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1 INTRODUCTION

The concept of strategic partnership is currentty tee stage of active
development, which in many respects is connectéd tve following trends and
conditions.

First, the development of the theory of sustainat#eelopment and corporate
social responsibility orientates the organizationnteet the requirements and
expectations of different groups of stakeholdetssi@mers, suppliers, staff and
owners of the organization, the community, govemimand even future
generations). The key stakeholders of the organizatvolve its partners.

Second, the theory of sustainable development &scaa understanding and the
constant monitoring of the impact that it's perfamse has on the parties
concerned, reducing the adverse effect and incrgdlse value created for them.

Third, an important source for the developmenthef toncept of partnership is a
relationship marketing, which replaced the trarisaal marketing. It is based on
the desire to establish long-term relationshipstie organization with key
customers and gain their loyalty through relatigpshmanagement. The aim of
the relationship is to build partnership, charazest by the fact that the
management of customer relations (CRM — Customé&tiBeship Management)
shifts to the management of relationships with e (PRM — Partner
Relationship Management). Supplier Relationship &g@ment also seeks to
establish and develop partnerships with this grotigtakeholders. Kotler and
Armstrong (2003) take a broad approach to the dieim of relationship
marketing, meaning by it, "the practice of buildiegg-term mutually beneficial
interactions with key market partners of the conypécustomers, suppliers,
distributors, etc.) in order to establish long-terpnivileged relationship.
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Relationship marketing is aimed at establishing@&tceconomic, technical and
social ties with partners. "

Finally, the development of strategic partnersisp®lated to the concept of total
quality management and evolution of organizatiopatellence models. In
particular, the most famous and widely recognizedhie world is the EFQM
Excellence Model that is considering a partnerstipone of the key resources
and attribute it to the category of enablers; régaas the potential that helps to
create value for the key stakeholders through tteegsses implementation.
Partnership in this case is subject to evaluatimh improvement. Considerable
attention to aspects of the partnership developnasat partners relationship
management is given in the model of the Russiane@mrent Prize in the field
of quality (version 2013) and various industry misdeased on it, in particular —
the model of National Quality Award in the field ldfgher Education (2012).

In modern conditions, the specific features of timéversities, the nature of its
development aims to create partnerships. Thisadittded by strengthening the
research component in the activities of universitead the establishment of
national research universities (NRU) in Russia.yTbpen a new stage in the
development of partnerships with the communityfestéhe real sector of the
economy. The legal framework for the partnershipimersities and innovative
sector of the economy is being formed. Alliancesttué universities in the
implementation of joint educational programs anddaenic and student mobility
become more widespread.

At the same time, we must recognize that to dategrated cross-functional
concept of partnership has not yet formed and pestip is not identified as an
object of management, a source of competitive adg@nand profit centre. This
leads to the growth and complexity of the partnetwork of the university,
higher costs for its maintenance, reducing the chpéthe partnership, the loss
of the image of the university as an attractiverpar etc. In fact, many research
institutions today do not use the partnership apr@ductive resource and
underestimate its strategic role in the developnoérihe university. It should
also be noted that among the effectiveness indimesational research
universities there are no indicators to evaluagedfiectiveness of partnerships,
although partnership development enjoys the seriouestments.

2 METHODOLOGY

2.1 The partnership theory evolution

Modern technology and the problems to be solvedpine so complex that
many organizations can no longer rely solely onrtben strengths. There is a
need to build and maintain relationships betweegyamizations to use available
human, scientific, financial and other resourcasnltilateral solutions of the
problems on the intersection of disciplines, theangl practice, knowledge and
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experience. An example of the implementation ofhsacrelationship is the
interaction between the universities and businetses.

The most developed theory of the interaction betwkhe organizations at the
moment is the stakeholder theory (Stakeholder Rhedrespite the fact that the
theory itself has been offered in the 1960-ies then «stakeholder» was
introduced in the theory by Freeman in the mid E980is implies «any group or
individual who can affect or who can be affected the organization

performance» (Freeman, 2010). It should be notatftr the first time the term
«stakeholder» appeared in an internal memo at @thriResearch Institute in
1963 and was treated as a «group, without whosgosufhe organization would
cease to exist» (Walker and Marr, 2011).

