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Marketing policies and mecanisms of European University 

1. Regarding the document 
The goal of Marketing Policy and Mechanism (hereinafter "Policy") of European University is to analyze the 

position of European University on local and international markets, for the purpose of achieving the target 

marks of the university to determine the marketing policy and to make effective mechanisms for its 

achievement.  

2.The preparation and review phaze of Marketing Policy 

Working on the marketing policy document 2019-2022 of the European University took place in 

January-April 2019. During the marketing policy planning process, the main values of the University 

have been respected: team work, participation, transparency, justice, expediency and more. The 

process of policy development was carried out with the following mainstream phases: 

2.1. The initating phaze of Marketing policy  

The initiation of marketing policy was carried out by the Vice-Rector in the field of Foreign 

Relations, taking into consideration external and internal factors. In the initiative phase of 

marketing policy a working group was formed, which included: Vice-Rector in the field of  

International Relations, Vice-Rector in the field of of the Administration, Marketing and Public 

Relations, International Affairs, selection  managers, strategic development manager, students 

service center, faculty deans, representatives of student self-government, the representatives of the 

Quality Assurance Department and the Financial Accounting and Management Service. 

The following material has been used while preparation the marketing policies: statistics of the 

University, the results of the foreign students' satisfaction survey conducted in June 2018, University 

staff survey conducted in May 2018, the satisfaction survey of hired specialized agencies in order to 

attract foreign students carried out in February 2019, governmental commission report of 2017 

regarding migration issues, the requested information provided by the National Statistics Office and 

other organizations. 

2.2. The phase of review of Marketing Policy 

Marketing policy was developed based on the Mission and Vision, Organizational Resources, 

Opportunities of the European University and Environmental Analysis. The strategic documents and 

materials of the university were studied and analyzed to develop this document. Analysis of internal 
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and external factors also occurred. Working Group has developed a primary policy of marketing 

policy. 

The document has been corrected as a result of suppositions and recommendations, expressed at 

working meeting. 

2.3. The approval phase of marketing policy 
The modified document was eventually approved by the working group, shared by the university 

community, which resulted in its approval by the managing board. 

The marketing policy is in conjunction with the 2019-2025 strategy and Internationalization Policy 

of the European University. 

3. Situational analysis 
The presented situation analysis is based on the study of different types of data, such as: public 

information, legislation and current international marketing experience that have been accumulated 

at the university over the years. 

3.1. Regarding the European University 

The European University is a higher education institution with the status of authorized university, 

which envisages accredited academic Georgian and English educational programs in accordance 

with the rule established by the legislation and issues the document confirming the qualification, 

which is recognized by the state. 

The European University was founded on 31 December 2012 and is represented by 3 faculties: 

• Faculty of Business and Technology; 

• Faculty of Law, Humanitarian and Social Sciences; 

• Faculty of Medicine. 

 

The University currently has 16 programs: 
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• Teacher training program; 

• Bachelor Program of Psychology 

• Master of Law; 

• Master of Management; 

• Bachelor Program of International Relations; 

• One-step English-language educational program of certified medical worker; 

• Bachelor program of English Philology; 

• Bachelor Program in Law; 

• Bachelor Program for Programming and Web Design; 

• Bachelor Program for Computer Systems and Networks; 

• One-step educational program of certified dentistry; 

• Bachelor Program in Tourism Administration; 

• Business Administration Bachelor Program; 

• Bachelor Program in Finance and Banking. 

The University owns two study blocks and a campus for students. Study blocks are equipped with 

modern academic auditoriums and research labs necessary for teaching-learning processes. 
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3.2. Educational involvement of the country in the International educational 

processes 

 

On June 19, 1999, the Minister responsible for the high education of 29 European countries, signed a 

Bologna Declaration in one of the oldest university towns in Italy. By signing this document, the 

relevant States expressed their readiness to participate in the formation of a single European Area of 

higher education. 

Georgia joined the Bologna process in 2005. 
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Erasmus + is an EU grant program that will implement projects in the fields of education, training, 

youth and sports in 2014-2020. 

The Erasmus + Program aims to modernize education, increase the level of knowledge and 

employment. Also, trainings and working with young people.   

