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Summary. The purpose of the article is to devel-
op a comprehensive approach that would increase
the competitiveness of an educational institution
through the use of branding tools and methods.
The paper presents the evaluation criteria of the
brand power of the educational institution, namely.
In order to match the characteristics of the brand
of the educational institution to these criteria, a
system of measures that must be implemented in
educational and educational work is proposed. It
is noted that part of the measures are related to the
use of knowledge marketing tools and methods.
The rest of the activities are implemented through
affiliate marketing, educational marketing meth-
ods, and Internet marketing. In this regard, it is
suggested that educational institutions use the 8R
marketing complex. In addition, the importance of
the development of the organizational culture of
management in the framework of the branding of
the educational institution is shown. The obtained
results deepen the theoretical and methodologi-
cal foundations of branding in terms of forming
an approach to purposeful and effective manage-
ment of the brand of an educational institution as
a market-oriented tool for ensuring its competitive
advantages.

Key words: educational sphere, educational insti-
tutions, branding, competitiveness, development.

Statement of the problem in a general form
and its connection with important scientific or
practical tasks. Intensification of competition in
the market of educational services pushes educa-
tional institutions to search for tools and methods
of formation and strengthening of their competitive
advantages. Practice shows that educational institu-
tions are increasingly using marketing methods and
tools that have proven their effectiveness in various
commercial and non-commercial sectors. Branding
is one of the most effective tools for forming and
strengthening the unique competitive advantages of
educational institutions on the market. A powerful
brand forms a loyal attitude of economic counter-
parties and contact audiences, ensures high effec-
tiveness of the impact of marketing communications
on target audiences and less sensitivity to marketing
activities of competitors, causes greater trust among
partners, which contributes to the conclusion of rel-
evant agreements. In view of the above, the prob-
lem of building an effective branding system in the
context of the formation and realization of their
competitive advantages in the market of educational
services is actualized for educational institutions.

Analysis of recent research and publications.
The problems of branding in the context of forma-
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tion, strengthening and implementation of compet-
itive advantages of educational institutions have
been studied by many scientists. Aldoshina M.V.,
Stryzhak O.O. [1] reveal the peculiarities of brand-
ing of higher education institutions in the mar-
ket of educational services, highlight approaches
to the use of marketing tools for this purpose.
Soroka O.V., Kryvtsova M.S. [2] substantiate the
expediency of using branding to strengthen the
competitive advantages of higher education insti-
tutions, investigate the peculiarities of the forma-
tion of the brand of higher education institutions,
outline the specifics of branding of Ukrainian
higher education institutions. In work [3], modern
approaches to the application of marketing tools
and methods in brand management of organiza-
tions in various fields of activity, including educa-
tional. An author's concept of branding is proposed.
Zhegus O.V., Mykhailova M.V., Chmil G.L. [4]
reveal the essence of branding as a marketing tech-
nology for the promotion of educational institutions
in the market of scientific and educational services.
Melnyk A.O., Sapyan A.S. [5] investigate the rela-
tionship between a brand and human emotions.
They substantiated that the formation of a power-
ful brand needs to take into account this relation-
ship. Plysenko H.P. [6] analyzes the evolution of
branding from the perspective of its impact on the
formation of competitive advantages of higher edu-
cation institutions. An author's concept of branding
is proposed. Liganenko 1. V., Kolisnichenko A.S. [7]
present the results of a comparative analysis of mod-
els of higher professional education in a number of
leading countries of the world. Recommendations
for choosing a brand model of Ukrainian educa-
tional institutions that would take into account the
best world experience are offered. Yacentyuk S.V.
[8] substantiates the conceptual approach to the for-
mation of a branding marketing strategy in the con-
text of determining and strengthening competitive
advantages and ensuring the high competitiveness
of a modern educational institution on national and
international markets.

Clark P., Chapleo C., Suomi, K. [9] investigated
the impact of internal branding on the effective-
ness of a higher education institution's strategy.
The obtained results are based on the analysis of
in-depth interviews with the administrative staff of
a large Canadian university. Maresova P., Hruska J.,
Kuca K. [10] analyze the experience of activities
in social networks of the 10 best universities in
the world (according to the QS rating). Its positive
influence on the formation of the image and brand
of universities is noted. Dennis C., Papagiannidis S.,
Alamanos E., Bourlakis M. [11] examine the impact

of brand commitment on satisfaction, trust and
brand equity of a higher education institution. The
research was conducted using an online survey of
students and recent graduates of US universities.
Polyorat, Kawpong, Preechapanyakul Walee [12]
studied the influence of individuality (human char-
acteristics) of the brand on the university brand as
a whole using the example of Thailand. They prove
that personal characteristics of sincerity and activity
have a significant influence on university identity
and identification. In contrast to them, such char-
acteristics as prestige, attractiveness, conscientious-
ness and cosmopolitanism do not exert such an
influence. Lingling, Wu, Fuli, Chen [13] propose an
approach to the use of artificial intelligence as tech-
nical support for marketing integrated communica-
tions for the formation and promotion of the brand
of an educational institution.