From the point of view of D Anselmi, stakeholders apeople or groups who
voluntarily or involuntarily were exposed to riskssing out of the actions of the
firm» (D Anselmi, 2011). This definition considettse stakeholders in a broad
sense and focuses on the risks faced by the staleehtosing sight of the time
when stakeholder benefits from the company. Thisidien was corrected by
Donaldson and Preston (1995): «Stakeholders angifiéel through the actual or
potential harm and the benefits they are expengnor expect to experience as a
result of actions or omissions of the company».

Preston later supplemented this definition with filowing statement: «people
and groups that benefit only when the organizatisra whole suffers losses are
not stakeholders, although they may be interest@s actions».

A great contribution to the development of the @piof stakeholders was made
by such scholars as Mintzberg, Freeman, Mendelet, &d March, Nyubould
and Luffman. Many of them regarded the conceptemms of division the
stakeholders into groups whose interests converge.

The further development of stakeholders theory &¢dag found in concepts of
social responsibility and sustainable developmbat help not only to identify
but also to manage the stakeholders as an intdrpatées and key resources of
the organization, show the importance of building $ystem of relationship with
stakeholders, treat organization as an integralamtidte part of its business and
social environment. This approach is reflected niterinational and national
standards covering the issues of sustainable dawelot.

The international standard SA 8000 — «Social Resipdity» defines a
stakeholder as an individual person or group ofqes involved in or exposed to
the impact of the social activities of the compé&Bs 8000, 2001). This standard
identifies three stakeholder groups: employeesswmers and investors. The
first group was given a greater share of attentiche standard.

The close attention was paid to the issue of dajirthe stakeholders in the
standard AA 1000 SES - standard for interactiorn witatkeholders which was
published by the Institute of Social and Ethicakéantability (AccountAbility).

According to this document, the stakeholder is @ugrthat can influence the
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activities of the organization or, in contrastaisle to experience the impact of
the organization's activities, products or its 8my, and related activities. The
standard identifies three stages of interactioh it stakeholders:

1) interaction with a view to alleviate the probldhat occurs as a result of
pressure and has a local effect;

2) systematic engagement to risk management arerbenderstanding of
stakeholders;

3) a comprehensive strategic cooperation with avvie@ ensuring sustainable
competitiveness.

Each stage reflects the specific objectives of edtalder groups (AA 1000,
2003).

The standard clearly shows that to fight the riglegse its negative effects thus
building on the sustainable competitiveness theamimption should set the
strategic cooperation with its stakeholders. It nsethat partnership becomes the
strategic form of interaction with the key staketesk.

As it was shown by Salimova, Guskova and Palkin@182 a specific
interpretation of stakeholders concept has beerldped in the framework of
Total Quality Management theory and practice. ltbeames and develops the
concepts of three key stakeholders — customerslogegs and suppliers through
the set of interrelated principles. Principle “Cuwmer focus” means that
organizations depend on their customers and thersfwould understand current
and future customer needs, should meet customeiireetents and strive to
exceed customer expectations. Principle “Involvemeinpeople” shows that
people at all levels are the essence of an orgamnizand their full involvement
enables their abilities to be used for the orgdiums benefit. Principle
“Mutually beneficial supplier relationships” an agzation and its suppliers are
interdependent and a mutually beneficial relatigneimhances the ability of both
to create value. Applying the principles of mutyalbeneficial supplier
relationships typically leads to:

» establishing relationships that balance short-tgams with long-term
considerations;

» pooling of expertise and resources with partners;

» identifying and selecting key suppliers;

» clear and open communication;

» sharing information and future plans;

» establishing joint development and improvemenivass;

* inspiring, encouraging and recognizing improvemeand achievements
by suppliers.

