve the “Marketing” Syllabus, align it with
the credibility of the qualification and the requests of the modern labor market

Research problems are the following.

a/ ascertain the credibility of the qualifications awarded by the “Marketing”
syllabus

b/ identify existing problems from the stakeholders’ perspective

¢/ perform benchmarking

d/ reshape and reform the National Academy of Sciences of the Republic of
Armenia.

e/ reshape and improve the “Marketing” syllabus of ISEC NAS RA

The main research questions are the following
=  Which are weak components of the “Marketing” Syllabus and which gaps
negatively affect the credibility of the awarding of qualifications?
=  Which international experience can be effectively localized during the
transformation of the syllabus?
= What profile of professional qualifications and what kind of abilities should be
formed in order to meet the requirements of the modern labor market and the
standards of the credibility of qualifications in education quality?
Methodological approaches
The methodology of this study includes exploratory and descriptive research.
On the basis of the first one, the most successful experience in the
implementation of the “Marketing” syllabus was selected. On the basis of exploratory
and descriptive research, the educational programs of the "Marketing and Quality" and
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Department of Economics, Engineering, Society and Business Organization of Tuscia
University in Italy and the "Marketing" Department of the "Higher School of
Economics" Research University of Russia were selected. Studying these experiences
in the organization of syllabus is also due to the existing agreements between ISEC
NAS RA and Tuscia University and the Higher School of Economics of the Russian
Academy of Sciences within the framework of the Erasmus+ double diploma awarding
program.

Qualitative methods such as focus group discussion and SWOT analysis were
used in the scope of this study research. The Focus group discussion method gives an
opportunity to conduct in-depth studies among the graduates of the marketing specialty
of previous years and newly admitted students. A comparative analysis was performed
using the SWOT analysis, the advantages, strengths and weaknesses, and opportunities
of the components of syllabus operating in previous years were brought out, as well as
the appropriate measures aimed at the reform of the syllabus and ensuring the
credibility of the qualifications were carried out.

In order to achieve our goals and identify the problems, the following actions
were taken.

a/ a focus group discussion among the majors of the graduates of these previous
years for knowledge of educational program gaps, current specials, and suggestions.

b/ a focus group discussion among students newly admitted to this department in
2019 to understand their expectations.

¢/ the educational program benchmarking with similar educational programs of the
best universities abroad.

Graduates with marketing specialty of 2012-2014 and 2014-2016 years
participated in the focus group, overall 6 graduates.

The main aim of the discussion was to find out graduates’ satisfaction with their
educational program. In accordance with the pre-prepared guidelines, during the
discussion, emphasis was placed on the following issues:

o Expectations of graduates before admission

e Realized and unrealized expectations and their reasons
e Strengths of the educational program

e Weaknesses of the educational program

e Graduates’ suggestions for solving existing problems

Thus, the analysis of the discussion results showed that the graduates decided to

apply to ISEC for its reputation and popularity.
The participants mentioned that:

... I was admitted here for the institution’s reputation. For me, the Academy
has a higher authority, that's why | was admitted here ...”".

Before admission participants knew that the diploma given by ISEC could be
valid in 40 countries and it also had an important role Among the factors of admission.
Before admission, the expectations of the graduates were not definitely positive or

166



definitely negative. Some of them had quite positive expectations, which, according to
them, were mostly not justified. For example, one of the participants mentioned:

‘“... There were many expectations, but not all of them were met ...”.
Unjustified expectations were mainly related to the following problems:

e More practical subjects were expected, but the subjects were mostly
theoretical.

o They expected to pass only subjects related to marketing, but there were
subjects that provided general knowledge.

o They expected new subjects to pass, but sometimes there were repeated
subjects from the past.

During the discussion, the weaknesses of this educational program were brought
out according to the opinions expressed by the graduates.

The first weakness of the educational program is theoretical subjects instead of
practical subjects. Graduates thought the lack of experimental subjects was one of the
factors that hindered finding a professional job. For example, one of the participants of
the discussion mentioned:

“...I'was invited to an interview where was asked practical things and I didn't
answer. 1 am a linguist by my basic education, and when | went to interviews,
everything was very good in terms of languages, but in terms of marketing, | couldn't
answer the questions. ...”".

The next problem was related to the non-professional orientation of the practice:
the participants stated that although the practice was well organized, the orientation
was lacking.

Despite this, according to the graduates the other weakness of the program was
the teaching staff because, in their opinion, the professors teach using old, traditional
methods. On the other hand, there are very few practical lecturers working in concrete
bending, which was the reason that the lecturers presented only theoretical material,
and no work was carried out in the direction of specific projects. According to the
graduates, the age of the professors was also a problem.