Eurasmus + National Office of Georgia (NEO) promotes the European Commission EC, the The 

Education, Audiovisual and Culture Executive Agency (EACEA) and the relevant National Services 

to implement the Erasmus + Program. 

 NEO operates on the basis of an agreement between the executive agency and the Georgian non-

governmental organization NGO UNI.ge. 

Erasmus + National Office mandate includes all supporting, informational and monitoring activities, 

related to the Erasmus + Higher Education sphere and is allowed in EU partner countries. 

NEO Georgia was founded in 2017 and is a successor to the Tempus National Office (NTO). 

 

On April 25, 2019, the National Center for Educational Quality Enhancement  was awarded with 

ENQA status for a five-year term by the Council of European Association for Quality Assurance in 

Higher Education (ENQA). The Council concluded that the National Center for Educational Quality 

Enhancement is in compliance with the Quality Assurance Standards and Guidelines (ESG 2015) of 

the European Higher Education Area and meets ENQA membership criteria. 

Since 2018 the Center has been recognized by the World Federation of Medical Education (WFME), 

which is directly related to the recognition of education from graduates of medicine programs in 

Georgia in the United States and beyond. 

 

Medical Council of India is the most important organization in India in the field of medical 

education. 

Since 2016, the European University has been recognized by the Council. 

 

Higher education system in Turkey is supervised by the  Commission on Higher Education (CoHE). 

The Commission on  Higher Education  (CoHE) is an autonomous institution, responsible for the 

issues related to planning, coordinating, and governing the higher education system in Turkey, in 

accordance with the Constitution of the Republic of Turkey and the Higher Education Act. 

 

The Faculty of Medicine of the European University is recognized by the Council of Higher 

Education of Turkey. Recognition involves foreign education qualification values, the official 

certificate of the competent agency in terms of access to employment and / or educational activities. 
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Eric Narik's database provides information on accredited universities of different countries. Among 

them is the European University, which is very important for foreign entrants. 

The European University is also in the database of The World Directory of Medical School, which is 

an informational base of leading medical education institutions in the world. 

 

The World Directory of Medical School is a joint project of the World Federation for Medical 

Education (WFME) and the Foundation for Advancement of International Medical Education and 

Research (FAIMER). 

3.3. Legal environment 

Higher education in Georgia is regulated by the Law of Georgia on "Higher Education, "Education 

Quality Development" and other legal acts. 

According to the law, Higher educational institutions operating in Georgia shall be in compliance 

with the internal and external mechanisms of quality assurance. Nowadays, Georgia's external 

quality assurance system consists of institutional authorization and software accreditation. 

Authorization of a higher education institution is an external mechanism for quality assurance of 

higher education. Authorization is an institutional assessment that determines the compliance of the 

institution with authorization standards. 

Accreditation of higher education programs is an external mechanism for quality assurance of higher 

education. Accreditation is a program evaluation that defines compliance of the program with 

accreditation standards. Accreditation is mandatory for regulated professions (medicine, law, teacher 

education, marine education, veterinary) and doctoral programs. Accreditation is not mandatory for 

other programs. However, accreditation is obligatory for obtaining national grants. 

Authorization of educational institutions and accreditation of educational programs, as well as 

monitoring of implementation of authorization and accreditation standards is implemented by the 

National Center for Educational Quality Enhancement. 

National Center for Educational Quality Enhancement aims at promoting integration of Georgian 

educational institutions into international educational area and increasing trust in them. 

Higher education system of Georgia is three-step and is implemented on the bachelor's, master and 

doctoral degrees of higher education.The European University is an educational university, which 

means that it is a higher education institution that carries out higher education program / programs 

(except for doctoral one). The University necessarily performs second cycle - Master's and / or one-

step educational program / programs. 
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Higher education programs are described by the European Credit Transfer System. 

Bachelor's program includes at least 240 credits. 

In the framework of the first step educational program it is permissible to grant interim qualification 

after achieving  the learning outcomes established for the part of the relevant educational program 

that can not be less than half of the credits provided by the educational program. 

