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MARKETING AND ITS APPLICATION IN MUSIC IN PROFESSIONAL TRAINING
IN THE HIGHER EDUCATION SYSTEM

Abstract

This article discusses the issues of the essence of marketing and marketing activities, their features in the non-
profit service sector, namely in a higher musical educational institution. The marketing activity of modern institutions
of music education has been studied. The experience of marketing activities in musical education institutions is
summarized. The necessary and sufficient formal and substantial characteristics of marketing activities have been
identified.

In addition, the authors made a bias towards the features of educational services that form the features of music
marketing in this area - the main emphasis here is on the quality of interaction between an educational institution,
on the one hand, as well as consumers and customers - students, future potential employers, government governing
structures, on the other hand. In the field of music education, marketing is becoming a vehicle through which music
or art educational institutions communicate and promote their goals, values and products to students, their employees

and society at large. Marketing is closely related to managing the relationship between producers and consumers of

services. In education, marketing is concerned with managing the relationship between teachers and students.

Keywords: marketing; music; society; education; educational institutions; students.

Introduction “Marketing is an organiza-
tional function and a set of processes for
creating, promoting and providing a product or
service to consumers and effective management
of the relationship with the organization. In
short, marketing is an activity aimed at meeting
market needs for profit. In a broad sense, the
purpose of marketing is to «identify and meet
human and social needs» [1, P.47].

Main body. «Marketing is a social process
aimed at meeting the needs and desires of
people and organizations by ensuring the free
competitive exchange of valuable goods and
services for the buyer» [2, P.17]. «Marketing,
in its broadest sense, is the process of
social management in which individuals
and groups of people get what they need by
creating and sharing products» [3, P.339].
«Marketing is a market philosophy, a strategy

and tactics of thinking and acting of market
relations: it consists not only of producers
and intermediaries in commercial activities,
but also of consumers, suppliers, practical
economists, scientists, entire organizations and
even government agencies» [4, P.28]. Kotler
Philip and Armstrong explain the doctrine of
marketing to Harry as follows and systematize
the main issues: “Marketing is the formation of
value for the consumer and consumer attraction;
company and marketing strategy; partnership
to attract customers and build value and
build relationships; analysis of the marketing
environment; provide marketing information
needed to understand the consumer; consumer
market and buyer behavior; marketing strategy
based on consumer value: value formation
for target consumers; product development;
services and brands: value creation for
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consumers; new product development and
product life cycle management, etc.» [5, P.736].

Therefore, according to such definitions,
we can summarize our understanding as
follows: «Marketing is a vital principle that
aims to achieve tangible results through the
continuous improvement of ethical approaches
and new directions of its implementation in the
implementation of its commercial goals in a
market society» [6, P.793]. «Marketing is an art
on the one hand, pure experience on the other, a
combination of theory and practice on the third,
and on the other hand it determines the direction
of results and profit. In this regard, we must
note the aspects that are in harmony with the
general social sciences, including pragmatism
in philosophy, utilitarianism. Because it also
corresponds to our research problem.

Methods. Pragmatism is one of the areas
analyzed in terms of human activity and
practical activities in the cultural and social
life of the twentieth century. It is a movement
that defines the qualities of human essence and
considers the action, the goal-oriented activity,
which is the central basis. Its representatives
are Pierce and James, who proposed the term
pragmatism, Dewey (analyzes the direction
of instrumentalism), etc. Its origins lie in the
Cambridge School of Metaphysics in the
1870. After these philosophers, this continued
with the current of neopragmatism. The main
values in this stream are: result, experience,
transition from words to deeds, reality, etc.
is «Ultilitarianism is an ethical direction that
understands that the highest goal of human
activity is the pursuit of material efficiency,
profit, well-being. Its founder, I.Bentham,
balanced goodness and profit [7, P.182]. This
is an impetus that meets the basic ideological
requirements of today’s market society» [7,
P.280]. These trends later spread to all spheres
of public life and were supported to some extent,
and to this day, this channel has become one of
the main pillars of our lives. For example, it
is true that in the field of education, as well as
in the arts, including music, such a position is
based on a common methodological orientation,
such as the «compass». In this regard, the
market and commercialization of art in the

world, so Kazakhstan cannot stay away from it.
Utilitarianism in the context of a market society
in such a world required a theoretical study of
this phenomenon, and due to the «marketing» of
art, including music, in recent years, new ideas in
art and culture have begun to be proposed. P.Yu.
Nevostruev in his dissertation «Improvement of
marketing research technologies in the market
of music broadcasting on the basis of the use
of mobile marketing tools» describes the role
and relevance of marketing in music as follows:
Currently, the current methods of studying the
tastes and opinions of the audience are usually
based on the processing of data on album sales,
concert box office and other specific materials
[8, P.124].

