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ABSTRACT

Trends toward the transformation of the higher education system create the need for
universities to adapt to the dynamically changing conditions of the external competitive
environment.  In this connection, university branding as a specific distinguishing
characteristic from competitors is an integral part of the development strategy of a modern
university, and the effectiveness of marketing activities to form a brand of an educational
organization depends largely on the influence of internal and external factors and a set of
tools applied. However, in the scientific literature, these aspects have come into common use
mainly about commercial organizations, giving short shrift to the institutions of higher
education, which determines the goal-setting of the study, which is to identify the main
directions of the development of a university’s brand under present-day conditions of
functioning. To achieve this goal, the authors used methods of synthesis, systematization,
logical-structural, comparative and cause-and-effect analysis of the literature, highlighting
the theoretical and practical issues of university branding. The directions of brand formation
identified as a result of the study are based on the method of an expert survey conducted in

May 2021. Overall, the systematization of university branding factors has been carried out;

a set of tools for creating a brand of a higher educational institution in the context of the
transformation of the education system has been proposed, and the main directions for the

development of the university brand from an expert survey have been identified. The authors
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have found that the most promising areas of university branding are corporate, educational

and reputational aspects of activities.

Keywords: brand creation tools; brand development factors; brand formation; factors;

university’s brand.
1. INTRODUCTION

A university’s brand is a substantial asset through which marketing communications
with the public are realized whereby guidelines in relation to consumers in the educational
services market are formed; moreover, a strong brand contributes to international expansion
(Lebedinskaya & Petruk, 2019; Ong et al., 2020). Since the applied aspects of the
positioning of educational organizations today are increasingly attracting the interest of
governing bodies, this phenomenon is relevant in the academic environment, which
determines the development of theoretical and methodological provisions for university
branding (Wathelet et al., 2020).

University as a representative of the knowledge-intensive sector of the economy uses
multivariate tools to develop a brand. However, it is worth noting that within the context of
present-day realities of interaction marketing, the final consumer-oriented influence reflecting
the influence of a set of market factors is necessary (Valverde-Berrocoso et al., 2020).

The theoretical ground for the concept of the brand was covered in the scientific
works by Kusraeva (2017), Kalenda, Hyna & Rossi (2018), and Algahtani & Rajkhan (2020),
and others.

The issues of concepts underlying the university branding are reflected in the works
by Serbinsky & Sheffer (2011), Lim et al. (2018), and Shcherbak & Arabuli (2021).

The factors influencing the formation of university brands are highlighted by the
authors such as: Zazykin and Nefedova (2006), Herman (2008), Bevilacqua et al. (2020),
Kebede et al. (2020), and others.

The main purpose of this study is to determine the key focus of university branding in

the context of the transformation of the educational system.
The tasks for this goal are as follows:
a) systematization of the factors of creating a university’s brand;

b) determination of a set of instruments for branding a modern university;
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c) conducting an expert survey to identify significant directions of university branding.
2. METHODS

To solve the first problem, the methods of synthesis and systematization that combine
the factors isolated from the scientific literature to identify the tools applied to develop a

university’s brand have been used.

Each factor under consideration was studied via logical-structural, comparative and
causal analyses in relation to the tools that contribute to its formation, thereby addressing to

the second problem the study seeks to solve.

The study used the method of an expert survey, the main purpose of which was to
obtain reliable information about the main directions of university branding in the context of

transformation of the educational system.

For a comprehensive assessment of the events, a minimum allowed a number of
experts should be equal to the number of characteristics of an object being assessed
(Prokopenko & Omelyanenko, 2018; Hu et al., 2019), which is 6 in this study, but according
to the methods of expert survey, not the number of experts but their qualitative compliance

with the criteria is prioritized. These criteria are:
a) a managerial position of an expert;
b) experience as a manager is not less than five years;
c) the number of subordinates is not less than five people.
In this connection, the survey engaged 15 knowledge managers.

