Kocrenkor ILII. m gmp.). Bo MHormx paborax MOAYEPKHBAIOCH, YTO BOCIHTAHHE Y
IIKOJILHUKOB ~ TOTOBHOCTH K  MPOU3BOJUTEIBHOMY  TPydy HMEeT  HauOOIbIIUi
MOJIOKUTENBHBIA dPPEKT, ecau yuuTems KO YMEJIO coueTaroT GopMbl yueOHOH paboThI ¢
BHEKJIACCHOW M BHEIIKOJIbHOW JEATEIbHOCTBIO, €CIM B 3TOM IPOLIECCE AKTUBHO y4YacTBYIOT
e CTBYIONIME HAJl IIKOJIAMU TPEITPUSITHS.

HccnenoBaHuio COBMECTHOM paOOTHI IIKOJ, NMPOU3BOACTBA M CEMBU IO TPYJOBOMY
BOCIIUTAHUIO MOJOJEKH Obutk mocBsimensl Tpyasl M.M. boraroma, II.II. Kocrenkora,
C. Kemxubuena, A.M. OBUNHHUKOBA U JIp.

3akaouyenue. Takum o00pazoM, pa3paboTKa TEOPETUKO-METOI0JIOTUYECKUX OCHOB
pOoOJIEMbI TIOJTOTOBKH MOJIOJICKH K Tpyny B coBeTckoi memaroruke 70—80-x romax XX B.
HOCHUJIa KOMILIEKCHBIN, MHOTOTPaHHBI W MHHOBALIMOHHBIA Xapaktep. [Ee >ddexTuBHOCTD
ObUTa OYEBUIHA, TOCKOJIBKY OHA Obljla HaIllpaBiieHa Ha (OPMHUPOBAHUE TBOPUECKOH JIMYHOCTH
rpaKIaHUHA-TPYKEHHUKA, CIOCOOHOT0 MOJHATH Ha KAUeCTBEHHO HOBBIM YPOBEHb COLIMATIBHO-
HPKOHOMUYECKOE Pa3BUTHUE CTPAHBI.
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MANAGEMENT OF DIVERSITY:
INFORMATION AND MARKETING APPROACH
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Abstract. The article is devoted to the prospects for developing a holistic concept of
information and marketing management of diversity in educational organizations. The
concept will allow to determine the optimal multi-level strategies for their development on the
basis of the world experience analysis and Russian education traditions and develop the
necessary mechanisms for their implementation. The development of the concept takes on a
special urgency against the backdrop of the new challenges facing Russian pedagogical
science and conditioned by dramatic changes in social and economic development and major
metaprocesses, namely:. globalization, commercialization, individualization and
mediatization. The concept is aimed at eliminating the contradictions in the sphere of
education existing at three levels - didactic, managerial and social-pedagogical.

Key words: Information marketing, diversity, heterogeneity, communicative and
network management, strategic management, image of educational organization, information
management, competitive advantage, virtual multi-level space concept, marketing of
educational clusters, multi-level marketing information system.

Fundamental changes of last decades in the Russian socio-economic situation are rooted
in global trends, which are reflected in four major meta processes of social development such
as globalization, commercialization, individualization and mediatization. These changes are
caused by different challenges facing the Russian pedagogical science in the field of
management of educational systems and the management practice of educational processes,
educational institutions and territorial educational systems.

A group of scholars under the leadership of A.G. Kasprzhak and I.D. Frumin in their
study "Development of education and socialization in the Russian Federation in the midterm”,
single out such challenges for the present-day Russian education as the loss of the formal
education monopoly on training and socialization, the formation of a new technological
system and innovation-based economy, the destruction of the cultural patterns unified
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structure and the crisis of the childhood traditional model (the change in the conditions of
growing up the today’s children) [1].

Joining this point of view, the authors of this article propose to supplement the
identified challenges with one more, namely the growing diversity in society and in
educational organizations. And this fourth challenge is closely related to the first three.

The loss of monopoly by the formal education on training and socialization is reflected
in the fact that there are new channels and sources of information; the possibility of access to
any modern world information segments has sharply increased; educational institutions are
losing their monopoly on the knowledge formation, skills, and behavior patterns; children
leave traditional school: they are educated at home, at distance learning and evening schools;
a large number of children is only formally enrolled in educational institutions. Out-of-school
clubs, online communities and workplaces are becoming the main place of their growing up.
An educational institution is transformed from a monopolist into the coordinator of education
and socialization. There is the necessity of finding ways and methods of establishing and
maintaining relationships with students, parents and social partners in the new changed
circumstances, the establishment of fair competition mechanisms, professional societies,
management of educational systems, processes and organizations through information and
marketing technologies.

The second challenge is a new technological system and innovation-based economy that
involves enhancing the media competence of all educational process participants: students,
their parents, managers of educational institutions; social partners. Besides, it includes
forming their strategic style of thinking, ability to self-management, the human and social
capital development, forecasting and analytical activities, development, evaluation and
implementation of high-technology educational services that consumers and the labor market
require, etc.

