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Summary 

 

 
The market of educational services, characterized by an increased competition, has 

imposed a new and different approach of the higher education military institutions. This 

approach is now oriented toward the consumers of the educational products and/or services and 

it is focused on the results of the educational process. The expected outcomes express the needs 

and expectations of the beneficiaries by identifying the opportunities of integrating the 

educational marketing within the system of military universities, which can be described by its 

resistance to change. The research develops a model of marketing strategy which is applicable to 

the military higher education. Its purpose is to stimulate and challenge the military education 

system and its consumers to identify realistic ways to influence the demand. Furthermore, this 

should stimulate consumers' desire to opt for university studies in military higher education 

institutions as well as to continue their studies in their current educational system.  

The marketing vision that powered the doctoral research was the need of emphasizing the 

market of military higher education. The fierce competition between the higher education 

institutions gave them the incentive to attract, understand their target audience, and to adapt to 

their needs, desires, and expectations. The consumers of these educational products and services 

are high school graduates of the military system or other universities, as well as employers from 

both the military and the non-military environment. This doctoral research sheds light on the 

military education system, the military higher education institutions in general and in particular 

on the Military Technical Academy. It also conducts a relevant analysis of the environment in 

which the military higher education institutions evolve and position themselves within the 

Romanian higher education system and in the Romanian market of educational services. 