The expert survey was organized as distant with the use of an online service for
creating questionnaires. The main advantage of conducting the expert survey via Internet

forms is the convenience of processing the survey results and the respondent’s frankness.
3. RESULTS AND DISCUSSION

The analysis of the factors described in the scientific literature allows the authors to
form the following groups: historical, corporate, associative, reputation, infrastructural, and

educational, presented in Table 1.

Table 1: Factors in Developing a University’s Brand

Group Examples of the factors Essence Tools

Historical - University age This group of factors was - SWOT-analysis of the
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- The country of location

formed as a result of the

actions of not only the

university but also other
economic entities

territory;
- retrospective analysis;
- geobranding of the
territory, etc.

- Personnel
- Premises design
- External attributes
- Financial well-being

These factors characterize the

- PR kcommunications;
- targeting and
remarketing;

- social responsibility;

Corporate , corporate values and culture of - brandbook;
- The head’s image o o
BUSi the university - positive image of
- Business !
e employees;
communications - openness of financial
- Brand architecture P .
reporting, etc.
This group is associated with
o - Emotlongl image of the _ the_pogltlonlng o_f the _ - Multisensory branding,
Associative university university in comparison with otc
- Brand identification competitors in the minds of '
consumers.
- Needs of the subjects of
educational activities This group is reflected in the
: ; e - Graduate
- High market-value reviews of the university, as emolovability:
appraisal of the diploma well as in the recognition of ploy Y

Reputational

- Favorable reputation
among employers
- Presence in world
rankings

its activities at regional and
national and international
platforms.

- interaction with
business community;
- mission and strategy

- Organizational

This group is determined by

- Price policy;

- system of management;
Infrastructural framework . Fhe presence of external and - fittings with computers;
- Material and technical internal infrastructure of the - Y

o - provision of parking

support university
spaces, etc.

- Introduction of modern
information technologies

in the learning process

and their adaptation to

the individual
characteristics of a
student;
- application of active
- Adoption of educational . teach.mg methods_,
) improving the creative
technologies . . .
NI This group includes factors and intellectual
. - Digitalization of
Educational

educational process
- Continuity of learning
- Publication activities

contributing to the innovative
activity of the university.

components of
educational activities;

- development of
innovative approaches to
learning;

- improving the software
and methodological
support of the process of
learning;

- engaging students and
staff into scientific
activities, etc.
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Highlighting historical factors is determined by the low influence on this group of the
very university as a consequence of the absence of such an opportunity at all, for example,
the age of the university, or this influence is not only in the sphere of influence of the
university. To form the attractiveness of an educational organization at the expense using a
brand, passive tools are applied, which reflect the most advantageous positions, such as
SWOT analysis of universities in the target market, retrospective analysis, as well as geo-
branding of the territory, which is formed by highlighting the attractive characteristics of the
region and positioning the university in it, which is associated with its growing role as a
cultural, scientific and educational center (Lebedinskaya et al., 2018).

Associative factors are based on the image among stakeholders that the university
receives from all the factors presented. One of the most effective tools is multisensory

branding that provides an enduring emotional contact with the consumer.

Corporate and infrastructural groups of factors are provided by the internal potential
of the university, which shape its culture, while reputational factors are aimed at external
assessment of the activities of the university, which in the future can lead to the formation of
effective strategic partnerships in the field of science and education with the business
community and other universities, authorities, etc. (Baturina & Terentyeva, 2020).

The most sustainable corporate tools include the following: PR communications,
targeting and remarketing, social responsibility, financial openness and staff image. Such a
tool as social responsibility is particularly noteworthy because it lies in the fact that, in
addition to the university's goals, the interests and values of stakeholders are taken into

account in implementing it (Andreev et al., 2019).

This tool has emerged as a response to the spread of the third mission in universities
(Shumik & Baturina, 2020). Speaking of an infrastructural group of factors, consolidated
instruments are the following: financial and investment; organizational and regulatory;

modernization and transformational.