ISSN 1335-1745 (print) / ISSN 1338-984X (online)



QUALITY INNOVATION PROSPERITYKVALITA INOVACIA PROSPERITAXVIII/1I —2014111

Understanding that if the employees and businegagya are properly involved
in the activities of the organization, they willagl a significant role in the
improvement, emerged in the early years of the isodé TQM. It was
incorporated into the model of the American NatloQaality Award named
after Malcolm Baldrige in 1987.

These principles evolved in the framework of orgation excellence concept.
Organizational excellence as defined by Salimo@d 82 is a condition to which

the organization is constantly striving in the cmupf its daily activities, which

implies finding a balance between the implementatibinternal organizational

capacity and the anticipation of the needs and &apens of customers,

partners, owners, staff and community, based onqgtiadity of the processes,
systems management and operations organizatiowaésla. In this case, under
the institutional capacity are understood the aszetl capabilities (both tangible
and intangible), which owns and actively uses ttganization. One of the key
components of organizational capability is parthgrs

Dahlgaard-Park and Dahlgaard in 1999 suggested @elnuf organizational
excellence called the 4P Model in which partnersiipension is recognized and
emphasized as primary enabler along with Peoptee®ses and Leadership.

In the model of the European Quality Award (EQA)swaade the next step. It
clearly shows the difference and interrelationsveen the stakeholders and the
partnership. In assessing the performance of tlganmation, along with
consumer satisfaction and financial and economidicators employee
satisfaction and social responsibility are evaldafhus the model includes the
criteria to assess the results that should be tgsedntrol the process of creating
value for the key stakeholders — consumers, empkwgad society. By creating
value for the key stakeholders, organization wglt ghe authority and will
contribute to the development of the economy. Grteekey enablers necessary
for creating value for the stakeholders is partmershat is assessed along with
the resources. It means that partnership becaménpertant resource of the
organization that has to be managed properly toiemehresults for the
stakeholders.

The same approach lays in the concept of Russiarer@ment Quality Award.
The forth criterion is named Partnership and resesiand includes the following
areas of assessment:

Organizations should identify partners as well &stasgic capability of the
partnership related to mission and strategy obtiganization.

Organization should establish long-term relatiopshwith partners based on
mutual trust, respect and openness.

Organization create a greater value for the stddeh® on the basis of
partnership development.
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Organization provide additional benefits for theaksholders through
cooperation, competence, interaction and robustgschain.

Organization work together with the partners aimingchieve mutual benefits,
supporting each other and pooling knowledge anouress.

It should be stated that the stakeholders theaoistagable development and the
quality management concept orients organizationdémtify its stakeholders,
understand their needs and manage the relevatiorehips. It is regarded as
the necessary condition to maintain continuous awpment and to achieve
sustainable development. The most of the approadhewt include partners in
the classification of the key stakeholders thougtré are some exclusions. For
example Nyubould and Luffman (1989) divided theksteolders into four main
categories: interest groups that finance companych(sas shareholders);
employees working in the company; managers who rsiggethem; economic
partners (this category includes both buyers amiplgrs, and other entities).
This classification of stakeholders demonstrates fct that the partners are
relate to stakeholder as part of the whole.

But it would be merely a simplification to acceptthis way. We made an
attempt systemize and make comparative analygmahership definitions and
it led to identification of has three distinctiveproaches.

The first approach involves the definition of parship as a union of
organizations with the preservation of the econoamnd legal independence:
Partnership is a technology of coordination of aigations not affiliated with

each other in terms of administrative or markedtrehs. In practice, this form of
cooperation is not enshrined in the founding doauisyeand supported by fact. A
document confirming such a relationship is usuaflyagreement (or protocol) of
partnership. Another example of a similar intergtien of the definition was

given by Wallace: "The union of two (or more) indedent organizations,
created with the sole purpose — to solve a spegaifiblem, which is unattainable
for each company separately” (Wallace, 2005).