The performed analysis shows that despite the
in-depth study by domestic and foreign scientists of
the theoretical and applied principles of branding of
educational institutions, the problem of formation,
strengthening and implementation of their compet-
itive advantages on this basis remains unresolved.
The issue of mutual coordination of branding tasks,
the criterion base for evaluating its effectiveness,
and the system of tools for ensuring it has not been
resolved.

The purpose of the article is to develop an
approach to comprehensive purposeful manage-
ment of the brand of a modern educational institu-
tion in the context of the formation of its competi-
tive advantages.

Presentation of the main research material.
Achieving the indicated goal of the study is pro-
posed to be carried out in the following sequence
(Figure 1).

A systematic analysis of literary sources in
which branding issues have been studied shows that
the system of criteria for evaluating brand strength
should reflect the specifics of the educational insti-
tution's activities on the market. In particular, they
should take into account the market positions of
educational institutions and the trends of their
change both in retrospect and in the current and
future periods. They should also take into account
trends towards the internationalization of educa-
tion, the ability to both compete with domestic and
foreign institutions, and to enter into partnership
relations with them. Since a modern educational
institution is an institution that produces and distrib-
utes (commercializes) new educational knowledge,
the evaluation criteria should reflect the ability to
legally protect its intellectual property products and
commercialize them. Based on the analysis of the
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Clarification of the criterion base for evaluating the brand power
of an educational institution

O

Determination of ways to ensure compliance of the actual characteristics
of the brand of the educational institution with the specified criteria

A

Definition of a system of tools for solving complex tasks of creating
a powerful brand of an educational institution

I

Determination of organizational aspects of brand management
of an educational institution from the standpoint of formation
and implementation of its competitive advantages

Figure 1. An approach to comprehensive purposeful management
of the brand of a modern educational institution in the context
of the formation of its competitive advantages

data presented in work [14], it is advisable to use
the following system of criteria to assess the power
of the brand of an educational institution (Figure 2).

It should be noted that a modern educational insti-
tution is not only an element of innovative infrastruc-
ture responsible for staffing. It generates new funda-
mental and applied knowledge, which is the basis of
developments of various orientations. Knowledge is
considered as a set of ordered facts and rules, neces-
sary and sufficient for the effective solution of tasks
in a certain subject area, they are an intellectual prod-
uct and an object of market exchange.

From these positions, the main methods of ensur-
ing compliance of the brand characteristics of the
educational institution with the evaluation criteria
are defined and systematized. Let's consider them
in more detail.

1. Leadership in the market: a combination of
educational and educational activities; introduction
of new relevant knowledge into the educational
process; analysis, selection and implementation of
effective prospective forms and methods of orga-

nizing educational activities; analysis of the main
trends in the development of the educational sphere;
assessment of the development potential of the edu-
cational institution in line with the identified trends
in certain directions; orientation of the system of
production of new knowledge of the institution of
higher education on the most promising types; com-
mercialization of knowledge.

2. Long-term stability of market positions: mon-
itoring the educational services market and making
the necessary adjustments to the content and forms
of training; formation and maintenance of mutually
beneficial relations with economic partners and con-
tact audiences of the market of educational services.

3. The possibility of forming market barriers:
facilitating the entry and occupation of high posi-
tions of the educational institution in prestigious
national and international ratings; constant par-
ticipation and victories in domestic competitions;
receiving prestigious educational grants.

4. Ability to overcome geographical and intercul-
tural barriers: teaching in languages of international

Criteria for evaluating the power of an

/ educational institution's brand

I

market positive marketing the possibility
leadership development support of the of legal protection
trends brand of the brand
the possibility of the ability to overcome long-term stability
forming market geographical and of market positions
barriers intercultural barriers

Figure 2. Criteria for evaluating brand power
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communication, in particular English; involvement
of domestic and foreign specialists in educational
and educational processes; internship and training
of educational service providers according to mod-
ern programs; modification of brand identifiers in
terms of their significance, memorability, attrac-
tiveness, etc. for representatives of target audiences
representing different cultures/subcultures and dif-
ferent geographical regions.

