
Македонско меѓународно научно списание „МАРКЕТИНГ“ Бр.14 
Macedonian international journal of “MARKETING” No. 14 

 

Осма Меѓународна научна конференција - ГЛОБАЛНИ ТРЕНДОВИ -2021 
Eight International scientific conference - GLOBAL WORLD  TRENDS -2021 

6 
 

УДК 37.018.43:004]-057.87:303.62(470+571) 

Prof. Galina V. ASTRATOVA,PhD 

Dr. (Dr.) of Economics, Ph. D. of Techniques, Professor, 

 Department of Integrated Marketing   

Communications and Branding of the  

Ural Federal University named after the  

first President of Russia B. N. Yeltsin;   

Professor of Socio-Economic Disciplines of the 

 Ural Juridical Institute of MIA of Russia, 

 Yekaterinburg, Russia 

galina_28@mail.ru  

Dana S. GAVVA  

Bachelor Student, the Ural Federal University 

 named after the first President of Russia B. N. Yeltsin   

Yekaterinburg, Russia 

gavva.dana@mail.ru 

Anastasia V. MURTAZINA  

Bachelor Student, the Ural Federal University  

named after the first President of Russia B. N. Yeltsin   

Yekaterinburg, Russia 

nastenka_murtazina@mail.ru 

 

STUDENTS ' CHOICE RESEARCH OF MASS OPEN ONLINE COURSES 

MADE ON VALUE-BASED  

 

ABSTRAKT 

At the moment, online education is being 

introduced all over the world.  Many theoretical and 

methodological aspects concerning specialists’ 

online technologies of education and training in the 

new conditions remain insufficiently developed due 

to the novelty of the object of research. One of the 

insufficiently studied tools for exploration the stated 

problems is the value approach, which allows us to 

identify what kind of specific values students are 

guided by when choosing certain distance education 

courses. 

The aim of the study was to analyze the students 

' choice of mass open online courses (MOOCs) as 

the most important educational resource based on 

value approaches. 

The importance of mass open online courses in 

modern education is shown. 

The results of the on-line study concerning the 

individual components of the value system that 

determine the choice of MOOCs by students are 

obtained. In particular, it is shown that although 

students do not consider higher education a 

guarantee of success in life, at the same time, at the 

moment, students are not ready to receive higher 

education entirely in a distance format. The most 

popular MOOC courses for Russian students are 

foreign languages, marketing and advertising. 

Key words:  massive open online courses 

(MOOC), higher education, university, values 

system, student’s values, relative values, online 

learning 
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Introduction 

The relevance of this study is due to the 

following main reasons: 

1) At the moment, online education is 

being introduced all over the world and in the 

Russian Federation, in particular1.  This 

allows, among other things, to activate the 

implementation of the concept of lifelong 

learning; 

2) The COVID-19 pandemic has led to the 

widespread transfer of many activities to 

remote online mode2. This, accordingly, 

changed the requirements for the 

competencies of employees in a wide range of 

specialties;  

3) At the same time, many theoretical and 

methodological aspects concerning both 

pedagogical (educational) online technologies 

and economic aspects of education and 

training of specialists in the new conditions 

remain insufficiently developed due to the 

novelty of the object of research. 

One of the tools for studying the stated 

problems is the value approach, which allows 

us to identify what specific values students 

are guided by when choosing certain distance 

education courses. At the same time, the study 

of values is associated with a number of 

difficulties, due, first, to the lack of unity 

among researchers regarding the research 

                                                           
1 Astratova G.V. (2020). Current development key 

trends online higher education services market. // 

World of Science. Pedagogy and psychology, 

[online] 3(8). Available at: https://mir-

nauki.com/PDF/33PDMN320.pdf (date of request: 

28.02.2021).  (In Russian) 
2 Astratova G.V., Mikhailova N.S., Porotnikov 

P.A., Danilova  E.V. (2020). To the question of 

economic effects in connection with the corona-

crisis COVID-19. //  Bulletin of the Altai Academy 

of Economics and Law. 2020. No. 6 (2), pp.  183-

192. (In Russian). 

tools. Thus, most scientists directly ask 

respondents questions about basic values, 

continuing the research tradition that began in 

1973 by M.  Rokeach3, who has researched 

the values people use as a conscious guide to 

making choices and justifying decisions based 

on those choices.  In the future, over time, the 

concepts of values in economic science in the 

context of consumer behavior have repeatedly 

changed.  Second, to the present time has 

changed and the procedure of the study. 