In the second approach the definitions focus onsthetegic goals and interests
of the partners: "partnership of the organizatiotihvthe other — larger and more
powerful to achieve common economic and strategatsy"

The third approach is associated with the poolihgesources and access to the
resources of a partner to create a competitiverddga, "the common name of
the forms of cooperation and coordination of resesrof companies with a view
to obtain mutual benefits (synergies). The stratpgirtnership is the cooperation
of companies management specified by cross shaliays| the coincidence of
strategic interest for the development and diviesdiion of production, the
expansion of markets, expansion into new marketslee like. "

Thus the partnership could be regarded as a fodrtlan certain maturity stage
of relationships with the stakeholders which isdoasn the shared goals and
pooling the resources.
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The strategic partnership focuses on the long-telationships and is based on
the accumulation of resources for the future degwelent, to be regarded as
strategic the partnership as a form of relatiorshifth the stakeholders should
meet the following criteria:

Priority. The cooperation is developed in the kesaa of activity that lead to the
strategic goals achievement.

Complexity. The cooperation is implemented in salvemreas of activity.
Partnership is focused on expansion of cooperation.

Longevity. Cooperation is based on long-term styiat@artnership agreements
with the application of private contracts.

Institutional level. The strategic partnership cbude established with the
company not the person. It should be based on legsils, mechanisms and
forms of cooperation

The exchange of assets. Formation of a common gotngible or intangible
assets, managed and used together to performpmjects to achieve common
goals.

Efficiency. Getting results from a partnership thatuld have been impossible to
obtain without it; the excess of income obtainednir partnership over
expenditure to develop and support it.

Manageability. The presence of general controligpation in the management
of the partner organization. Focus on the long-teaminership development.

Stability. Collaboration on a systematic and pretite basis.

Risk diversification. The partnership can signifitg mitigate risks and improve
the capabilities of the organization.

2.2 Features of formation of University's strategic patnership

According to experts of Management School “SkolKouo the next decade
organizational model of the higher education instins will be significantly

forced to change under the pressure of externalumistances and factors.
Primarily changes are related to the technologpatadigm shift and the
development of new opportunities by global leadettie educational market.

Key trends affecting the change in the situationtive higher education
institutions, are:

- globalizing education and increasing competitiorthia sector of higher
education and research;

- increasing teachers and students mobility, the Idpugent of
international cooperation of universities;
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— increasing the import and export of educational msearch products;

- meeting with needs of economy and society, the Idpuweent of
mechanisms of interaction with employers, compléanaf research
content with market needs;

— creating the business climate in the universities;

— encouraging universities to networking and suppgrtpartnerships by
European and international grant organizations.

These trends touch all elements of national sysiesiucation and the higher
education institutions. One of the directions dfivaty of the higher education
institution in the context of adaptation to new ieonmmental conditions and
sustainable development is the formation and deweémt of the strategic
partnership.

Under modern conditions for the development of arsity relations with
stakeholders it is important to develop a prografstrategic partnership
development. As part of this program are the agesgsn containing the
following characteristics:

- long-term program (plan) of training specialists the company, taking
into account the prospects of industry and enteepri

— targeted component of training students, realipautly by the university
and the enterprise for the development of new prtsdand technologies;

— creating a base for real practices of studentgyeaduate students;

- developing the joint R&D projects, attracting umsigy's scientists into
modernization and creation of new products and nelcyies, their
implementation and commercialization;

— creating new teaching and research laboratories rangsing existing
ones;

— target training of highly qualified personnel foetcompany;

— organizational, logistical and financial supportbong to the scientific
work of students and graduate students;

— developing collective expert analytical and adwsoodies that coordinate
the interaction of the university and the entergris

— creating joint scientific and educational structui@ innovative profile,
including basic chairs with new organizational dadctional economic
model. The system of strategic partners providesdbdack between
university and its consumers that is essentiaktHerfurther development
of professional education in the interests of tlaiomal economy. The
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main impetus for forming a partnership is a muingrest in improving
the training quality.

In Figure 1 the key stakeholders of the Higher BEtioa Institution are presented
(Salimova et al., 2012).

International
companies

Service
organizations

Industrial
enterprises

Non- Leading
governmental scientists
THE HIGHER

EDUCATION
Public INSTITUTION Local

authorities authorities

Public
corporations

Figure 1 — Key Stakeholders of the Higher Educaligtitution

On the based on the relations between universityisnstakeholders we have
drawn a partnership chart (see Table 1). The paftigechart shows the current
point (X) and target point (O).