5. Positive development trends: growth of the
contingent of persons studying; publication of new
textbooks and other materials for the educational
and educational process; increase in the amount
of financing from state and own funds, as well as
receiving grants; expansion of the educational insti-
tution in the market of educational services.

6. Marketing support: systematic marketing activ-
ities aimed at strengthening the position of the edu-
cational institution on the national and international
markets (strategic and operational marketing).

7. The possibility of legal protection: analytical
provision of knowledge necessary for the selec-
tion and legal protection of the unique competitive
advantages of an educational institution.

Summarizing the mentioned measures, it should
be noted that to ensure the compliance of the brand
characteristics of the educational institution with
the specified evaluation criteria, the tools and meth-
ods of knowledge marketing are used [15—-17]. With
their help, the following tasks are solved: the ori-
entation of the educational knowledge production
system to those types that are likely to be in demand
on the market; formation and stimulation of demand
for new educational knowledge embodied in intel-
lectual property products, promotion of knowledge
on national and international markets; providing
up-to-date knowledge of the brand management
decision-making system.

In order to establish and maintain mutually ben-
eficial long-term relations with economic counter-
parties and contact audiences, it is advisable to use
partnership marketing (partner marketing).

Tools and methods of educational marketing,
knowledge marketing, internet marketing (digi-
tal marketing), international marketing (in foreign
markets) should be used for systematic marketing
support of the brand of an educational institution
in the market of educational services. Taking into
account the recommendations [16], it was con-
cluded that the concept of the 8R marketing com-
plex is effective for marketing support of the brand
of an educational institution:

— product (educational, educational);

— price;

— promotion;

— place;

— staff of the educational institution;

— the process of providing educational services
(technologies of personnel work, infrastructural
provision of services, service culture, service com-
plexity, compliance with sanitary and hygienic stan-
dards, etc.);

— the physical environment in which the process
of providing educational services takes place (prem-
ises and its interior, office and other equipment,
clothing and appearance of the staff of the educa-
tional institution, design of the website, pages of the
educational institution in social networks, etc.);

— psychological perception (reflects subjective
factors of perception by economic partners and con-
tact audiences of educational services of an educa-
tional institution, as well as their association with
the name of the product and the educational insti-
tution itself, its symbolism, corporate style, brand,
image, psychological comfort in the process of pro-
viding educational products and services).

However, effective management of the institu-
tion's brand depends not only on marketing. To a
large extent, it depends on the potential of the edu-
cational institution, the chosen strategy of its devel-
opment, organizational management structure, orga-
nizational culture, etc. The management of these
influencing factors is within the competence of the
higher management of the educational institution
and the management of its structural divisions.

Conclusions and direction of further research.
The principles of the approach to the complex pur-
poseful management of the brand of a modern edu-
cational institution in the context of the formation
of its competitive advantages have been developed.
It is proposed to form and strengthen the brand of an
educational institution by bringing its actual charac-
teristics into line with the criteria of brand strength.
The main methods of ensuring compliance of the
actual characteristics of the brand of the educational
institution with the specified criteria are defined and
systematized. A system of tools has been created to
solve the set of tasks of creating a powerful brand of
an educational institution. Features of the applica-
tion of marketing methods and tools for comprehen-
sive system support of the brand of educational insti-
tutions on the market are highlighted. The obtained
results deepen the theoretical and methodological
foundations of branding in the part of forming an
approach to purposeful and effective management
of the brand of an educational institution.