Teacher training program is implemented in the form of an independent educational program that is 

taught during at least 1 academic year, includes 60 credits. Certificate of teacher of subject, or group 

of subjects will be issued at the graduate. 

Teacher education, medical education, dental and veterinary education are carried out on the bases 

of integrated Master programs. 

The educational program of certified medical worker is of 360-credits and the educational programs 

of certified dentistry / veterinary / teacher - 300-credits. 

Educational program of Master degree includes at least 120 credits. 

Enrollment of local and foreign students in higher educational institutions of Georgia, as well as 

obtaining a study visa is regulated by the Law of Georgia on Higher Education. 

At one-step educational program will be allowed: 

A) A person with a document certifying the full general education or a document equal to it, who on 

the basis of the coefficients of the scores obtained at the Unified National Examinations will be 

enrolled and get the right to study at a higher education institution; 

B) A person who will overcome the minimum competency limit at the Unified National 

Examinations - the minimum barrier specified by the legislation. 

In accordance with the Order No. 224 / N (29.12.2011) of the Minister of Education and Science of 

Georgia on approval of the procedure for submitting and reviewing documents by entrants / 

graduate students / students with the right to study without the passing of Unified National Exams / 

unified master examinations at the higher education institution, the right to study without passing 

the Unified National Exams is given to: 

A) The citizens of foreign countries and the persons with no citizenship who have got full general or 

equivalent education in a foreign country; 

B) The citizens of Georgia, who have got full general or equivalent education in foreign countries 

and have learned the last 2 years of full general education in a foreign country; 

C) The citizens of foreign countries (except for the students participating in the Joint Higher 

Education Program and the exchange educational program) who are studying / were studying and 

have taken credits / qualifications in a foreign country, at higher educational Institution, recognized 

in accordance with the legislation of that country; 
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D) For the citizens of Georgia (except for the students participating in the Joint Higher Education 

Program and the Exchange Educational Program), who, during the period of studying at a higher 

education institution in a foreign country, lived in a foreign country for at least 75 days during one 

of the semesters and got credits / qualification at higher educational Institution, recognized in 

accordance with the Legislation of that country. 

Educational programs of higher educational institutions are also available for: 

Students enrolled through mobility according to "the rule of transferring from one higher 

educational institution to another and the approval of the fee" approved by the order No. 10 / n 

(4.02.2010) of Minister of Education and Science of Georgia. 

A person having at least the Bachelor degree or its equivalent is given the right to study at the 

second step at Higher Educational Institution. Master Exams are prerequisites. The additional terms 

of acceptance shall be determined by the higher education institution. 

Citizens from 94 countries of the world can enter Georgia with no necessity of viza and stay in 

Georgia for 1 year. 

As for receiving a study visa, it is regulated by the Law of Georgia on "Legal Status of foreigners and 

Persons with no citizenship" and is as follows: 

The study visa will be issued for the term of 360 days for foreigners who have a special invitation to 

the educational institution in Georgia. A foreigner who wishes stay in Georgia after the expiry of the 

term of study visa is obliged to take a temporary residence permission. 

Foreign students may also get state education grants, which may be an additional stimulation for 

them to learn in Georgia. According to the sub paragraph C of the paragraph 4 of the Article 6 of the 

Law on Higher Education, the Government of Georgia determines the amount and terms of 

financing foreign citizens by the international treaty or reciprocity principle or special state 

program. 

 

3.4. Review of Local Higher Education Institutions 
 

In 2014-2015, the number of higher education institutions was 73, and in 2018-2019 their number 

has been decreased to 63. (The number of State Universities was 20 till 2018 and in 2019 this number 

has been decreased by one institution. Nowadays, 19 State Universities operate in the Market. 

As for private universities, 53 institutes had been operating since 2014 and in 2018-2019, according 

to current data 44 higher education institutions are functioning in the Georgian market.) 

 

Source: National Statistics Office of Georgia 
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3.6. Dynamics of foreign students in higher education institutions 

The analysis of demand is based on international researches and the experience of the university in 

the field of international markets. 

