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Abstract:

State-funded universities in Uzbekistan dominate higher education, yet rising
competition from private and foreign institutions challenges their position. Staying
competitive requires not only improving education quality but also strategic
marketing to enhance student attraction and retention. Recent trends include rapid
institutional growth, an increasing share of tuition-paying students, and a surge in
international enrollment. Public universities face disengaged students, heavy
teaching loads, and limited marketing, while private and foreign institutions actively
promote programs, offer preparatory courses, and provide international exposure.
Marketing is increasingly crucial to communicate educational quality, campus
facilities, career opportunities, and alumni achievements. By building a strong
institutional brand and integrating marketing with educational improvements and
international collaboration, state-funded universities can secure student loyalty,
strengthen reputation, and maintain competitiveness in a rapidly evolving higher
education landscape.
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State-funded universities continue to dominate higher education in Uzbekistan, yet
the gradual rise of private institutions is reshaping the sector. This shift is driven by
domestic demand and globalization, as foreign universities increasingly enter
developing markets such as the Commonwealth of Independent States (CIS), where
demographic growth is substantial and education is highly valued. In Uzbekistan,
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the diploma remains a key avenue for social mobility, intensifying competition
across the system.

Private and foreign universities raise expectations for quality, while public
institutions face challenges in responding. Students often appear disengaged, and
lecturers carry heavy teaching loads across multiple disciplines for salaries lower
than those in private institutions. Meanwhile, private universities aggressively
market their programs, lower entry barriers, and offer preparatory courses for
students who fail to enter public universities, increasing their visibility and revenues.
In contrast, state-funded universities largely rely on government quotas, lower
tuition fees, and historical reputation, often underestimating the strategic role of
marketing.

This thesis examines the challenges faced by state-funded universities in Uzbekistan
and explores how strategic marketing can improve student attraction and retention,
supporting institutional competitiveness and long-term sustainability.

Over the past decade, Uzbekistan’s higher education sector has expanded rapidly.
The number of higher education institutions (HEIs) increased from 69 in 2015/2016
to 222 in 2024/2025 (Talim Telekanali, 2025; UzDaily, 2025). Student enrollment
is increasingly contract-based, with approximately 1,377,384 students paying tuition
versus 173,788 on state grants (One.uz, 2025). State universities enroll around
995,551 students, while private HEIs account for 515,634 (One.uz, 2025).
International student enrollment has surged nearly 18-fold since 2015/16, totaling
roughly 12,500 in 2024/2025, mainly from India, Turkmenistan, Pakistan, Russia,
and Kazakhstan (Kun.uz, 2025; Kursiv, 2025).

These trends highlight that while state universities still attract strong student traffic,
relying solely on reputation and government support may no longer suffice. Signs
that public universities might face funding pressures include the growing share of
tuition-dependent students, fiscal constraints, and global trends toward greater
financial autonomy. Foreign private universities attract students with dual diplomas,
international faculty, and global exposure, increasing competition for ambitious
students.

Globally, many countries are shifting toward partially or fully self-financed higher
education, and Uzbekistan may follow a similar path. State-funded universities
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currently rely heavily on government budgets, yet tuition-paying students already
form the majority. The rise of private and foreign institutions shows students are
willing to pay for added benefits such as preparatory courses and international
exposure. Demographic growth and limited state budgets further suggest a gradual
move toward partial self-financing, particularly for non-priority programs. Although
the government is likely to continue funding universities, especially to meet the
presidential decree requiring at least ten Uzbek universities in the top 1,000 global
rankings by 2030—institutions may be expected to generate additional revenue
through tuition, partnerships, or research.

In this context, strategic marketing becomes critical. Marketing is not merely
promotion; it is a tool to attract and retain students, enhance engagement, highlight
teaching quality and campus facilities, showcase career opportunities, and
strengthen institutional branding. By integrating marketing with educational
improvements and international collaborations, state universities can secure student
loyalty, improve institutional reputation, and maintain competitiveness, even as
financial autonomy pressures increase.

Investing in a strong institutional brand while student traffic remains steady is
essential. A clear brand communicates the university’s strengths—high teaching
quality, supportive learning environment, career outcomes, and successful alumni—
to prospective students and their families. Without targeted communication, even
the best facilities and programs may go unnoticed, limiting enrollment and
weakening competitive position. Just as a destination with exceptional attractions
must be promoted to attract visitors, universities must actively showcase their
advantages. Strategic marketing ensures that state-funded universities remain
relevant, competitive, and prepared for a future where government support may be
less predictable.
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