Further research should be aimed at the forma-
tion of a methodical base for managing the brand
of educational institutions according to formalized
procedures.
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AHoTauis. Ha cborogHinHii AeHb OCBITHSA cdepa 3MyIIeHa PO3BUBATHCH B IOCUTH CKIIATHUX YMOBaX. BilicbKoBi 1ii B
cepenuHi KpaiHi, nepexij 3akiiajiB OCBITH Ha AUCTAHIIHHY Ta 3MilaHy ()OPMHU HABYAHHS, HEOCTATHE (DiIHAHCYBaHHS OC-
BiTHBOT cpepy 3MyIIye IIyKaTH HOBI ()OPMU Ta IHCTPYMEHTH IiJIBUIIEHHS] KOHKYPEHTOCIIPOMOXKHOCTI OCBITHIX 3aKJIa/IiB.
OnHUM 3 HanpsIMIiB PO3BUTKY OCBITHBOT chpepr € OpeHIMHT 3aKia/liB OCBITH. BiH 103BoJIsI€ 3a0€311eYNTH TICHUH 3B'S130K 3
KOHTPAreHTaMHu, IiABUIIUTH IX JIOUIbHICTh Ta HaJJa€ MOMKITHBICTb 3aTy4CHHs IOAATKOBOTO (DiHAHCYBAHHS JUTS MTOANIBILIOTO
JIOBTOCTPOKOBOTO pO3BUTKY. HamparttoBaHHs B chepi OpeHANHTY 3aKIajiB OCBITH MPEICTABICHI B TIPAIAX PSIY BITIH3HI-
HUX Ta 3apyOiKHUX HayKoBI[iB. OQHAK €IMHOTO KOMITIEKCHOTO MiAXOY, IKAi O1 TO3BOJIHB MiJBUIIUTH KOHKYPEHTOCIIPO-
MOXKHICTh OCBITHBOTO 3aKJIa/1y 338 PaXyHOK BUKOPUCTAHHS IHCTPYMEHTIB Ta METOJIIB OPEHANHTY HE iICHYE, 10 00YMOBIIIOE
METY 3a 3aBIaHHs JOCIIKCHHS. B po0OOTI IpeIcTaBIeHo OMiHOYHI KPUTEPIl MOTY>KHOCTI OpEHTy 3aKJIady OCBITH, a came:
JI/IEPCTBO Ha PUHKY, TpUBaJa CTA0IIbHICTh PUHKOBUX MO3UIIIH, MOXKINBICTD (DOPMYBaHHSI pHUHKOBUX Oap’€epiB, 3/1aTHICTb
JoJaTi reorpadivHi i MDKKYIBTYpHI Oap’epu, MO3UTHBHI TCHIICHITT PO3BUTKY, MAPKETHHIOBA MiATPHMKa OPEHITY Ta MOXK-
JUBICTh FOPUANTHOTO 3aXUCTy OpeHmy. s BiAMOBIMHOCTI XapaKTepUCTUK OpeHAa 3aKiaay OCBITH IIMM KpUTEpisM 3a-
MIPOMIOHOBAHO CHUCTEMY 3aXO[iB, sKi HEOOXiTHO BIIPOBAKYBAaTH B OCBITHIO Ta BUXOBHY po0O0Ty. 3a3HAYCHO M0 YaCTHHA
3axOliB MOB’s13aH]I 3 BUKOPUCTAHHSM IHCTPYMEHTIB 1 METOJIB MapKeTHHTY 3HaHb. [HIIA YaCTHHA 3aXOJIB pealli3y€eThCs
4yepe3 MapTHEPChKUi MapKETHHT, METOJM OCBITHHOTO MAPKETHHIY a TAKOX IHTEPHET MapKeTHHTY. B 3B’s3Ky 3 UM 3amnpo-
MTOHOBAaHO BUKOPHCTOBYBATH 3aKJIaJlaM OCBITH KOMIUIEKC MapKeTHHTY 8P, sikuil BKitoyae TpajuuiiHi YOTHPH KOMIIOHEHTH
(mpomykrT, 1iHa, MicIle, KOMYHIKaIii), a TAKOK HACTYITHI: TIEPCOHAI, MPOIIeC, Pi3UIHE OTOYCHHS Ta MCUXOJIOTIYHE CIIPHIA-
HATTS. KpiM TOTO IMOKa3aHO Ba)KIMBICTh PO3BUTKY OpraHi3amiifHOI KyJABTYPH YIPaBIIHHSI B PaMKaxX OpEHAMHTY 3aKIaTy
ocBiTH. OTpUMaHi pe3yabTaTH MOTIHOIIOIOTH TEOPETHKO-METOAONIOTIUHI 3acay OPEHANHTY B YaCTHHI ()OPMYBAHHS ITiJIX0-
Jly J10 LIJIECTIPSIMOBAHOTO 1 €()EKTUBHOTO YIIPABIIiHHS OPEHAOM 3aKJIaly OCBITH SIK PUHKOBO-OPI€HTOBAHUM 1HCTPYMEHTOM
3a0e3MeueHH s 1oro KOHKYPEHTHUX IepeBar.

KurouoBi crioBa: ocBiTHS cdepa, 3aKi1aan OCBITH, OpEHINHT, KOHKYPEHTOCIIPOMOXKHICTh, PO3BUTOK.
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