Based on the survey of the Organization for Economic Co-operation and Development (OECD), it is 

estimated that in 2015, 4,6 million students went to another country for the purpose of getting 

higher education, while in 2001 their number was 2,1 million. The growth of foreign students is 

particularly noticeable in English-speaking countries. Almost a quarter of all international students 

study in the US, which is twice as high as the number of UK international students. In total, the 

United States, Great Britain, Canada and Australia host a half of all international students. Canada, 

Australia and China are working on not only to attract foreign students but also to leave them after 

their studies to work in their countries. For this purpose, the countries have developed a specific 

policy, which implies a special visa regime. 

It is noteworthy that for the foreign students Georgia as a potential country for getting education is 

interesting because of following factors: 

• safety; 

• Low cost of learning compared to their native countries; 

• Quality of education of Georgia is recognized in their countries. 

In 2016, 9261 students were studying at higher educational institutions of Georgia and 50% of it at 

the Faculty of Medicine of different universities. 

According to specialties, 50% of all foreign students were educated in the fields of medicine, health 

care, pharmacy and dentistry. 

If you consider the dynamics of the number of foreign students in recent years, it is characterized 

with distinguished growing tendency. 
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Source: National Statistics Office of Georgia 

 

Also, see the appendix 1 (p26); appendix 2 (p27); appendix 3 (p27). 

 

3.7. Who are our competitors? 
At this stage, the Universities with 1000 - 2000 student contingent in Bachelor's and Master degree 

courses in Georgia, especially in Tbilisi, are competitors of the European University. In terms of 

foreign students, our competitors are higher educational institutions that carry out medical programs 

and have over 1000 foreign students. In the Georgian Market there are about sixteen educational 

institutions of this kind and among them is the European University, which is represented by a fairly 
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high market share. Those institutions whose program is affiliated with international medical funds 

or associations are considered to be our competitors in attracting foreign students. 

 

As the target of the European University in the Georgian Market are entrants with high academic 

scores, the universities, which are demanded by entrants with hich academic scores are considered 

to be competitors of the European University. 

By researching those Universities which are chosen by the students with the highest academic 

scores, the strengths of those universities are identified. These are: 

• High level of graduates’ employment; 

• The prestigious programs demanded by students; 

• Good reputation of the institution; 

• Professors of high qualifications;  

Professors, who have got education abroad; 

• Foreign Professors; 

• Offering learning methods based on practice; 

• Cooperation with employers; 

• Good infrastructure; 

• Interesting student life; 

• Sports halls. Gims; 

• Recreational zones; 

• Constant Introduction of modern methods and techniques; 

• Visits of worldwide famous scientists and delivering public lectures for students. 

4.  SWOT Analysis 

4.1. Strengths 

• The University's primary strengths - the goodwill of its managment team, strong motivation and 

intensive work to create the best conditions for teaching and learning. This opinion is shared by 

both -students and lecturers; 

• Students and lecturers positively assess the fact that their initiatives are listened, shared and 

realized. The important contribution of the Rector of the Unversity  has particularly been 

distinguished in this process; 
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• Innovative and high quality training programs, including accredited programs, two English 

language programs and master classes conducted by foreign professors, concentration of 

management team on permanent development, financial support of conferences and scientific 

journals and strong partner companies; 

• An affordable fee of studying, that enables a student to receive a high quality education at the 

acceptable price;  

• Intensive international certification courses for students. Courses include a week or ten-days long 

English language courses / trainings / seminars for students with examination component or without 

them, conducted by foreign professors. Courses are popular not only among students of European 

University but also, other university students; 

• Modern and well- arranged infrastructure, as one of the most important strengths of the university. 

The University is equipped with modern computer and simulation laboratories, lecture and 

conference halls equipped with all devices necessary for teaching and learning process; 

• The university has qualified academic personnel, which is an important factor in ensuring high 

quality of teaching; 

• Promote local proffesors to be involved  in international conferences. Frequency of international 

conferences organized at the university; 

• Establishment of the Supportive Center of Scientific -Research activities and Training Center for 

Innovative Methods, which aims to enhance scientific-research activities and professional 

qualifications of university staff; 

• Indexed journals in the field of Justice and business; 

• University's readiness to create an interesting student life; 

 To promote a variety of sports and cultural activities, completely for free, which gives each student 

the opportunity to take part in all kinds of activities they would like to; 

• Cooperation with foreign universities, including European and American universities. Exchange of 

staff and students within the framework of bilateral agreements, joint international projects, 

cooperation within Erasmus + program, carry out joint scientific and academic activities of European 

University students; 
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• International Visitor Program, comprising two main components: Foreign Professors Inviting for 

deliverying Short-Term (3-7 Days) and Long-Term (1-3 Months) Training Courses, where leading 

foreign researchers during a short- term visit (3-5 days) discuss about leading scientific topics with 

university professors. 