Another weakness, according to the discussion participants, was the insufficient
teaching of foreign languages. Regardless of the fact that a specialized foreign
language is taught for one year as planned in the educational program, however, it turns
out that the teaching was not effective.

*“... The lack of a foreign language was the weakness, we passed a year, but we
didn't learn anything, because it was taught poorly ...”.

Graduates of the marketing education program were also dissatisfied with the
fact that there was no training in the necessary professional computer programs, for
example, CRM, etc.

As for the strengths of this educational program, in this case, the participants
had more difficulty expressing their opinion, often they could not name more than one
strength. Graduates noted the presence of 2-3 relatively young professors and their
interactive teaching methods as a strength.
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It is important that the graduates of both the 2012-2014 and 2014-2016
academic years noted that the academy gave them self-confidence:

*“...The Academy gave me self-confidence. When | went to the interviews | didn't
know much, but I confidently said that I did ...”".

The discussion’s participants also mentioned the research works carried out in
the direction of their master's thesis as a strong point of their educational program.

Thus, if we generalize the strengths and weaknesses as a result of graduates’
discussion, they can be presented in the following table:

During the discussion, the students also presented their suggestions related to the
solution to the existing problems. Their suggestions are listed below

1. To teach how to explore from within.

2. Availability of practical knowledge.

3. Provision of relevant professional-computer knowledge.

4. The lecturers should have practical work in their field.

5. Organize the practice according to the professional orientation.

6. Availability of innovative subjects meeting the modern requirements of
marketing.

7. Review of non-professional curricula.

8. Increase of computer lessons / aimed at teaching marketing programs/.

The next focus group discussion aimed to study the expectations of the students
admitted to the Department of Marketing in 2019 and completing their studies in the
first semester.

The main purpose of the discussion was to find out why the students decided to
apply here, what expectations and expectations they have, what they would like to
change, and what the end result is they expect.

It turned out that most of the participants in the discussion were accepted here
on the advice of acquaintances, moreover, those acquaintances were students or
graduates of other departments of ISEC. The other part applied here because they
found out that there are a lot of exchange programs here. Some students mentioned that
they saw the advertisement posted on Facebook, which was quite attractive to them.

It is also clear from the students’ talk that they were accepted with great
expectations, the main expectations were related to the following:

» They can take advantage of exchange programs
» They can take practical skills here
» Itis possible to find a job related to their education and profession

It is very important that now the students don’t think that their expectations have
been met, they think that the expectations don’t correspond to reality and they look
forward to the second semester with hope.

*...Expectations were higher than it actually is, but now we are waiting for the
second semester to pass the subjects we want...”.

Unmet expectations of students are mainly related to the following:
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e Some of the lecturers only dictate a lecture, even though it is all
clearly written in the books assigned to them.

e Most subjects are theoretical

e They do not learn practical skills because they do not do any practical
work

e The lecturers present the material in a dry manner, they give few
practical examples

e Lecturers don’t provide slides

e For those with other basic education, it is hard to begin with and in
some ways also unclear

Speaking about these problems, the students also presented their suggestions to
solve the existing problems and make the learning process more interesting and
effective for them. Their suggestions can be summarized as follows:

o First-semester courses should be presented more clearly

e Lecturers should give the slides to the students

e Not just lectures

e Students should be given lots of practical examples

e  Students should have the opportunity to do practical work
e Make the "Risk Management" subject mandatory

The students also mentioned the positive aspects of ISEC, particularly, some of
them said that it is very pleasant to have face-to-face contact with the professors here,
ISEC is equipped with technical means, and the foreign language class is very
interesting because they do many group works and the lecturer encourages them to
study.

It should be noted that the improved “Marketing” syllabus was developed and
implemented for the 2019-2021 academic year, from quality assurance’s point the
program needed monitoring and providing feedback, which is continuously
implemented. Here, the modern flexible (Agile) approaches to the evaluation of
educational program quality were implemented in a pilot version. In addition, the
department's activities are organized through the PDCA cycle, which implies
implemented processes’ periodic evaluation and improvement [4, p. 363].
“Marketing” syllabus had set itself a special task to ensure the acquisition of graduate
students’ practical skills and abilities in the marketing field, as well as research and
analytical abilities’ development. Practical independent work, research, and analytical
assignments are planned in all the courses of new and improved syllabus. In addition to
the practical tasks carried out during the courses, students have scientific-pedagogical
and research internships, the aim of which is to enable students to test their abilities in
a real work environment. Here, weaknesses identified from the SWOT analyses had
special attention: the organization of non-professionally oriented internships, which
was completely reformed in the new program, and narrow professional companies and
institutions were selected for research internships. Organizations, where students have
research internships, organize student selection contests, which motivates students to
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present themselves to the employer in the best way. Internship for future marketers is
organized in the main banks of RA, product and service development departments, e.g.
AcbaCreditAgricol Bank, ID Bank, Inecobank, as well as specialized marketing
companies: Brevis, Slice Consulting, etc. Special attention should be paid to graduates’
development of professional employment profiles which is a component of Marketing
Science. The construction of the graduate's professional employment profile is based
on the logical order and distribution of semester courses included in the academic plan.
The updated “Marketing” syllabus includes two main blocks: teaching and