Table 1 — Partnership Commitment Chart of Key Stalders of University

Key Stakeholders Block No Let It Help It Make It
It Commitment Happen| Happen Happen

1. Industrial enterprises X » O

2. Service organizations X > O

3. International companies X » O

4. Non-governmental X — O

organizations

5. Public authorities X » O

6. Public corporations X——> O

7. Local authorities X » O

8. Consumers ——— O

9. Alumni X » O

10. Leading scientists X— O

Adapted from Beckard, R. and Hatrris, R. (1987).
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The participation of companies - strategic partnarthe management of the
development and improvement of professional trairim the higher education
institutions is carried out via involvement of itheepresentatives to work in a
collegial advisory bodies and expert managememhdgean major scientific and
educational areas of the university.

In the role of the partners may be:

— regulators who are also customers and service usbose primary
function - formulation of a list of competencies gfaduates of various
disciplines, working on the basis of their eduaatioand professional
standards and the monitoring of their implementgtio

— self-regulatory organizations that also have impattthe development
and application of standards, regulation of supplgt demand in the labor
market;

— other organizations and structures that consumarthversity's services of
the on regular commercial basis, they are involted university's
development (including through the work of trusteesl other boards)
and as customers are implemented jointly with thiversity long-term
target programs, projects and researches.

The Strategic Partnership operates on the basiagodements on strategic
partnership in the field of educational and profesal activities, for the purpose

of various innovative and educational targets abthining synergies effects

thanks to interaction. The motivation of the partie related to expansion of

presence in the market, diversification of servemgge, costs reduction, search of
new ideas, customers, etc.

Evidence that functioning the strategic partnerskipan important factor for
enhancing the competitiveness and investment atteaess of the university,
are the following circumstances:

1) The onset of the "demographic hole" caused clossntain to corporate
university programs of additional education (ine@raf interaction with the
business), and post-graduate educational progriines: actualization in the
universities, in our view, today is accompanied by:

— conclusion of long-term co-operation agreementsivarsity - the
organization);

— implementation of corporate short-term educatigoralgrams (the most
popular forms of innovative educational technolsgie training and
workshops);

- network development training centres and other $oraf additional
vocational training institutions outside the unsigr structure, which are
prerequisite for the establishment of universiiieghe training of their
own firms and inclusion in the state coaches amguaitants;
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- attempts to establish in universities of businesssalting, which in turn
leads to either join the competition in new marketsdevelopment of
competition in auditing and consulting companies.

2) The interaction of educational institutions of di#nt levels in the
framework of the strategic partnership involves, the one hand, the
development of competition, on the other - motigatee use of innovative
technologies and the creation of new educationatlyxets. In this context,
the interaction of a number of universities it mportant the idea of a
resource centre (intercollegiate or on the basia pérticular institution) in
the field of education with the use of innovatieehnologies, the operation
of which helps reduce costs for the formation oé tbontent of the
educational program. Of course, with their soluticequire a number of
challenges, especially in the management of irdkeild property, but the
benefits of this partnership for higher educatios@vious.

3) The system of continuing professional educatioruireg broad cooperation
of educational institutions that implement variofems and levels of
education. These are schools and colleges, coleggsiniversities, schools
and universities, etc. The most common model ofpecation is the
educational model "school — the higher educatiatitution”. On this basis
of schools and universities implement a varietyediicational programs,
from training to university to study in depth a rhen of specialized
disciplines in the school, followed by training umiversity according to
individual plan.

The concept of "strategic partnership” implies @rgg emphasis on the long-
term nature of the relationship, the future develept of the organization on the
basis of storage and accumulation of the existotgrial.

The implementation of innovative educational progsaof higher education
institutions is not possible without the strategiartnership with employers,
aimed at long-term cooperation. The aim of thermadhip is to provide high
quality training of graduates in the comprehensiméversity cooperation with
interested companies and organizations - stratpgitners by combining the
intellectual capacity, material, financial and cangte resources.