While most early studies measured values 

through interviews, unfinished sentences, or 

short essays, most modern researchers now 

use structured questionnaires to study values. 

Not to mention the fact that more and more 

often the surveys are conducted online. Third, 

research on the values of student youth is 

conducted mainly in pedagogical and 

sociological studies.  The scientific school in 

the field of the use of value-based approaches 

in economic and marketing research of 

university students is in the process of 

formation.  These is especially true for online 

training and mass open online courses, where 

research is extremely reduced in general, and 

based on value-based approaches, in 

particular. 

In this regard, the aim of the study was to 

analyze the students' choice of mass open 

online courses (MOOCs) as the most 

important educational resource based on value 

approaches. 

                                                           
3 Gunter B., Fernham A. Types of consumers: an 

Introduction to psychographics.  /Edited by I. V. 

Andreeva. - (Series "Marketing for professionals") - 

St. Petersburg: Peter, 2001. - 304 pp. (In Russian). 
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Research methods 

The main research tools used in this work 

are system analysis. Methods of empirical 

research, principles of formal logic, synthesis, 

statistical, logical methods, as well as methods 

of comparison, generalization, and structuring 

are used to study theoretical and practical 

material. 

As a part of the desk study, the following 

sources were used:  analysis of scientific 

articles from the RSCI and HAC RF database, 

websites of Russian online courses, and 

secondary analysis of data related to the 

MOOC research topic. 

A questionnaire based on value-based 

methods was developed for the field study4.  

By means of an online questionnaire in 

Google-docs, the data of the university 

student’s values in the context of the MOOCs 

implementation, followed by the interpretation 

of the data obtained. In order to confirm or 

reject the hypothesis that students between the 

ages of 16 and 25 choose MOOCs based on a 

set of personal values, we conducted an 

empirical study. The sample size was 

determined by the number of full-time students 

of higher educational institutions in the 

Sverdlovsk region (approximately 56,000 

people). A sample of 382 respondents was 

obtained using mathematical methods. The 

study was conducted in the spring, summer, 

and fall of 2020. The total number of 

respondents was 411 people.   

 

                                                           
4 Sheth J.N., Newman B.I. and  Gross B.L. Consumption 

Values and Market Choices: Theory and Applications. 

Cincinnati, OH: South-Western Publishing Company, 

1991.Sheth J.N., Newman B.I., Gross B.L. Why We Buy 

What We Buy: A Theory of Consumption Values. // J. of 

Bus. Res. 1991. № 22, pp. 159-170. 

 

1. The role of mass open online 
courses in modern education 

As P.L. Pekker notes in his work, the 

concept of “mass open online courses 

(MOOCs)” was first introduced in the 

United States in 2008 and consists of four 

components: 

 Massive – for a large number of listeners, 

 Open – open access, designed for anyone, 

from anywhere in the world and of any age, 

 Online (electronic) – the course materials 

and the results of the completed tasks are 

posted on the Internet and have free access, 

 Courses – e-courses posted on the Internet 

have the appropriate structure5. 

Based on these four elements, the 

following definition of the concept of 

"MOOCs" can be given: mass open online 

courses are electronic training courses 

located on educational platforms on the 

Internet and intended for a large number of 

students. Despite the fact that the term 

"online" is used in the concept of MOOCs, 

meaning that the training course is 

conducted in the present time, on mass open 

online platforms, e-courses are mainly 

arranged in the form of pre-recorded 

lectures. 

In this regard, N.V. Grechushkina defines 

online courses as follows: MOOCs are 

courses with open access (without 

                                                           
5Pekker P. L. Demand for online courses in Russia // 
Modern information technologies and it education. 
2016. No. 4. [Electronic resource]. // Mode of access:  
https://cyberleninka.ru/article/n/vostrebovannost-
onlayn-kursov-v-rossii (date accessed: 25.02.2021). 
(In Russian). 
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restrictions) to the training and control and 

measurement materials of the course for 

students in an amount sufficient to achieve 

the planned (declared) learning outcomes 

and their evaluation1 . That is, the 

educational material is available to the 

whole society, thereby facilitating the 

acquisition of education. 