Research companies such as TNS Gallup
and COMCON conduct syndicated studies on
the size and characteristics of radio stations’
audiences, not music material. Today, there
1s no effective mechanism for assessing the
attitude of the target audience to a new musical
material in the period before its release, all
research practices are aimed at determining the
popularity of a musical product. This approach
does not allow to predict changes in the tastes
of the audience and the attitude of the target
audience to the new music material, which in
turn leads to the loss of the target audience of
the channel and, consequently, a decrease in
revenue.

Here P.Yu. Nevostruev states that one of
the main problems is the media coverage of
the main directions of music marketing in
public life. However, addressing the topical
issues of music marketing through radio, he
summed up his thoughts as follows: “The rapid
development of modern information technology
expands the possibilities of communication
with the consumer. Following the development
of Internet technologies in Russia, there is a
rapid development of mobile technology. The
high level of penetration of the latter into the
business allows it to be used as a mass and
accessible channel of communication with the
consumer. Research using mobile marketing
technologies not only increases the speed of
data collection, but also reduces research costs,
resulting in increased economic efficiency and
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increased competitiveness of music products
and their distribution channels. In this case, the
leading position in the broadcasting segment
of the market is achieved not only by the right
choice of the target audience, but also by the
entity that can offer music that meets his wishes
and tastes.

Discussion. Placement of music material on
all radio stations of the Holding will be possible
only after its testing using the developed
mechanism. In this case, you have to pay for
music testing services, which are available to
many performers, including certain groups.
The advantages of this research technology
are the transparency and formalization of
the system of testing and selection of music
material, differential exposure and increasing
the relevance and representativeness of research
results by covering different segments of the
radio holding audience. leads to an increase»
[8, P.128]

O.E. Shilova art management, optimization
of the discipline in the structure of professional
training of students of music specialization,
features of mastering art management of students
of music specialties, methods of research of art
management of students of music specialties,
methods of studying art management in modern
professional training of students of culture and
arts, music specialties experimental methods
of studying the art management of students,
modern musician, art manager model, etc.
«Modern music activity is wide and diverse, it
not only retains its traditional features, but also
competent management, economic support in
a market economy, competitiveness,» he said.
without which the most highly qualified music
group in the modern world cannot survive. In
the broadest sense of the word, only through the
synthesis of creative and managerial approaches
to musical activity, it is possible to convey to the
audience the true beauty of the works of great
masters of both the past and modern music. [9,
P.176]

Methodological bases of formation of
A.M.Menshikov theater marketing and the
analysis of processes of segmentation of the
audience; brand acceptance and evaluation
criteria; Analyzing issues such as CRM strategy

in the organization of the theater festival project,
he emphasizes the relevance of his ideas about
music marketing: This is an important part of
the festival. “Festival performances allow us to
see the outline of real changes in us and around
us in one of the socially significant arts — the
theater. The full picture of the modern festival
process is formed from the mosaic of individual
stage or value phenomena that depict the current
life of the Russian theater with all its ups and
downs, contradictions.

