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MARKETING TRIGGERS OF EFFECTIVE TEAM BUILDING AS FACTORS OF
ENSURING THE QUALITY OF EDUCATION

Education is the field of activity that forms and lays down skills in the subject field of knowledge,
psychological and social foundations of communication and promotes self-development and self-expression of
individuals. The main goal of the study is to determine the marketing triggers of team building in ensuring the
quality of education according to internal and external quality characteristics. Systematization of literary sources
and approaches to solving this problem showed that the issue of marketing triggers as a tool for effective team
building and quality of education is relevant. The urgency of solving this scientific problem lies in the fact that
teamwork will bring better results in terms of ensuring the quality of education than individual aspirations of
individuals. The study of the problem was carried out in the following logical sequence: first, the main problems
of ensuring the quality of education were analyzed, marketing triggers were grouped according to two groups of
factors (external and internal), then the characteristics of the team were outlined, the Drexler-Sibbet model was
built, marketing triggers of team building in ensuring the quality of education were proposed. The methodological
tools of the study were the following approaches and methods: systematic approach, logical generalization and
comparison - for grouping marketing triggers of team building to ensure the quality of education, methods of
analysis and synthesis - for evaluating the characteristics of the quality of education. Marketing triggers for
ensuring the quality of education were chosen as the research object, and the quality of education as the subject.
The article establishes that team building is the main tool that will contribute to the quality of education. The
process of team building itself should take place in 7 stages, the main ones of which are orientation, gaining trust,
specification of the goal, commitment, distribution of roles, high performance, reboot. These stages are predicted
by the Drexler-Sibbet model. The methodology of team building based on the model provides an answer at each
stage to one of the questions: What am | doing here? Who are you? What are we doing? How are we doing it?
Who, how, what, when?, Why continue? At each of them, depending on the answers of a potential team member,
trust, goals and common perspectives, agreement in actions, clarity of decisions, clarity of processes are formed,
discipline, synergy, unexpected interactivity, joint spending of time are growing. However, in the event of a team
member's lack of answers to questions or hesitation and uncertainty, caution, difficulty communicating, pretense,
mistrust, apathy, skepticism, unhealthy competition, confusion, danger, resistance, silence, resistance, lack of
interest, shallow thinking, conflict may occur. , breaking deadlines, inequality, avoiding one's obligations, envy,
disharmony, fatigue and tension, exhaustion, boredom and decay. At each of the stages, there are marketing
triggers and trigger words, thanks to which you can stimulate team building, which will increase the quality of
education. It is known that teamwork creates a synergy effect that contributes to achieving higher results than
individual results. The main triggers are: fear and danger, herd instinct, individuality, greed, mutual gratitude,
trust, limitation, ambiguity, scarcity, time constraints, loyalty, fear, storytelling, news, price comparison,
guarantees, relevance. Trigger words are: free, immediate, today only, news, secret, open, increase, exclusive,

83


https://orcid.org/0000-0001-6924-7296
https://orcid.org/0000-0003-0394-0981
https://orcid.org/0000-0003-0394-0981

EKOHOMIYHUUI ®OPYM 4/2022

because, only. The study results can be useful in developing a methodology for improving the quality of education
with marketing tools.
Key words: marketing triggers, quality of education, team building, storytelling, Drexler-Sibbet Model.