There are also opinions that the MOOCs 

should be considered as a product of the 

information society, which has become the 

development of open educational resources 

in an effort to ensure the openness of 

accumulated knowledge and the possibility 

of organizing the interaction of people from 

different countries of the world2. There are 

other definitions of MOOCs in the 

literature6. 

After analyzing the definitions of 

MOOCs, based on the literature available to 

us, we can assume that the purpose of mass 

open online courses is to provide students 

with direct access to educational materials 

without the need for admission to an 

educational institution, as well as to provide 

                                                           
1 Grechushkina N. V. Online course: definition and 

classification // Higher education in Russia. 2018. 

No. 6. [Electronic resource]. // Access 

Mode:http://cyberleninka.ru/article/n/onlayn-kurs-

opredelenie-i-klassifikatsiya (date accessed: 

25.02.2021). (In Russian). 
6 Abrami, Bernard, Bures, Borokhovski, & Tamim.  

Interaction in Distance Education and Online 

Learning: Using Evidence and Theory to Improve 

Practice // Journal of Computing in Higher 

Education. 2011. December. No.  23 (2-3), pp. 82-

103. 

Aguaded Gómez, J.I. The MOOC Revolution: A New 

Form of Education from the Technological 

Paradigm? // Comunicar. 2013. No 41, pp.  7–8. 

Fidalgo-Blanco, Á., Sein-Echaluce, M.L. & García-

Peñalvo, F.J. From Massive Access to Cooperation: 

Lessons Learned and Proven Results of a Hybrid 

xMOOC/cMOOC Pedagogical Approach to MOOCs. 

// International Journal of  Educational Technology in 

Higher Education. 2016. No. 13, V. 24. 

the necessary resources at the disposal of 

teachers to use them in their own 

professional interests. 

It is important to note that in the course 

of MOOC training, a large amount of 

research work is carried out in all projects to 

analyze the educational process. This allows 

you to evaluate the quality of training and 

the effectiveness of the technologies used, to 

achieve high performance in the main goals 

of MOOC projects due to the following 

effects7: 

 Inclusion in the global education 

system and work with students from 

all over the world, 

                                                           
7 Abrami, Bernard, Bures, Borokhovski, & Tamim.  

Interaction in Distance Education and Online 

Learning: Using Evidence and Theory to Improve 

Practice // Journal of Computing in Higher 

Education. 2011. December. No.  23 (2-3), pp. 82-

103. 

Aguaded Gómez, J.I. The MOOC Revolution: A New 

Form of Education from the Technological 

Paradigm? // Comunicar. 2013. No 41, pp.  7–8. 

Chekalina T. A., Tumandeeva T. V., Maksimenko N. 

V. Main directions and prospects for the development 

of online learning / / Professional education in Russia 

and abroad. 2018. No. 3 (31). [Electronic resource]. // 

Access mode: 

https://cyberleninka.ru/article/n/osnovnye-

napravleniya-i-perspektivy-razvitiya-onlayn-

obucheniya (accessed: 25.02.2021). (In Russian). 

Fidalgo-Blanco, Á., Sein-Echaluce, M.L. & García-

Peñalvo, F.J. From Massive Access to Cooperation: 

Lessons Learned and Proven Results of a Hybrid 

xMOOC/cMOOC Pedagogical Approach to MOOCs. 

// International Journal of  Educational Technology in 

Higher Education. 2016. No. 13, V. 24. 

Tolmachev A.V., Sinitsyn E.V., Astratova G.V. 

(2020). Probabity distributions of the academic 

performance of online courses's students as a tool for 

assesment of the quality of control materials. Russian 

Journal of Resources, Conservation and Recycling, 

[online] 3(7). Available at: 

https://resources.today/PDF/10INOR320.pdf (in 

Russian) DOI: 10.15862/10INOR320 
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 Increasing the brand awareness of 

the university and its rating, 

 Using the MOOCs as an effective 

marketing tool to attract talented and 

gifted young people to study at the 

university, 

 Improving the quality of educational 

programs by receiving feedback from 

a wide audience from different 

regions of the world, 

 Ensuring access to education for 

citizens with disabilities. 