2.3 Study of Russian national research universities exgsience in
building strategic partnership

We carried out a comprehensive study to assessetredopment of partnerships
in 29 national research universities in Russia thiocluded analysis of
contemporary forms and models of their interactiaith the business
community, government and other universities (b&thssian and foreign),
identification of the main barriers to the develamh of mutually beneficial
partnerships and possible ways to overcome them.
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The information base for our study was the Develepiprograms of national
research universities and reports on their impleéatem posted on the official
websites of universities. The method of research aveontent analysis.

Analysis showed that the university’s developmerdgpams are based on a
strategy of dynamic growth that aims to change ggaad organization structure
of the university. National research universitiesus on cooperation with other
universities, research centres and business orgams for the sake of
implementation of joint projects. The universityrfeemance are increasingly
evaluated in terms of a contribution to sustainaddyelopment and social
responsibility. The degree of recognition on thet ph the society is also very
important.

Results of the study show that more than half (L39) of the universities cite

the partners as a key resources when describing attieeved level of

development, scientific, technological, organizagéilband economic background.
Type of the partners mentioned by the national anese universities include:

industrial enterprises (17), research institutiqdg), foreign partners (14),
enterprises of innovation sector (12), institutiasfsthe Russian Academy of
Sciences (10), universities (12), public corporaio(12); small innovative

enterprises (6), public authorities (6), techndkpaf3), local government (4),
hospitals (2). Only 1 university mentioned studexsa key partners.

Thus, it can be noted that the key partners of amities include their most
important customers — industrial companies of diffé types — large and small,
public and private. These companies not only ach @nsumer of innovation
and research products of the universities but alsploys their graduates. Of
course, this is due to the orientation of the mati@esearch universities on active
commercialization of innovations, the search fodiadnal sources of financing
its activities, improvement the quality of educatithrough interaction with
employers.

Content analysis revealed that there are only foajor forms of university
partnerships focused in the fields of educationraseéarch (Table 2):

In the programs also could be found some otherstygepartnerships including
obtaining finance from the regional government, pheparation of joint grant
applications.

More than half of national research universitieg tise concept of "strategic
partner" in their development programs. Despiteft#toe that the universities do
not give any explanation of this term the resuft®ur content analysis allowed
us to reveal the criteria universities use to define strategic partners: 1. are
related to the priority areas of university devehemt, share goals with the
university and focus on joint work towards achieyithem; 2. offer university

substantial financial support being a major custoaigesearch and innovation
products or sponsor; 3. participate in the managémwiethe university and exert
influence on the its goals and strategy; 4. oftemolve some degree of
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integration with the university; 5. strategic pants establish long-term
relationship with the university.

Table 2 — The main forms of the partnerships maetioin the development
programs of national research universities

Partnership form Partners Number of national
research universities
Joint research projects Industry, service 10

organizations, universities,
public companies

Establishment of joint | Industry, universities, public | 5

laboratories corporations, research centres
Joint academic programs universities 3
Academic exchange universities 2
programs

Thus, the recognition of the strategic role of #ey partners of a national
research university in the implementation of itfegtives — on the one hand, and
the lack of understanding of the degree of develmnof a mutually beneficial
relationship with them — on the other hand, madeettessary to set goals and
define actions for the development of partnershiphie development programs
of national research universities. At the same tiomy one third of the
universities defined the prospective forms of tlaetqerships to be developed.
The structure of partnership environment and foompartnerships identified in
the Development Programs remain traditional androdyre the current
situation. National Research Universities plan twus on development of
partnership with the business enterprises of differ types through
implementation of joint research projects, estaintient of start-ups and small
innovation enterprises, creation of joint laboreer The new forms of
collaboration with such partners lay in the fiefdeducation through cooperative
development of new academic programs of undergtadgmaduate and post-
graduate level, involvement of business expertsdincation process by inviting
them as lectures and members of Examination Boards.

The second important type of prospective partnerstifie national research
universities are Russian and international Univiessiand research centres. The
forms of the partnerships that are to be develapeldde development of joint
academic programs both double degree and acadeabdityy implementation
of joint research projects, academic staff exchaogganization of international
conferences and other events.