MAPKETHHI'OBI TPUT'EPU EPEKTUBHOI'O KOMAHAOTBOPEHHS SIK
YNHHUKU 3ABE3INEYEHHA AKOCTI OCBITH

OcgiTa € Ti€lo cdeporo MiSTIPHOCTI, fAKka (GopMye Ta 3akilajae yMiHHS i3 MpEeIMETHOI ramys3i 3HaHb,
TICHXOJIOTIYHI Ta COMLiajbHI OCHOBH CITIIKYBaHHS Ta CHPHUSE CAMOPO3BUTKY 1 CAMOBHPaXXCHHIO OCOOMCTOCTEH.
OCHOBHOIO METOIO JTOCTI/KCHHS € BU3HAUCHHS MapKETHHTOBHX TPHUTepiB KOMaHIOTBOPEHHS MPH 3a0e3neueHHi
SIKOCT1 OCBITH 32 BHYTPIIITHIMH Ta 30BHIIIHIMH XapaKTepUCTUKAaMHU siKocTi. CHCTeMaTH3a1is JTiTepaTypHUX [HKepel
Ta MIIXOXIB A0 BUpIIIEHHS Li€l MPoOJeMH MOoKa3aja, 10 MUTaHHS MAapKETUHIOBUX TPUTEPIB SIK IHCTPYMEHTY
e(peKTUBHOTO KOMaHJOTBOPEHHS Ta SIKOCTI OCBITH € aKTyaJbHUM. AKTYaJbHICTh BUPIIICHHS AaHOi HAayKOBOi
npoOJIEMH MOJISITaE B TOMY, 10 KOMaH/iHa po0oTa NpUHECe Kpallli pe3yJIbTaTh 1010 3a0e3NeYeHHS IKOCTI OCBITH,
HIK MOOJIMHOKI TparHeHHst OKpeMux oci0. JlociikeHHs mpobieMu 3/iCHEHO B TaKil JOTiYHIN MOCIIiTOBHOCTI:
CIOYaTKy NPOaHai30BaHO OCHOBHI MPOOJIeMH 3a0e31eYeHHs SKOCTI OCBITH, MAPKETUHIOBI TPUTEPH 3rPYIOBAHO
3a BOMa TpyllaMH YHHHUKIB (30BHIIIHI Ta BHYTPIIIHI), IIOTIM OKPECICHO O3HAKH KOMaHIH, TOOYJOBaHO MOJICIb
Hpexkcaepa-Cib6era, 3anpOIIOHOBAHO MAPKETHHTOBI TPUTEPH KOMaHAOTBOPCHHS IIPH 3a0e3MeUeHHI IKOCTI OCBITH.
MeTomonoriyHuM iHCTPYMEHTApieM TOCITIHKEHHS CIYTyBadW TaKi MiAXOOM Ta METOMW: CHCTeMHHU IiIXig,
JOTiYHE y3araJbHEHHS Ta IMOPIBHAHHS — A0 TPYIyBAaHHS MapKETHHTOBHX TPHI€PiB KOMaHJOTBOPEHHS MIONO
3a0e3MmeueHHs SKOCTI OCBITH, METONM aHANi3y W CHHTE3y — JO OILIHIOBAaHHS XapaKTCPUCTUK SKOCTi OCBITH.
O0’€XTOM IOCTIIKEHHS 00paHO MAapKETHHTOBI TPUTEPH 3a0C3IEUCHHS SKOCTI OCBITH, a MPEIMETOM — SIKICTh
OCBiTH. Y CTarTi BCTAHOBJICHO, IO KOMaHIOTBOPCHHS € OCHOBHHM IHCTPYMEHTOM, SIKUil CHPHUSTHME SKOCTI
ocsit. CaM npoliec KOMaHJIOTBOPEHHS Ma€ BiIOyBaTucCs 3a 7 CTalisIMU, OCHOBHUMH 3 SIKUX € Opi€HTallis, Ha0yTTS
JIOBipH, KOHKpeTHu3auii 1iii, 3000B’s13aHHS, PO3NOALT PoJiel, BUCOKA NPOJYKTHBHICTh, Nepe3aBaHTakeHHs. Lli
cranii mependayeni moaemto Jpekciepa-Ciboera. MeTomooris KOMaHIOTBOPEHHS 32 MOJCIUTIO Mepeadadae
BIJITIOBIZIb HA KOXHIM cTamii Ha onxHe i3 3amuTaHb: 1o s TyT pobmro?, XTo TH?, A 1110 MU pobumo?, Sk MU Iie
pobumo?, Xto, 5K, 1110, koau?, Hagimo npogosxysatu? Ha KoKHiil 13 HAX 3aJIeXKHO BiJ] BiIIIOBIJICH MTOTCHIII HHOTO
4IIeHa KOMaHAH (OPMY€ETHCS IOBipa, IIiTi Ta CIIJIbHI MEPCIIEKTUBH, 3T0/1a Y MisAX, YITKICTh PillleHb, 3pO3yMLIICTh
MPOIIECiB, 3pOCTaE€ NUCIMIDIIHOBAHICTh, CHHEPTis, HCOUiKyBaHA IHTCPAKTHBHICTH, CIUIGHE IPOBEICHHS dacy.
IIpore y Bumagky Opaky BiANOBigi Ha 3amUTaHHSA y WICHA KOMaHAHW a00 BaraHb i HEBH3HAYCHOCTI MOXKE
BUHUKHYTH OOEpeXHICTh, CKIAIHONI Y CIJIKYBaHHI, yJaBaHHS, HEIOBipa, amaris, CKEICHUC, HEe3I0poBa
KOHKYPEHIIis, po3Ty0iIeHiCTh, HeOe3IeKka, CypOTHB, MOBUAHHS, OIIip, HEJOCTATHS 3aIliKaBJICHICTh, TIOBEPXHEBE
MUCIIEHHS, KOHQIIKTH, TIOPYIIECHHS TePMiHIB, HEPIBHICTh, YHUKaHHS CBOiX 3000B’s13aHb, 3a3APOCTI, JUCTapMOHIs,
BTOMa Ta Hampyra, BACHR)XEHHs, Hy/bra Ta 3aHenaj. Ha KoxHIH 13 craziil iCHYIOTh MapKETHHIOBI TpUrepi Ta
CJIOBa-TPUI'€PH, 3aBASKH SKUM MOXKHA CTUMYJIIOBATH 10 KOMaHIOTBOPEHHsSI, YMM MiJBUIIUTHCS SIKICTh OCBITH.
Binomo, 1o mpu KoMaH Hii po00Ti BUHUKAE e(heKT CHHEPTii, SKHI CIIPUSIE TOCATHEHHIO BUIIMX PE3yIbTaTiB, HIXK
MOOJMHOKI pe3ynbraTi. OCHOBHMMH TpUrepaMH €: cTpax 1 HeOe3leka, CTaJHUi IHCTUHKT, iHAMBIAYaJbHICTb,
JKaai0HICTh, B3aEMHA MOJsIKA, J0Bipa, 0OMEKEHICTh, OAHO3HAYHICTD, AS(IIUT, OOMEKEHHS Y Yaci, JOSIbHICTS,
CTpaX, CTOPITEIUIIHT, HOBUHH, TOPIBHAHHSA IIiH, TapaHTii, 3Ha4uMicTh. ClIOBaMH-TpHTepaMH €: OE3KOIITOBHO,
HeTaliHo, TUIBKH CHOTOJIHI, HOBHHA, CEKPET, BIAKpHiiTe, 30UTBIITE, EKCKIIO3UBHO, TOMY IO, TUIEKH. PesynbraTn
JIOCIIIKEHHS. MOKYTh OyTH KOPUCHUMH B ILIaHi pO3pOOKH METOAUKY ITiIBUIIEHHS SKOCTi OCBITH MApKETHHT OBIM
IHCTpYMEHTapieM.