Currently, MOOCs are one of the most 

advanced forms of implementing distance 

education through Internet interaction. These 

forms are actively implemented as a tool for 

professional development in universities and 

corporate business education. That is why 

MOOCs have become one of the tools for 

self-education based on motivation and 

metacognitive competencies8 around the 

world. 

At the same time, in Russia, the share of 

online educational technologies in the higher 

education sector, according to the 

Monitoring of the Education Economics of 

the Higher School of Economics (HSE) 9, 

did not exceed 4% until 2019. Only 1% of 

                                                           
8 Abrami, Bernard, Bures, Borokhovski, & Tamim.  

Interaction in Distance Education and Online 

Learning: Using Evidence and Theory to Improve 

Practice // Journal of Computing in Higher 

Education. 2011. December. No.  23 (2-3), pp. 82-

103. 

Fidalgo-Blanco, Á., Sein-Echaluce, M.L. & García-

Peñalvo, F.J. From Massive Access to Cooperation: 

Lessons Learned and Proven Results of a Hybrid 

xMOOC/cMOOC Pedagogical Approach to MOOCs. 

// International Journal of  Educational Technology in 

Higher Education. 2016. No. 13, V. 24. 
9 The monitoring of the Economics of education. 

[Electronic resource]. // Access mode: 

https://memo.hse.ru/ (date of access: 28.02.2021). 

students were trained using MOOCs and 

received a diploma based on the results of 

their studies. Another 2.5% completed 

similar training without issuing certificates; 

73% of students were unaware of the 

existence of such online courses.  Among 

teachers, the proportion of those unaware of 

MOOCs was significantly lower: only 41% 

had never heard of online courses. It would 

seem that MOOCs are more in demand 

among teachers than among students: 11% 

of teachers took online courses and intended 

to continue their studies in the future, and 

another 40% expressed their intention to 

take an online course. However, experts in 

the field of higher education are increasingly 

saying that in Russia, due to the high growth 

rate of digitalization, online courses will 

very soon be quite widely implemented in 

educational practice. 

Indeed, due to the fact that more than 

80% of the population (118 million 

people)10 in the Russian Federation has 

access to the Internet, and an increasing 

number of Internet users go online not only 

to communicate in social networks and 

entertainment, but also to search for 

information about goods and services, in 

2018 the volume of e-commerce11  in the 

                                                           
10 Astratova G.V., Danilova E.V. (2020).  Marketing 

tools for digitalization of the industry providing 

consulting services. // in the collective scientific 

monograph: Innovative development of the economy 

and law in the context of the digitalization model. 

Baranovichi: Publishing House of UO BSU, 2020, 

pp. 7-18. (In Russian). 

All Internet statistics for 2020 — figures and trends 

in the world and in Russia. /Julia Sergeeva. 

03.02.2020.  [Electronic resource]. // Access mode: 

https://www.web-canape.ru/business/internet-2020-

globalnaya-statistika-i-trendy/ (accessed 15.03.2020) 

(In Russian).  
11 Online trading in Russia has grown to a record 

₽1.66 trillion. [Electronic resource]. // Access mode: 

https://www.rbc.ru/technology_and_media/03/06/201
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Russian Federation increased by almost 60% 

compared to 2017 and reached over 1.6 

trillion rubles.   Accordingly, the massive 

regime of self-isolation of Russians during 

the coronavirus period has led to the fact 

that all existing processes related to remote 

activities have become more active and 

comprehensive, including: remote work, 

online training, virtual visits to museums 

and theaters, online public services, virtual 

payments, etc. For example, in the structure 

of clothing sales12  revenue, sales via the 

Internet in March 2020 amounted to 45%, 

although in 2019 they were only 25%. 