4.2. Weaknesses 

• Despite the high quality of existing exchange programs, their number is not enough. The students 

of the educational program do not have enough choice of programs and think that more intensive 

work should be carried out in this field; 

• Part of the contingent of the programs in the Georgian language is not strong enough; 

• The rate of choice on European university by entrants with high academic scores is quite low; 

• Low engagement of foreign academic and invited personnel in programs; 

• From the side of foreign students, lack of use of student services offered by the university; 

• Tainted reputation of the university, because of limitations on accepting students contigency; 

• Less awareness about strength of the university and lack of PR campaigns in the society. 

4.3. Opportunities  

• Increasing demand of foreign language entrants willing to get higher education in Georgia; 

• State policy towards development of Georgia as a regional hub of education; 

• Georgia as a Member country of the Bologna Process; 

• Successful partnership of Georgia within the project Erasmus + 

• Partnership of Georgia with Horizon 2020; 

• Readiness of European and American Universities for partnership. 
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4.4. Threats  

• The existing limitation of the acceptance of students; 

• Frequent change of legislation and education regulations; 

• A large number of competitors in the field of education; 

• Falling socio-economic situation in Georgia; 

• Creation of Visa Problems for Foreign Students. 
 

5. Mission, vision abd target marks of the European University 

5.1.Mission 

European University is a higher education institution based on European values and oriented on 

sustainable development. Its mission is: 

➢ Offering student-oriented, high quality education; 

➢ Preparation of competitive staff for local and international employment markets; 

➢ Promotion of scientific / research and creative activities; 

➢ Active participation and contribution in the formation of knowledge society and knowledge 

based economy in Georgia; 

➢ Supporting self-realization and creative activities of local and international students and academic 

staff by developing critical thinking, innovative and academic skills; 

➢ Ensuring academic freedom of students and academic staff; 

➢ Within the framework of social responsibility, care for the development of the society, providing 

lifelong education, tolerance, mutual respect and intercultural dialogue. 
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5.2. Vision 

In accordance with the strategy document of the University, by 2019-2025 the European University 

is an open academic area, which is developing a modern, well-equipped, comfortable and adapted 

educational, scientific and business infrastructure, maintain financial stability, attracts and 

effectively retain highly skilled human resources, promotes their professional development and self-

realization, as well as encourages academic and student mobility through active involvement in the 

process of internationalization. For which: 

➢ Within the framework of social responsibility European University promotes the lifelong 

learning of interested people, is involved in environmental and community development activities, 

continuously cares about the welfare of the University community and beyond it; 

➢ The University has a wide range of local and international accreditation educational programs 

and continuously develops them; 

➢ Both Georgian and foreign citizens, who have the skills necessary to get high quality education 

and enough motivation are studying at the University; 

➢ The University has and is successfully implementing an effective selection of student contingent: 

attracting students mainly through targeted projects and direct communication, university brand 

development and continuous work on reputation and long term cooperation with reliable partners at 

both local and international markets.   

➢ The University is distinguished with innovative / modern knowledge and teaching methods and 

quality control system; 

➢ Promotes implementing research and scientific activities, young researchers involvement and 

internationalization; 

➢ Enjoys with good reputation and reliable brand. 