Knruosi cnosa: mapkmeurneosi mpueepu, siKicmv 0ceimu, KOMAHOOMBOPenHs, cmopimennine, Mooens
/Jlpexcnepa-Cibbema.

Introduction. Education is the field of activity that forms and lays down skills in the
subject field of knowledge, and psychological and social foundations of communication, and
promotes the self-development and self-expression of individuals. In the new millennium, in
the era of informatization and high technologies, the competitiveness of countries in the world
market largely depends on the level of education of people, the development of their creative
forces, the willingness and ability to relearn, acquire new knowledge, live and work in a
constantly changing world; a country's place in the world is determined by the level of its
education and culture. The quality of education is an indicator of labor efficiency in society and
a source of national wealth. This is an important factor that shapes progress in overcoming
socio-economic crises, pandemics and imbalances, and distortions in the development of the
economy.
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Literature Review. The problems of the quality of education were dealt with by
scientists and researchers both in the sphere of educational activity and in other spheres. The
quality of education is a multifunctional concept that contains resources (personnel, financial,
material, informational, scientific, educational, and methodical), contributes to the adequate
organization of the educational process in accordance with modern trends in the development
of the national and world economy and education, and also ensures control of the educational
activities of educational institutions and training of specialists at all stages of training and at all
levels (Sigaeva L.E., 2016, c. 224). The quality of education is shaped by its main factors, which
can be divided into two groups: external and internal (Alyokhina A.M., 2014). It is possible to
ensure the quality of education through internal and external assurance standards and a quality
assurance agency (Lokshina O., 2018, C. 129). Separate aspects of the development of
universities, innovative development, the role of the service sector and the management of
educational institutions, and insurance of risks from the implementation of a type of activity are
outlined in the works (Polinkevych O., 2017; Polinkevych O., 2018; Polinkevych O., 2021;
Polinkevych O., Khovrak I., Trynchuk V., Klapkiv Y. & Volynets 1., 2021; Polinkevych O. &
Kovalska L., 2018; Polinkevych O., Glonti V., Baranova V., Levchenko V. & Yermoshenko
A., 2021, Khovrak 1., Polinkevych O. & Trynchuk V., 2021; Polinkevych O., Voichuk M. &
Pavlikha N., 2022). The conducted studies are diverse, but they do not consider ensuring the
quality of education through team building and marketing triggers.