Thus, thanks to universal remote work in 

the context of the pandemic, in 2020 online 

education in general and MOOCs in 

particular became part of the daily routine of 

many Russian teachers and students. Indeed, 

according to the experts of the HSE13, in 

                                                                                       
9/5cf3dab29a79477329e7a402 (accessed 

15.03.2020). (In Russian). 
12 The impact of the coronavirus on the global 

economy. April 02, 2020. [Electronic resource]. // 

Access mode: https://24inf.ru/v-mire/2099-vlijanie-

koronavirusa-na-mirovuju-jekonomiku.html 

(accessed: 07.06.2020). (In Russian). 
13 Bekova S. K., Vilkova K. A., Jafarova Z. I., 

Larionova V. A., Malashonok N. G., Semenova T. 

V., Chirikov I. S., Shcheglova I. A. Online without 

panic. Models and effectiveness of the introduction of 

mass online courses in Russian universities. 2020. 

May 28.  [Electronic resource]. // Access Mode: 

https://ioe.hse.ru/data/2020/05/28/1550145876/%D0

%9E%D0%BD%D0%BB%D0%B0%D0%B9%D0%

BD%20%D0%B1%D0%B5%D0%B7%20%D0%BF

%D0%B0%D0%BD%D0%B8%D0%BA%D0%B8.

%20%D0%9C%D0%BE%D0%B4%D0%B5%D0%

BB%D0%B8%20%D0%B8%20%D1%8D%D1%84

%D1%84%D0%B5%D0%BA%D1%82%D0%B8%

D0%B2%D0%BD%D0%BE%D1%81%D1%82..%D

1%80%D1%81%D0%BE%D0%B2%20%D0%B2%

20%D1%80%D0%BE%D1%81%D1%81%D0%B8

%D0%B9%D1%81%D0%BA%D0%B8%D1%85%2

0%D1%83%D0%BD%D0%B8%D0%B2%D0%B5

%D1%80%D1%81%D0%B8%D1%82%D0%B5%D 

Russia there are already exists a successful 

practice of integrating MOOCs in University 

education. For example, the Ural Federal 

University (UrFU) became the first 

university in Russia to pass state 

accreditation of educational programs that 

include various models for including online 

courses of partner universities14. 

However, to date, many issues in 

connection with the MOOC remain unclear. 

One of these issues is the problem of 

students ' choice of MOOCs. 

 

2. Students ' choice of mass open 
online courses based on value-
based approaches 

As we noted above, value methods, 

despite the contradictory views of 

researchers on this issue, allow us to identify 

what kind of specific values are guided by 

consumers when choosing market goods and 

services. Without detracting from the 

significance of the theoretical concepts 

mentioned above, however, we believe that 

the most complete characterization of 

consumer behavior is provided by the Sheth-

Newman-Gross15 theory of consumer values, 

which describes the choice of the buyer as a 

                                                                                       
1%82%D0%B0%D1%85.pdf  (дата обращения: 

28.02.2021). (In Russian). 
14 The university was the first in Russia to accredit 

programs with online courses.   [Electronic resource]. 

// Access mode: https://urfu.ru/ru/news/26498/ (date 

of access: 28.02.2021). (In Russian). 
15 Sheth J.N., Newman B.I. and  Gross B.L. 

Consumption Values and Market Choices: Theory 
and Applications. Cincinnati, OH: South-Western 
Publishing Company, 1991. 
Sheth J.N., Newman B.I., Gross B.L. Why We Buy 

