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SUMMARY
V. Maykovska. Motivation study in professionals’ training during interaction

marketing concept use in higher educational institution.
The impact of the interaction marketing as the innovations basis of the Ukrainian

higher educational institutions concept onto future professionals training are studied in the
article. The purpose and content of the educational services consumer’s motivation is
explained, the expediency of its research in higher education pedagogy is justified, the
opportunities in motivation studying within the process of marketers training are analysed.

Key words: cooperation marketing, educational services, educational services
consumer’s motivation, communication policy, personality oriented cooperation model,
professional training.
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