It means that the national research universitiesatofully use the potential of
the partnership and even do not identify it asyarksource and the management
subject.

Thus, analysis of national research universitiesngaships allowed confirming
that the university can develop on sustainablesbasly as an open system,

ISSN 1335-1745 (print) / ISSN 1338-984X (online)



12CQUALITY INNOVATION PROSPERITYKVALITA INOVACIA PROSPERITAXVIII/A —2014

which, in fact, is a social network or a social laggeration. National research
university strategic partners include, as a ruie, énterprises of the industrial
sector of the economy and the public corporatioesearch institutes and other
higher education institutions. Content analysieeded that strategic partners, 1.
are related to the priority areas of university @lepment, share goals with the
university and focus on joint work towards achieyithem; 2. offer university
substantial financial support being a major custoaiaesearch and innovation
products or sponsor; 3. participate in the managémwiethe university and exert
influence on the its goals and strategy; 4. oftamolve some degree of
integration with the university; 5. strategic pants establish long-term
relationship with the university.

It should be noted that many national researcheusities concede the existence
of serious support from the regional government dbithe same time they do not
recognize this public bodies as a strategic partiheneans that partnership is
viewed as kind of a joint project that should preelthe results.

3 CONCLUSION

Partnerships play a special role for the univerasigyan open, diversified and
decentralized social system. However, the sigmfieaof partnership is not yet
fully understood by scientists and practitionerdigiher education management.
For university all stakeholders, including direcimpetitors, play the role of
partners with whom to share knowledge, experienoéormation, other
intangible and tangible assets. Moreover, at ptesenthe field of quality
management in education could be observed the fhift understanding the
student as a consumer to treating him/her studeatteue partner, who together
with the teachers using the resources of the usityedevelops his/her own
competencies. This approach is fully in line witre tmodern concept of the
"value in use" proposed by Vargo and Lash (2008)s Toncept is based on the
fact that the service value perceived by each austondividually and is formed
in the process of using the service. It means that customer should be
recognized as a co-producer of value and its malgg. In addition, the specific
feature of the university partnership that the merg could be not only the
organizations but also individuals only legal, @$o individuals - students,
parents, researchers. It demands the socializatohhumanization of partner
relationship management.

One of the major tasks of higher education is tonfa network of partners who
are interested in mutually beneficial cooperation the training of highly

qualified personnel, strengthening of material d@edhnical support of the
educational process. Solutions to this problennlithe development of strategic
cooperation of universities with industrial compi The purpose of the
strategic partnership is the development of stediltionships with stakeholders
to make them strategic partners on the basis of-term comprehensive
cooperation programs in the fields of educatiosgaech and innovation.
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Analysis of development programs of Russian natioeaearch universities
shows that at present the degree of success ahiliersity is largely determined
by the availability as well as the efficiency of itetwork of partners.

The strategic partnership is a key condition fdeafve implementation of the
strategy of sustainable development of the unitsersihich is provided by the
system, balanced, continuous improvement of mutub®neficial forms of

cooperation with various partner groups with a ®a@n the mission of the
university. As an open social system universityhexges knowledge on the
different types of resources received from the memnent. Allocating and

effective use of resources from the partners allthesuniversity to shift to new
levels of development.

In the development programs national research usities set the aim of
promotion of international partnership, as well thge institutionalization of
relations with the innovative sector of the econoyrecent years significantly
increased the proportion of Russian and internatigmants eligible only for
university consortium. Examples are the Tempus mamog and the 7th
Framework program, a joint grants for internatiopaftners offered by Russian
Humanities Fund and Russian Fund of Fundamentatd®els, grants of the
British Council, MATRA, the Russian Government gsan

However, the analysis showed that the Russian madti@search universities do

not identify partners as subjects of managemeitérier of choosing the strategic

partners are not defined, there are lack of metardassessing the capacity and
effectiveness of the partnership. This reducesetfieiency and effectiveness of

strategic partnerships.
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