5.3. Target marks 

➢ At least 10% of university students are successful; 

➢ The first choice is made on each vacant place of the European University, by 2 entrants both of Georgian 

and foreign nationality; 
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➢ 80% of the academic staff of the university has undergone training in innovative teaching methods;  

➢90% of the academic staff of the university is affiliated with the European university; 

➢ No less than 10 foreign, invited / academic personnel are involved in the study process; 

➢75% of university societies are satisfied with the activities of the University; 

➢ No less than 90% of the graduates of the University are employed, out of which no less than 70% in the 

field of their expertise; 

➢ No less than 20% of graduates continue to study at the next level; 

➢ The University conducts at least three joint educational programs and at least two educational programs 

with international accreditation; 

➢ Funding for the promotion of scientific-research activities conducted by the university has increased by at 

least 50%; The rate of involvement of students and foreign scientists in research and scientific activity has 

increased by at least 40%; 

➢ The University has at least three buildings and recreational zones adapted to persons with special needs, 

oriented towards the needs of students and personnel. 

6. Mechanisms for the implementation of the Marketing policy 
Effective and consistent mechanisms have been developed for achieving targeted marks. 

6.1. Attracting entrants with high scores at the national exams, as well as 

foreign students with high academic scores and skills.  

One of the strategic directions of the European University is to enhance the teaching and research 

quality and internationalization, also, the implementation of this strategy is not enough to achieve 

the mark defined by the European University (not less than 10% of the university students are 

successful; at least 90% of university graduates are employed, out of which not less than 70% - in the 

field of their expertise). To achieve this mark, it is important that a student enrolled in the university 

had certain knowledge and skills to overcome the quality of teaching offered by the university and 

the use of internationalization offers. For this purpose, it is important to set some barrier for 

entrants. The barrier should be determined in accordance with the content of the specific 

educational program so that the student can acquire the proposed subjects and reach the learning 

outcomes of the program. Besides, English language competence is directly related to the 

strengthening of the element of internationalization. Knowledge of this language at a certain level 

promotes students' involvement in exchange programs and various international projects. In 

addition, this is directly related to  the university policies that the number of foreign personnel in 
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programs should be increased, which is effective if the student has an adequate level of English 

language.  For this purpose, the following mechanisms were defined: 

Definition of minimum barriers, including concrete acceptable disciplines in accordance with educational 

programs, for entrants through the national examination; 

To ensure the transparency and fairness of the selection procedures of foreign applicants and setting of the 

criteria for the acception (including defininig of the level of English language); 

To organize flexible information and communication system (including electronic correspondence, skype, 

brochures, etc.) in connection with the program offered to the applicant, the selection procedure, evaluation 

criteria, and procedures for acception; 

Introduction of effective system of engagement in international exhibitions of education; 

Develop and introduce direct communication and promotion system with target audience; 

Development of adaptation system of foreign students in the university and Georgian society; 

Development of the university web-site as an efficient service providee system for Georgian and foreign 

students / university entrants; 

Development of an individual encouraging system, for the purpose of attracting students and entrants with 

the best academic scores and skills. 

6.2. Recruiment of international applicants  

Experience of recent years has shown that the number of foreign applicants attracted through 

agents, providers and agencies is much larger than through individual sources. Consequently, it is 

effective to determine the appropriate commission for each student on the basis of cooperation with 

agents and attract foreign entrants through this source. 

It is important the University actively monitored the activities of partner agents, since the 

reputation of the university is directly related to the honest act of agents / providers / agencies. 

That's why the university is selecting agents / providers / agencies. For this purpose recruitment plan 

has been created. 

The aim of recruitment of foreign students in the long term perspective is the development of the 

internationalization strategy, teaching and quality of service and popularization of the European 

University as a brand in the international educational field. 

The geographical area of those, interested in learning the English language program is vast, despite 

this fact the European University is conducting marketing activities in the direction of the following 

major countries: 

 India; 

 Turkey; 

 Kazakhstan; 
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 Egypt; 

 Qatar; 

 Dubai. 