The third and fourth challenges are closely interrelated, since they concern the destruction
of a cultural samples single body and the crisis of the childhood traditional model (changing the
conditions for the upbringing of today's children), which is manifested in the violation of
intergenerational ties and relations in the family and society, the changing of modern person life
conditions in a heterogeneous educational or professional environment. This requires the creation
of optimal conditions that ensure interaction and mutual understanding of different heterogeneous
groups representatives, taking into.account the comprehension of the modern man features: his
age, expectations, values, conditions of active activity. In this regard, the information and
communication environment of the educational organization can be considered as one of the
management tools (cultural) diversity. Given the implementation of coordinated organizational,
managerial and pedagogical measures, the information and communication environment can
become an important resource for the values formation, the development of students and teachers’
tolerance and intercultural receptivity.

Taking into account the above-mentioned challenges, as one of their solutions, the
author. team  offers the holistic concept development of information and marketing
management of educational organizations, which allows to determine optimal multi-level
strategies, including for managing diversity. The theoretical concept and strategies
justification of information and marketing management of educational organizations is caused
by the need to search for scientific solutions to improve the effectiveness of information and
communication interaction between participants in the educational process, subjects of
educational systems and organizations, and, as a result, their personal and organizational
competitiveness in the information society.

In this context, a new management theory concept of the educational systems has
particular interest - information and marketing management. Information marketing as an
aggregate of the processes of creation, promotion and provision of information products or
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services to potential or real consumers aimed at creating an image or reputation of an
organization aimed at meeting their information needs through exchange in the context of
global mediation is becoming increasingly important.

In the context of the educational systems management, information management is
management implemented on the basis of the integrated use of all available information types
within the educational system and outside it. This is a set of management actions that ensure
the achievement of the set goals for the educational system by converting resources at the
"input” - information systems, into the output "on the way out" - information services
(information services).

The information-marketing management of educational organizations as an
interdisciplinary and multilevel phenomenon includes theoretical and -practical aspects of
information, marketing and communication-network management and is aimed at managing
diversity at three levels: didactic, managerial and social-pedagogical. In the near future, it is
expected to develop multi-level strategies for diversity information and marketing
management and the development of mechanisms for their implementation (the strategy of
communication and network management, the strategy of integrated targeted image policy,
the information and communication strategy of participants interaction, the strategy of
applying a multilevel marketing information system, strategic online PR in education).
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K ITPOBJIEME CTAHOBJIEHUA METOTEOPUHN MHOI'OOBPA3USA
B PECIIYBJIMKE BEJIAPYCbH

H.A. Paxosa, B.U. Typxoeckuii, O.B. Maxuns
I'. Bumeock, BI'Y umenu II.M. Maweposa

BBenenne. MHoroo6pasue Kak SIBICHHE — 3TO MPOSBICHUE YEro-iud0 B Pa3IUYHBIX
BUJIaX U popMax.

Amnanu3 MHoOroo0pasus u ero nposisieHue B Pecriy6nuke benapych mo3Boauiu npexie
BCEr0 IMPEJCTaBUTh | COBPEMEHHOE Oelopycckoe OOLIECTBO KaK MHOCOHAYUOHAIbHOE
coobujecmeo, TECHO B3alMOJAEUCTBYIOLIEE B pa3IUYHbIX chepax KU3HEAEATEIbHOCTU
(ToproBins, Hayka, TypH3M, KyjibTypa, ydyeba, W T.[J.) HE3aBHUCHUMO OT TOCYJapCTBEHHBIX
I'paHUILl, HAlIMOHAJILHON M KOH(ECCHOHATLHON MPUHAJIEKHOCTH.

Marepuanbl - U Meroabl. lcrnonb3oBaHbl CIEAYIOUIME METOJbl: OOLIEHAYYHbIE
(MHOYKUMA W AeQyKLHWs, aHaJu3 M CHHTE3), METOJ| CPaBHHUTEIbHO-COMOCTABUTEIHHOIO
aHaJIl3a HAYYHbIX HCCleI0BaHUM, COOPHUKOB.

PesyabTaThl M ux o0cy:kaeHue. [oOanbHBIE MPOLECCHl B COBPEMEHHOM MHpE
CO3/1al0T BO3MOJKHOCTH (@ B HEKOTOPBIX ClIydasX — M OOYCIIaBIMBAIOT HEOOXOIUMOCTH)
NIEPEMENIEHMS JIF0AEH C MECTa Ha MECTO U3 CTpaHbl B CTPaHy, C KOHTUHEHTA HA KOHTUHEHT, B
TOM YHCJle Ha YPOBHE YCTOWYUBBIX MHUTPAIIMOHHBIX MPOIIECCOB, BOSHUKAIOIINX B pe3yJIbTaTe
BOIH, JIOKaJIbHBIX KOH(IUKTOB, MOTPEOHOCTH B MOMCKE paboThl U T.n. CocyliecTBOBaHUE
Pa3HBIX ATHOCOB, HAIIMOHAJIBHOCTEMN, HAPOJHOCTEN HA OJHOW M TOW K€ TEPPUTOPUU MOIXKET B
3aBUCHUMOCTH OT CHUTYyallUd pa3BUBaTbCs KaK B MHUPHOM pycile, TaK M BBUIMBATbCA B
KoH(pMKTHRIE cuTyanuu. Ha Ttepputopun PecnyOnuku benapych, coriacHo mnepenucu
Hacenenus 2009 roaa, npoxusaer 10 140 HanmoHanbHOCTENH — 16% OT 00l YMCIEHHOCTH
HacelleHus (K pycckuMm cedst otHocsT — 8,3%, k nosskam — 3,1%, ykpaunuam — 1,7%, npyrum
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