Festival is a difficult way to search for
innovative ideas, implement non-traditional
solutions, develop innovative forms of work,
creative pursuits, attract new audiences. This
requires organizers to have a clear and up-to-
date market analysis, conceptual development,
ongoing monitoring of processes and, on this
basis, the development of a new marketing
and «theater» strategy for the XXI century [10,
P.254]

Focusing on the marketing aspects of
cinematography, S.E. Danilova systematizes her
views on the specific experience of its economic
style and notes the urgency of the issue: is a
complex and multifaceted management activity
that requires knowledge and relevant skills.
In the absence of trained specialists, business
people from the cinematography department
became producers of the festival, whose
field of activity was art, not management and
marketing. The lack of a theory of economics
and festival project management significantly
reduces the efficiency of the festival industry,
makes it inefficient for production, slows down
the development of the film festival movement
and limits its artistic potential» [11, P.200].
A.A. Lisenkova, based on the program of
development of social communication in the
musical theater, connects the need for theatrical
art and its main development project with the
field of marketing: “Theater is a special social
institution of artistic culture. It has specific
socio-cultural goals and related functions,
internal organizational structure and appropriate
forms of interaction between the subjects of
theatrical activity. Society creates specific tools
to regulate these relations, as well as a system
of management of various aspects of theatrical
work [12, P.214].



HEJJAI'OI'MKA KOHE [ICUXOJIOI'MA /TIEJATOT'UKA U IICUXOJIOI' A

/PEDAGOGICS AND PSYCHOLOGY

Nel, 2021

A.Yu. Wuima focuses on the benefits of
marketing marketing in music: “Music is a
powerful tool for influencing a person’s feelings
and emotions. When combined with powerful
propaganda tools, such as advertising, music
can amplify it many times over. Nowadays,
advertisers do not have all the expressive
means of music. Since this is possible in the
near future, a thorough study is needed to
determine the possible impact of music on
consumers. This study identifies the principles
of operation of this communicative process,
regulates this process and protects it from any
possible negative consequences» [13, P.207].
Weighing the pedagogical underpinnings of
music management, S.V. Ivanov emphasizes
the urgency of this issue: «The content of
professional training of students of cultural
universities in the management of music
show business; system of methodical tasks for
professional training in music show business
management;  optimization of  students’
professional training in music show business
management; As an organizer and leader of the
team, performer and future creation of musical
products (CD, CD, video, etc.), the specialist is
faced with the need to promote music products
on the market [14, P.172].

And next, Yu.V. Strakovic commented on
the peculiarities of music culture in the digital
age: «Today, at the beginning of the 2Ist
century, music culture is once again at a turning
point, where another transformation is taking
place due to a new technical achievement,
collectively called the» digital revolution». In
terms of the scale of its impact on the music
world, this transformation is no less than any
of the previous ones, and today it seems so
fundamental and important that it deserves the
most careful study in this study”[15, P.249]

D.B. Tabakaev, studying the use of musical
instruments in modern politics, draws the
following conclusions: most musical and
entertainment events are episodic or one-
time and are organized mainly for advertising
purposes. At the same time, well-planned
ideological action, using appropriate musical
instruments and considering the interests of a
particular audience, can often form stereotypes

and attitudes and influence political behavior.

Also, the empirical side of research shows
that music culture has a significant impact on
the process of forming beliefs and political
behavior, because in many cases it is impossible
to accept them consciously. At the same time,
more attention should be paid to musical images
and associations, which form the basis of the
psychological level of perception of musical
instruments and motivate the audience to certain
politically significant actions [16]

A K. Akchurina in her research work «The
system of training economists-managers to
promote show business in universities of
culture» focused on the «essence of music show
business promotion»: «So what is a «promotery
and what are its tasks? A person of this profession
is invited to communicate with the consumer
in different ways. This can be a gift for the
distribution of flyers, general presentations, tests,
the purchase or use of the advertised product,
which buyers especially like» [17, P.140]. As
for the information about the promoter, we can
get the following information: “The amount
of demand and, accordingly, the profit of the
organization that invests in the advertising
company depends on how well the promoter
connects with consumers and attracts them to
the offered goods or products. Therefore, a lot
of effort is put into the training of promoters.
Their appearance is no less important. Important
requirements for a candidate for this position
are: communication skills; active life position;
focus on the result; the majority; release; self-
confidence; appearance” [17, P.148].

M.G. Snezhinskaya raises the issue of
management in the music industry: «The
evolution of ideas in musical life; main stages of
development of the music industry; structure of
the music industry and its main characteristics;
emergence of the music industry as a socio-
cultural; key actors in the music industry and
their interests; basic and concrete forms of
development of the music industry; problems
and prospects of the domestic music industry,
etc. MG Snezhinskaya continues to share her
thoughts on the music industry: “The modern
music industry is about the creation, production
and distribution of musical works. The music
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industry not only focuses on demand, but
also shapes it based on the need to ensure its
development and profitability» [18, P.226].