research, which provide clearly defined and measurable educational outputs.
Compulsory professional education includes 8 to 16 (four- to five-credit) module
courses. The total workload of the course is defined in the program as 33 credits. This
is the composition of mandatory courses of the master's program, which ensures the
acquisition of knowledge and abilities required at the educational level of the master's
degree in this specialization. The professional compulsory education course was
developed taking into account the comparative study of the best practices abroad, as
well as the current needs and demands of the professional labor market. The
instructional curriculum was developed as part of a cooperation benchmarking study.
This is a type of benchmarking that carried out jointly by several institutions, which
allows the exchange of data and performance indicators, as well as providing support
and assistance to them. The content part of the mandatory courses of the title program
was updated in the same way [5, p. 6]. As a result of benchmarking, the curriculum
was supplemented with new subjects and changed in the following proportion:
Educational sector

e General and professional courses were changed by 50%

e Full courses changed by 25%

e Mandatory courses of the degree program have been changed 100%

e Elective courses of the degree program have been changed 100%

e Elective courses of the related programs have changed 80%

e Courses selected from the list of other programs have been changed 100%
Research sector

e The components of the research courses were changed by 50%.

Quality Assurance Department of ISEC NAS RA within the framework of
continuous monitoring, has conducted research with the existing 2-year education
among 2019-2021 and 2020-2022 years’ graduates. The main purpose of the survey
was to find out the satisfaction of students with the syllabus and the correlation
between research activities and the learning process. Based on the analysis of the
survey, the results of the satisfaction of the graduates of the Marketing program were
extracted, and 13 graduates participated in the survey.

Below is a comprehensive analysis of the questions, with data presented
separately for each question.
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Question 1. Do the Program and teaching methods allow obtaining sufficient
practical knowledge which can be useful in terms of professional activities? The
survey results show that the majority of graduates mentioned a positive answer to this
question: 85% of them stated that they agree with the given statement, and 15% - the
"Strongly agree" option, and none of the graduates said that he did not agree with the
given statement.
Question 2. Is the practical knowledge sufficient in terms of research capacity
development? In this case, the majority of graduates expressed their agreement with
the given statement: 67.5% of them indicated that they agree with the given judgment,
and 16.25% indicated the "I completely agree" option. At the same time, 0% of
respondents indicated that they do not agree with the given statement.
Question 3. Has the program provided an opportunity to develop the ability to
present the results of one's own scientific research (preparation of reports,
presentations, scientific articles, etc.)? In this case, 70% of the respondents stated
that they agree with the given statement, 17.5% stated that they fully agree with the
given statement, and 12.5% find it difficult to answer.
Question 4. Has the program provided an opportunity to develop the skills of
using information technologies in the direction of carrying out scientific research
and processing the obtained results? 75% of the respondents indicated the option "I
agree", and 15% indicated that they completely agree with this statement.
Question 5. The practice allowed us to improve my professional knowledge and
practical skills. The majority of respondents, 87.5%, stated that they agree, and 12.5%
completely agree.
Question 6. Collaborative development of research programs with ISEC and the
State University of Science and Technology and leading international educational
centers was ensured, involving master's students together with the teaching staff.
80% of the graduates surveyed here indicated the "I strongly agree" option, and 15%
indicated the "I agree" option.

To the open question: “What satisfied you the most during the study of the
educational program” the graduates mentioned the followings:

The courses

Practical works

Application of information technologies

Highly qualified teaching staff

Practice

Ethics

Distance learning platform and the opportunities provided by the
platform / Video recordings, materials /

Teaching methods

Courses saturation and the lecturers’ interesting approach
The evaluation system

171



Thus, it can be concluded that after the implementation of the improved

syllabus, more than 90% of Marketing graduates expressed satisfaction with the
acquired theoretical and practical knowledge, and 100% stated that the practice was
targeted and allowed to improve professional knowledge and practical skills, and more

than 87% believed that the program gave them the opportunity to develop their ability

to present the results of their scientific research (preparation of reports, presentations,
scientific articles, etc.). All of this allows us to conclude that the implemented
mechanisms and the improvement of the syllabus have done their purpose.
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