Objectives of the article. The goals of the article are to determine the marketing triggers
of team building in ensuring the quality of education according to internal and external quality
characteristics.

Research methodology and methods. The methodological tools of the research were
the following approaches and methods: a systematic approach, logical generalization, and
comparison - for grouping marketing triggers of team building in order to ensure the quality of
education, methods of analysis and synthesis - for evaluating the characteristics of the quality
of education.

Results and Discussion. Ensuring the quality of education in the process of forming
European education is one of the main conditions for trust, mobility, student motivation,
compatibility, and attractiveness of European higher education. In Europe, the widespread
"English” model of the quality of education, which is based on the internal self-assessment of
the academic community, and the "French" model, which is based on the external assessment
of the educational institution regarding its responsibility to society, were historically formed.
However, a unified system of institutional evaluation of the activity of educational institutions
has not been developed. In the USA, there is a system for evaluating the quality of education.
It is worth noting that each country has its approaches to ensuring and assessing the quality of
higher education. ¥ 3Biti The European Higher Education Area in 2018 the main problems of
ensuring the quality of education are indicated (The European Higher Education Area in 2018,
c. 14):

1)insufficient involvement of students' countries in the procedures for ensuring the
quality of education as equal partners;

2)the dominance of the control model of external quality assurance over the
improvement-oriented model;

3)limiting higher education institutions to choosing only the national quality assurance
agency.

Accordingly, to ensure the quality of education, we suggest considering marketing
triggers according to two groups of factors:

1) internal quality characteristics include:

- the quality of the educational environment (“technological” management of the
educational process, the effectiveness of scientific and methodical work, resource provision of
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the educational process, personnel potential, etc.). In this case, marketing triggers can be time
constraints, comparison of prices and volume of services received, shortage;

- the quality of the implementation of the educational process (scientific and accessible
content of education, pedagogical skill, the effectiveness of teaching aids, etc.). Loyalty,
storytelling, and guarantees can become marketing triggers here;

- the quality of the results of the educational process (level of educational achievements,
development of thinking, degree of social adaptation, culture, etc.) Here, gratitude in return,
loyalty, fear can become marketing triggers.

2) external indicators of the quality of education, which reflect the effectiveness of the
functioning of the educational system, its impact on people and social processes, and
satisfaction of the needs of the individual and the state in general, include:

- availability of education. Here, marketing triggers can become shortages, time
constraints;

- compliance with educational standards. Here, marketing triggers can be fear, novelties;

- satisfaction of educational requests. Here, marketing triggers can become guarantees,
relevance;

- continuity of education. Here, marketing triggers can be thanks in return, time limits;

- opening prospects for professional growth. Marketing triggers here can be storytelling,
relevance, and news.

Marketing triggers work effectively with teamwork. Team building is the basis that will
contribute to the achievement of planned results and achieve success. Most of the activities of
the individual are a group in form. This applies to games, studies, sports, and professional
activities. The main reason for this is the sociability of human nature. The main characteristics
of a team are 1) team activity, team norms, and team relationships. Team activity involves a
consolidated community, orientation to a team task, and the effect of positive synergy. Team
norms include competence, role appropriateness, and responsibility. Team relationships form
psychological comfort and ensure personal growth.

The Drexler-Sibbet model provides for 7 steps to creating a team (Fig. 1).