The recruitment mechanisms are: 

 Determination of the entrants' contingent; 

 Determination of target countries; 

 Diversification of instruments of popularization of European University and attracting foreign 

students in accordance with the countries and programs; 

 Preparation / updating information print package; 

 Set a transparent and effective communication system with organizations, providers and agencies in 

the field of entrants; 

 Setting the system of monitoring and reacting to the partnership process with organizations, 

providers and agencies in the field of entrants; 

 Development of the selective system in the countries of foreign entrants by the representatives of 

the University; 

 Establishment of a flexible application system for the citizens of those countries where the 

university does not cooperate with partner organizations 

6.3. Attracting local and foreign, highly qualified academic and invited 

personnel 

The efficiency of achieving the above-mentioned target indicators is significantly determined by the 

quality of academic and invited staff who implements the university educational programs. The 

factor is directly connected to achieving the following target of the University:  

80% of the academic staff of the University has undergone training in innovative teaching methods;  

90% of academic staff of the University is affiliated with the European University; At least 10 

foreign, invited / academic personnel are involved in the study process. 

For this purpose, implementation of the following mechanisms has been planned: 

 Establishment of a proper system of payment, encouragement and motivation for academic and 

invited personnel of the university; 

 Introduction of effective mechanisms for scientific - research activities, also promoting professional 

growth of academic and invited personnel; 

Offering attractive financing conditions for scientific - research as well as professional growth to the 

affiliated personnel of the University; 

Attracting local and foreign professors through effective individual communication; 
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Development of the mechanisms of invitation and hosting  foreign professors and specialists 

recognized in the field, regulating planning  of the activities that shall be carried out before and after 

their arrival at the university, determining of persons responsible for them, ect; 

Supporting and financing the involvement of local professors in international conferences and 

research activities in order to enhance the private international contacts of local staff and to attract 

foreign professors; 

Implementing Student and Academic Personnel Exchange  and Joint Programs together with 

Foreign Institutions; 

Promote active involvement of academic and invited personnel in Erasmus + Program; 

Organizing International conferences, workshops, seminars, etc. and involvement of invited guests 

in the extra curriculum  activities of the university. 

6.4. Raising reputation of the University  

In order to make the above mentioned mechanisms active, it is necessary to raise the reputation of 

the university, in particular, informing the relevant segments about the quality of education, 

internationalization and many other benefits implemented by the European University. As a result 

of increasing university awareness in this direction, the number of entrants with higher academic 

scores and skills, who will make a choice on the European University will be gradually increased. In 

addition to the above mentioned marks, raising the reputation of the University is directly 

contributing to the achievement of the following points by the European University: The first choice 

is made on the European University, by 2 entrants both Georgian and of foreign nationality; 75% of 

university societies and external actors are satisfied with University activities. 

For this purpose, the following mechanisms have been defined: 

 Participation in the local and international educational exhibitions to represent the university 

brand; 

Effective use of digital marketing tools; 

 Represent the achievements of successful students and staff; 

Development and distribution of branded electronic brochures and advertising material; 

Effective communication with the university graduates for the purpose of recommending the 

University, providing their career support through effective cooperation with relevant services, 

including relevant master classes and potential employers; 

 Work on enhancement of university brand with local and foreign personnel to give 

recommendations to professors of other universities; 
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Planning and arranging events within the social responsibility. 

 

 

 

Appendix N 1 
Number of foreign students in European University according to years 

Year The number of accepted students 

2015 27 

2016 56 

2017 481 

2018 402 

 

 

Appendix N 2 
Dividing of international students by countries 

 

Appendix N 3 

Dynamics of the number of foreign students in Georgia 
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სასწავლო წელი 2015-2016 2016-2017 2017-2018 2018-2019 

რაოდენობა 6643 8012 10063 12234 

 

Number of foreign students in Georgia according to educational programs 

Program Bachelor Master Professional 

Quanitity 2681 9550 3 

 

Number of foreign students in Georgia according to specialties 

Speciality Health care 

and Social 

security 

Humanitarian 

sciences 

Social 

sciences, 

Business, 

Law 

Science Engineering 

Quantity 9716 160 1776 286 196 

 

Number of foreign students in Georgia according to the countries 

Country India Azerbaij

an 

Egypt Iraq Israel Turkey The 

USA 

other 

Quantity 5830 2124 329 759 330 229 45 2588 

 

Number of foreign students in Georgia according to the type of university 

University State Private 

Quantity 7998 4236 

 

Source: Forbes Georgia http://forbes.ge/news/5812/saqarTveloSi-umaRlesi-ganaTlebis-

misaRebad-Camodian 
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