S.V. Kostylev pays special attention to the
ethical aspects of art management: «The field of
art is an emerging area of socio-cultural reality,
where the listed features of ethical and moral
regulation are clearly visible ...Management
decisions in this area often have a double ethical
and moral assessment , which is explained by the
conflict of value systems (including ethical) of
different stakeholders (products), incompatible
products of art, «unity of contradictions»:
material and spiritual values, terminal and
instrumental (M. Rokech), values of different
communities (religious (ethnic, professional,
corporate, clan), the selfless creativity and
business talent of the «hungry artist», which
often replaces the «catechism of responsibility»
with the «catechism of sales» [19, P.208].

Such orientations are one of the most
important issues not only in art, but also in
science and are part of the philosophy of
science. This field is called bioethics or ethics of
science. However, it should be noted that after
marketing, in music, it always aims to make
a profit in accordance with market relations.
And in science, although it arose due to the
ethical responsibility of the scientist, it is now
established on a legal basis. In this regard,
the requirements of the ethics of science can
be summarized as follows. Ethics of science
is a special doctrine that combines the moral
issues of the scientist in the acquisition and
acquisition of scientific knowledge, and also
supports the mutual cooperation of the scientific
community. The main problems of scientific
ethics: the relationship between scientific
knowledge and value thinking. According to
the concept of «neutrality of science to values»,
the responsibility for the use of science for
destructive purposes rests with such areas as
business, government, industry. The neutrality
of science to values (ethics) frees scientists
from discussing ethical issues, ensures the
independence of science.

Results. However, the following system
of views is proposed: science is born of an
ideological and political nature in order to freely

apply its goals to all, even moral situations;
scientific knowledge itself is subject to ethical
guidelines, such as simplicity, verifiability,
wide application; a scientist cannot be equated
with a subject of abstract cognition, he is not a
computer, he is a researcher, educator, expert,
public figure, etc .; such neutrality cannot
be attributed only to the scientist, it is aimed
at limiting the general responsibility of the
scientist to society; instrumental thinking is
not strictly separated from values; Rationality
itself is able to discuss ethical issues ... The
use of experimental tools that cause significant
harm to humans and animals, the use of tools
aimed at improving the lives of very valuable
minorities, the implementation of large-scale
(requiring industry-wide) individual projects,
etc. The issues are being debated today.
..Ethics of science has created its own branch
ethical teachings of special sciences. For
example; ecological ethics (environmental)
— ethical issues of environmental protection
and protection in science, Biomedical ethics
(bioethics) — transplant ology, reproductive
technology, euthanasia, psychiatric issues, etc.
Computer ethics — propaganda, propaganda,
false information, computer crimes, etc.

Conclusion. As we can see, marketing in
music, as well as the ethics of science, must
adhere to its own moral norms in the promotion
of art. For example, in computer and advertising
ethics, we should not use music that has a
negative impact on human health and psyche.
Recently, not only the benefits of music therapy,
but also the negative effects of some rock music
(especially heavy metal) on the human psyche.
And some melodies are sometimes pleasant,
sometimes unpleasant or depending on the size.
Unfortunately, it is one of the unexplored topics
in our field of musicology. Some researchers,
for example, suggest that excessive use of food
singing (throat singing) is harmful to the human
body and performers. Is that really so? This is
one of the most important issues that needs to be
studied on the basis of fundamental integrative
and interdisciplinary communication.

G.Yu. Kvyatkovsky studies rock music from
a sociological point of view and publishes
his own new views: “The dynamics of rock
music culture is complex. In our opinion,
the development of rock music culture takes
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place in different ways, depending on the
level considered by researchers. Perhaps it is
necessary to distinguish the individual, group
and social level of rock culture. All kinds of
dynamic processes will be presented in rock

music; ...The development of rock music
culture depends on a set of factors and internal
mechanisms. In this regard, we can assume that
rock music culture is a complex system [20,
P.183].