1. Orientation Resolved:  purpose, 7. Renewal Resolved: Recognition,
engagement, support Mastery, Endurance
v ¥
2. Building trust Resolved: mutual aid, 6. High productivity || Solved: flexibility,
openness, interaction synergy, intuition,
effective
" v
3. Explanation of || Resolved: goals, roles, L Resolved:  discipline,
the purpose clear assumptions 5. Realization consistency,
effectiveness
A
4. Obligation Solved: commitments,
> resources, decision
Creation Support making

Fig.1. Drexler-Sibbet model*

* summarized by (Seven stages of team building)

The Drexler-Sibbet model shows the mechanism of team formation, which must go
through 7 steps: orientation, building trust, clarifying the goal, commitment, implementation,
high performance, and renewal. At each of the stages, a question is asked to each new team
member. Depending on the answers to the questions, the member is either accepted into the
team or not. Each step precedes another. You cannot skip a single step, because the team will
not be formed. An effective team in educational activities is important during the accreditation
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and implementation of the educational process. The quality of training of applicants depends
on their coordinated work. In table 1 we will give positive and negative answers to the questions
on the basis of whether a member is included in the team or not. Accordingly, marketing triggers
will also be offered at each stage of team building.

Table 1. Marketing triggers of team building in ensuring the quality of education *

Phase Question Option of answer Marketing triggers

Orientation What am I doing here? An gfﬁrmatlve answer gives reasons to Fear and danger, her_d instinct.
include her in the team. Lack of Trigger words: immediately, today
response or self-doubt - the team has not| only, secret, increase because only

formed

Gaining trust Who are you? The answer helps to overcome mistrust, Individuality, herd instinct. Trigger

and its absence - forms caution, words: new, secret, discover,

difficulties in communication, increase, exclusive
pretending mistrust

A positive response contributes to the | Greed, trust. Trigger words: today

Specification of the| And what do we do? . .
emergence of goals and common only, new, secret, discover, increase

oal :
g perspectives. The lack of an answer
spreads apathy, skepticism, unhealthy
competition, confusion, and danger.
Obligation How do we do it? A positive answer contributes to the  |Limitation, ambiguity. Trigger words:

formation of agreement in actions,  |immediately, open, increase, because,
clarity of decisions, and a negative one - only
provokes opposition, silence, resistance,
lack of interest

A positive answer contributes to the fact| Herd instinct, trust. Trigger words:
that processes become clear, discipline |  immediate, today only, exclusive
increases, and a negative one - forms
superficial thinking, conflicts, violations
of deadlines, inequality, and avoiding
one's obligations

Distribution of Who, how, what,
roles when?

Synergies and unexpected interactivity Mutual gratitude, herd instinct.

High productivit - - .
gh productivity emerge. However, this can lead to | Trigger words: novelty, secret, open,

jealousy, disharmony, fatigue, and increase
tension.
: : A positive answer will contribute to Fear and danger, individuality.
Rebooting Why continue? spending time together, and mutual | Trigger words: free, today only, new,
respect in the team, and a negative one - secret, only
provokes exhaustion, boredom, and
decline

* grouped based on (What are Triggers in Marketing, 2019; What are Triggers in Marketing, 2021 The
Seven Stages of Team Building).

Conclusions, discussions and recommendations. Thus, it can be concluded that team
building is the main tool that will contribute to the quality of education. The process of team
building itself should take place in 7 stages, the main ones of which are orientation, gaining
trust, specification of the goal, commitment, distribution of roles, high performance, and reboot.
These stages are predicted by the Drexler-Sibbet model. The methodology of team building
based on the model provides an answer at each stage to one of the questions: What am | doing
here? Who are you? What are we doing? How are we doing it? Who, how, what, when? Why
continue? At each of them, depending on the answers of a potential team member, trust, goals,
and common perspectives, agreement in actions, clarity of decisions, clarity of processes are
formed, discipline, synergy, unexpected interactivity, and joint spending of time are growing.
However, in the event of a team member's lack of answers to questions or hesitation and
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uncertainty, caution, difficulty communicating, pretense, mistrust, apathy, skepticism,
unhealthy competition, confusion, danger, resistance, silence, resistance, lack of interest,
shallow thinking, conflict may occur, breaking deadlines, inequality, avoiding one's
obligations, envy, disharmony, fatigue and tension, exhaustion, boredom, and decay. At each
of the stages, there are marketing triggers and trigger words, thanks to which you can stimulate
team building, which will increase the quality of education. It is known that teamwork creates
a synergy effect that contributes to achieving higher results than individual results. The main
triggers are fear and danger, herd instinct, individuality, greed, mutual gratitude, trust,
limitation, ambiguity, scarcity, time constraints, loyalty, fear, storytelling, news, price
comparison, guarantees, and significance. Trigger words are: free, immediate, today only,
news, secret, open, increase, exclusive, because, and only.
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