What We Buy: A Theory of Consumption Values. // 

J. of Bus. Res. 1991. № 22, pp. 159-170. 

https://ioe.hse.ru/data/2020/05/28/1550145876/%D0%9E%D0%BD%D0%BB%D0%B0%D0%B9%D0%BD%20%D0%B1%D0%B5%D0%B7%20%D0%BF%D0%B0%D0%BD%D0%B8%D0%BA%D0%B8.%20%D0%9C%D0%BE%D0%B4%D0%B5%D0%BB%D0%B8%20%D0%B8%20%D1%8D%D1%84%D1%84%D0%B5%D0%BA%D1%82%D0%B8%D0%B2%D0%BD%D0%BE%D1%81%D1%82..%D1%80%D1%81%D0%BE%D0%B2%20%D0%B2%20%D1%80%D0%BE%D1%81%D1%81%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D1%85%20%D1%83%D0%BD%D0%B8%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%25D
https://ioe.hse.ru/data/2020/05/28/1550145876/%D0%9E%D0%BD%D0%BB%D0%B0%D0%B9%D0%BD%20%D0%B1%D0%B5%D0%B7%20%D0%BF%D0%B0%D0%BD%D0%B8%D0%BA%D0%B8.%20%D0%9C%D0%BE%D0%B4%D0%B5%D0%BB%D0%B8%20%D0%B8%20%D1%8D%D1%84%D1%84%D0%B5%D0%BA%D1%82%D0%B8%D0%B2%D0%BD%D0%BE%D1%81%D1%82..%D1%80%D1%81%D0%BE%D0%B2%20%D0%B2%20%D1%80%D0%BE%D1%81%D1%81%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D1%85%20%D1%83%D0%BD%D0%B8%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%25D
https://ioe.hse.ru/data/2020/05/28/1550145876/%D0%9E%D0%BD%D0%BB%D0%B0%D0%B9%D0%BD%20%D0%B1%D0%B5%D0%B7%20%D0%BF%D0%B0%D0%BD%D0%B8%D0%BA%D0%B8.%20%D0%9C%D0%BE%D0%B4%D0%B5%D0%BB%D0%B8%20%D0%B8%20%D1%8D%D1%84%D1%84%D0%B5%D0%BA%D1%82%D0%B8%D0%B2%D0%BD%D0%BE%D1%81%D1%82..%D1%80%D1%81%D0%BE%D0%B2%20%D0%B2%20%D1%80%D0%BE%D1%81%D1%81%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D1%85%20%D1%83%D0%BD%D0%B8%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%25D
https://ioe.hse.ru/data/2020/05/28/1550145876/%D0%9E%D0%BD%D0%BB%D0%B0%D0%B9%D0%BD%20%D0%B1%D0%B5%D0%B7%20%D0%BF%D0%B0%D0%BD%D0%B8%D0%BA%D0%B8.%20%D0%9C%D0%BE%D0%B4%D0%B5%D0%BB%D0%B8%20%D0%B8%20%D1%8D%D1%84%D1%84%D0%B5%D0%BA%D1%82%D0%B8%D0%B2%D0%BD%D0%BE%D1%81%D1%82..%D1%80%D1%81%D0%BE%D0%B2%20%D0%B2%20%D1%80%D0%BE%D1%81%D1%81%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D1%85%20%D1%83%D0%BD%D0%B8%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%25D
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multidimensional phenomenon caused by 

the perceived utility of the good. 

According to this theory, there are five 

independent values that make a 

differentiated contribution to a particular 

market choice: functional value, associative 

value, emotional value, cognitive value, and 

relative value. As our long-term research16  

has shown, these five factors are not enough 

for Russian consumers; it is necessary to 

take into account another value – 

representative ones. The value system of six 

components is successfully used by us as a 

methodological tool in many markets, 

including in the market of higher education 

services. Unfortunately, the scope of this 

article does not allow us to consider all the 

components of this value system. 

Accordingly, we will consider here only one 

component of the students' value system, 

namely, relative value. 

In its most general form, relative value is 

the degree to which the consumer perceives 

the satisfaction of a need caused by a 

particular situation, due to which the product 

acquires a functional or associative value17.  

                                                           
16 Astratova Galina V. Overview  of  the  Consumer  

Behavior  Study  in the Markets of Food Products 

(1998-2018), Based on the Author’s Interpretation of 

the Consumer’s Requirements in the System  of  

Values  that  Influence on the Consumer Market 

Behavior. // Proceedings of Business and Economic 

Studies. Publication online: Published on November 

29, 2018. [Electronic resource]. // Access mode:  

http://ojs.bbwpublisher.com/index.php/PBES/article/

view/628.  (date accessed: 05.01.2019). 
17 Astratova Galina V. Overview  of  the  Consumer  

Behavior  Study  in the Markets of Food Products 

(1998-2018), Based on the Author’s Interpretation of 

the Consumer’s Requirements in the System  of  

Values  that  Influence on the Consumer Market 

Behavior. // Proceedings of Business and Economic 

Studies. Publication online: Published on November 

29, 2018. [Electronic resource]. // Access mode:  

 In relation to the object of our study, the 

relative value allows us to have got the 

following results: 

 To identify the attitude of higher school 

students to information updates in the 

field of higher education; 

 To give for students the opportunity to 

understand the hierarchy of their 

personal values for themselves; 

 To help students understand the role of 

higher education in their lives. 