Table

In conclusion, we can summarize the main issues and interactions of music management
and music marketing

Management and marketing Management and marketing in music

From the conductor in the orchestra, to
producers and production centers and other
organizational and management institutions

Management and organization

Commercialization processes in the conditions
of market relations

From simple commercials to music for
financial purposes

Ethics in marketing and management From phonograms to imitating other melodies

and copying music

Advertising and self-promotion From filming clips to self-promotion in the

media

owdfunding Sponsorship of music and its public support

Conducting sociological research Conducting scientific sociological research
about oneself, starting with spontaneous

opinions and tests in information networks

industrialization Collective grouping through major music
centers (from creating ensembles to creating

large music centers)

So, next we will talk about the industry and
its preservation in the field of musical traditions
and innovative models and modernizations. In
short, in the culture of music in general, there
are some differences. However, it is impossible

for art to adapt to business or market society,
and therefore, art has always been and will
continue to satisfy the aesthetic needs necessary
not only for art but also for society.
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MapkKeTHHI 1 MAPKEeTHHIOBas AesITeJbHOCTH B BbICIIEM MY3bIKAJIbHOM 00Pa30BaTeIbHOM YUPesKIeHHH

C.T.Hypmonoaes', b.H. Hycunscanosd’, I.3.Bezcembemosa’
'Kazaxckas nayuonanvhas koncepsamopusi umenu Kypmaneasol (Aamamer, Kazaxcman),
’Kazaxckas nayuonanshas akaoemus xopeozpaguu (Hyp-Cynman, Kazaxcman)

AnHomayus

B naHHOIi cTaThe PacCMOTPEHBI BOMPOCHI CYITHOCTH MApKETHHIA U MAPKCTUHTOBOH JESITEIBHOCTH, UX 0COOCH-
HOCTH B HEKOMMEPYECKOH chepe yCIIyT, a UMECHHO B BBICIIIEM MY3BIKATEHOM 00pa30BaTeIbHOM yUpexkIeHUH. M3ydeHa
MapKETHHTOBAs ACATEIIEHOCTh COBPEMEHHBIX YUPEKICHUH MY3bIKalIbHOTO 00pa3zoBaHus. OOOOIIEHBI OIBITH MapKe-
TUHTOBOH JICATEIBHOCTH B YUPEKICHHUIX MY3BIKaJBHOTO 00pa3oBaHUs. BBISBICHBI HCOOXOMUMBIC U JOCTATOUHBIC
(opmMambHO-CcOIepKaTeIbHBIC XapaKTEPHUCTUKN MAPKETHHTOBOHN IEATEIFHOCTH.

Kpome 3T0r0 aBTOpHI CAeTaNu YKIOH Ha 0COOCHHOCTH 00pa30BaTeIbHBIX YCIYT, KOTOphIe (OPMUPYIOT U 0COOCH-
HOCTH MY3BIKaJIbHOTO MapKCTHUHTA B 3TOU c(hepe — OCHOBHOW aKIICHT 3/1€Ch JICJIACTCsl Ha KA9YeCTBO B3aUMOICHUCTBHS
00pa30BaTeIBHOTO YUPEKICHHSI, C OMHON CTOPOHBI, @ TAKXKe TOTPeOHTENel 1 3aKa39NKOB — CTYICHTOB, OyAYIIIHX BO3-
MOXHBIX PadOTOmaTeNeH, TOCYIapCTBEHHBIX YIIPABISIIONINX CTPYKTYP, C IPYroil CTOPOHEL. B cdepe My3BIKaIbHOTO
00pa30BaHMsI MAPKETUHT CTAHOBHUTCSI CPEACTBOM, IPH IMTOMOIIU KOTOPOTO MY3bIKAIBHBIC YUPEKICHUS WK 00pa30Ba-
TEJBHBIC YIPEKICHHUS HCKYCCTBA COOOIIAIOT U MTPOIBUTAIOT CBOM 1€, IICHHOCTH M IIPOAYKTHI CTYICHTaM, CBOMUM CO-
TPYIHUKAM U OOMIECTBY B IEJIOM. MapKETHHT TECHO CBSI3aH C YIIPABICHUEM B3aUMOOTHOIICHUSIMHU MEKIY TIPOH3BO-
TUTEISIME U IOTpeOUTEIsIMU yCayT. B cepe 00pa3oBaHus MApKETHHT CBSI3aH C YIIPABICHACM B3aUMOOTHOIICHUSIMHU
MEX]Ty MPEoaBaTeNIIMU U CTYCHTaMH.