In order to understand the place of 

relative values in the students ' value system, 

we asked a number of questions.  The first 

question in the relative values section was 

related to how students assess the prestige of 

their university. It was revealed that the 

majority (over 55%) of them believe that the 

prestige of their university is high and very 

high; more than a third (32.1%) rated this 

indicator as an average level; the rest found 

it difficult to answer in a certain way. 

We also asked the question "How far do 

you think it is possible to replace traditional 

forms of distance learning?"  The majority 

of respondents believe that distance 

education is becoming more and more 

popular; almost a quarter (22.6%) say that 

traditional forms of education cannot be 

replaced by distance learning; finally, almost 

one in five (18.9%) think that online 

education is the future; and only 15.1% of 

respondents believe that it is now impossible 

to fully be on distance learning. 

We were particularly interested in the 

question of whether a higher education 

received by a university student entirely 

                                                                                       
http://ojs.bbwpublisher.com/index.php/PBES/article/

view/628.  (date accessed: 05.01.2019). 
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remotely can become a guarantee of success 

in life. More than half of the students 

answered in the negative, almost a quarter 

(24.5%) answered in the affirmative, and 

almost the same number (22.6%) found it 

difficult to answer. Interesting are the 

answers of those who believe that distance 

learning can become a guarantee of success 

in life. We believe that students responded 

this way because, thanks to distance 

learning, they will have new competencies 

and additional time to acquire new 

knowledge, work or choose online courses 

in their interests, such as business, SMM, 

etc. This assumption is also illustrated in 

Table 1. 

Based on Table 1, it follows that the most 

popular MOOCs for students are foreign 

languages, psychology, marketing and 

advertising.  We associate these answers 

with the students' values, which are reflected 

in our emotional values block of the value 

system. The first block of students' core 

values is family, love, and health, while the 

second block is justice, freedom, and 

friendship. We assume that it is the 

combination of these values that influences 

the choice of MOOC direction. For example, 

the student's choice of such a direction as 

marketing and advertising is based on the 

value of freedom, in the context of material 

interest. 

 

Conclusion 

Summarizing the above, we consider it 

necessary to highlight the following main 

conclusions and provisions: 

1. It is shown that at the moment there is an 

introduction of online education all over the 

world.  Many theoretical and methodological 

aspects concerning online technologies of 

education and training of specialists in the new 

conditions remain insufficiently developed due 

to the novelty of the object of research. A brief 

overview of the definitions of MOOCs is given. 

The importance of mass open online courses in 

modern education is shown. 

2. It is noted that one of the very promising, 

but insufficiently studied tools for the stated 

problems exploration is the value approach. 

This method makes it possible to identify what 

kind of specific values students are guided by 

when choosing certain distance education 

courses. 

3. An online study was conducted in 

Google-docs, where the questionnaire was 

compiled on the basis of value approaches. The 

aim of the study was to analyze the students' 

choice of mass open online courses (MOOCs) 

as the most important educational resource. 

4. The results of on-line research concerning 

the individual components of the value system 

that determine the choice of MOOCs by 

students are obtained.  The paper presents only 

some results concerning the relative value in 

the value system. Thus, it is shown that 

although Russian students do not consider 

higher education a guarantee of success in life, 

at the same time, at the moment, students are 

not ready to receive higher education entirely in 

a distance format. The most popular MOOC 

courses for Russian students are foreign 

languages, marketing and advertising. 

5. Our research is not finished and will be 

continued in the very near future. 
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Table 1:  

Distribution of Students’ responses to the question: 

 “In what areas of additional professional education would you like to study in a distance 

format?”18 

 

MOOC direction %, of the respondents 

Foreign languages 61 

Psychology  44 

 Marketing, advertising 31 

Design  26 

Sports and fitness  22 

Management and Coaching  20 

IT-sphere (programming ) 19 

Business education 16 

Jurisprudence  14 

Beauty services  11 

Accounting and Finance   7 

Other 4 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
18 Students could choose several options at the same time. 