Kurouesvie cnosa: MapKeTHHT; My3bIKa; 0OIIECTBO; 00pa30BaHUE; 00pa30BaTEIbHBIC YIPSIKICHHUS; CTYICHTBL.
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MapkeTHHT K9He OHBIH Ka3ipri KoraMaarbl My3bIKaaa KOJIIAHBLIYbI

C.T.Hypmonoaes', B.H. Hycinaycanosda’, I.3.bezembemosa’
'Kypmansazer amvinoazer Kazax ynmmolx xoncepeamopust (Aamamoi, Kazaxeman),
’Kazax ynmmuix xopeoepapus axademusicol (Hyp-Cyaman, Kazaxcman)

Anoamna

by makanaia MapKeTHHT IeH MAPKETHHI TIK KbI3METTiH MOHI, 0JIap IbIH KOMMEPILIMSUTBIK EMEC KbI3MET CaJIaChIH/IAF b,
aram aiTKaHJa >KOFapbhl MY3BIKAIBIK OUTiM Oepy MEKEeMECiHIeri epeKIIemiKTepi KapacTeIpbianbl. Kasipri 3aMaHFbI
MY3bIKaJIBIK Oi1iM Oepy MeKkeMeepiHiH MapKeTHHITIK KbI3MET1 3epTTeii. My3bIkaibIK Oinim Oepy MekemesnepiHeri
MapKEeTHHTTIK KbI3MET TOKipruOenepi sknHaKTaFan. MapKeTHHTTIK KbI3METTIH KaXXeTTi KoHE KEeTKUTIKTI (popmanapi-
Ma3MyH/Ibl CUIIATTAMAIAPbl AHBIKTAJIJIBI.

CoHBIMCH KaTap, aBTOpJIap OChI Calajarbl My3bIKAJIBIK MAPKCTHHITIH CPEKIICTIKTEPIH KAIBIITACTHIPATHIH OLTIM
Oepy KbI3METTEpiHIH epeKIIeTiKTepiHe Ha3ap ayaap/sl — MyHaa 6acTsl Ha3zap Oip JkKaFbIHaH O171iM Oepy MEeKeMecCiHiH,
COHBIMEH Karap TYTBHIHYIIBUIAP MEH TAIICHIPBIC OCpYUIIEpIiH — CTYACHTTEPAiH, OONamaK *KyMbIC OepymIiIepIiH,
MEMJICKETTIK 0acKapy KypbLIbIMIApBIHBIH 63apa SPEKETTECy canachlHa ay/lapblia/ibl.eKiHII jKarbiHaH. My3bIKaJIbIK
OimiM Oepy canacblHIA MapKeTHHT MYy3bIKa MEKEeMelepi HeMece eHep OKY OpBIHIAphI CTYIEHTTEpre, OJapAbIH
KBI3METKEpJIepiHe JKOHE JKaJIbl KOFaMFa ©3JIEPiHIH MaKCATTapbIH, KYHIBUIBIKTaphl MEH OHIMACPIH >KETKI3eTiH
JKOHE HACUXaTTaWTBhIH Kypaira aiHajajasl. MapKeTHHI KbI3MET OHJIpYIIIep MEH TYTHIHYNIBUIAp apachIHIaFrbl
KaTbIHACTapIbl OACKapyMEH THIFBI3 OalIaHBICTHL. biniM Oepy camachlHaa MapKeTHHT OKBITYIIBIIAP MEH CTYIEHTTEP
apachIH/IaFbl KAPbIM-KATHIHACTHI 0aCKapyMeH OaiTaHbICThI.

Tytiin co30ep.: MapKETUHT; My3bIKa; KOFamM; OuTiM Oepy; OiiM Oepy MekeMelepi; CTYICHTTED.
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