Particular attention should be paid to educational factors since they allow to determine
the university’s adaptability to changing conditions in the main activity of the university:
educational and scientific. Thus, the introduction of modern information technologies in the
learning process, the use of active teaching methods, the improvement of the software and

methodological support of the educational process and the involvement of students and staff
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in scientific activities will be the optimal tools for this group and form lasting advantages in

the market of services rendered.

To identify the priority areas of university branding in the future (5-10 years), an
expert survey of managers in higher education was conducted. The experts were offered to
assess the importance of a factor influencing the formation of the brand of a higher education
institute, where according to the expert, a point being equal to one was assigned to the least
important factor, and a point is equal to three — to the most important. The results were as

follows (Figure 1).

Score of Importance (in average)
0 0.5 1 L5 2 2,5 3

Historical MMM
Corporate I T OO R R O AR
Associative NI

Reputational I

Groups of Factors

= Infrastructural - 00T

Educational 0000000000000 A T

Figure 1: An Assessment of the Importance of Influence of the Groups of Factors on a
University’s Brand

Among the corporate factors that, according to the survey, are characterized by the
greatest influence on the branding of an educational organization, experts especially noted the
need to take into account the image of the head, business communications of the university
and staff competence.

4. CONCLUSION

The research results are fully consistent with the outlined goals and objectives and can
be used by the management of higher educational institutions in the formation of a

development strategy in terms of improving marketing activities for the university branding.

Arising from the research undertaken, it has been revealed that over the next five-ten
years, the development of the university brand will be largely determined by the corporate,
educational and reputational aspects of its activities. In this connection, the most important
thing is to improve the processes of PR communication, targeting, and remarketing, develop

corporate social responsibility, maintain the image of the university head and staff, introduce
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project activities into the educational process and ensure mutually beneficial partnership with

the business community.

For further research, it is reasonable to consider the instructional materials for
assessing the brand of the university to determine the most problematic aspects of the
development of activities

REFERENCES

Algahtani, A. Y., & Rajkhan, A. A. (2020). E-learning critical success factors during the
covid-19 pandemic: A comprehensive analysis of e-learning managerial perspectives.
Education sciences, 10(9), 216. https://doi.org/10.3390/educsci10090216.

Andreev, V. A., Varkulevich, T. V., Bedrachuk, I. A., Arnaut, M. N., & Chudaev, E. Y.
(2019). Regional universities and external migration of the graduates: impact on economics
sphere (example of Primorsky region). Amazonia Investiga, 8(23), 547-555. Retrieved
from https://amazoniainvestiga.info/index.php/amazonia/article/view/902.

Baturina O. A., & Terentyeva T. V. (2020) Networking of Strategic Partnerships in Higher
Education: Prerequisites and Readiness of Universities. Propositos Y Representaciones. 8
(3), E481. doi: 10.20511/pyr2020.v8n3.481

Bevilacqua, M., Bottani, E., Ciarapica, F. E., Costantino, F., Di Donato, L., Ferraro, A,, ... &
Vignali, G. (2020). Digital twin reference model development to prevent operators’ risk in
process plants. Sustainability, 12(3), 1088. https://doi.org/10.3390/su12031088.

Hu, Z., Ding, S., Li, S., Chen, L., & Yang, S. (2019). Adoption intention of fintech services
for bank users: An empirical examination with an extended technology acceptance model.
Symmetry, 11(3), 340. https://doi.org/10.3390/sym11030340.

Kalenda, M., Hyna, P., & Rossi, B. (2018). Scaling agile in large organizations: Practices,
challenges, and success factors. Journal of Software: Evolution and Process, 30(10), e1954.
https://doi.org/10.1002/smr.1954.

Kebede, Y., Yitayih, Y., Birhanu, Z., Mekonen, S., & Ambelu, A. (2020). Knowledge,
perceptions and preventive practices towards COVID-19 early in the outbreak among Jimma
university medical center visitors, Southwest Ethiopia. PloS one, 15(5), e0233744.
https://doi.org/10.1371/journal.pone.0233744.

Lebedinskaya, Y. S, Koshevaya, E. S., Petruk, G. V., & Shnaider, O. V. (2018).
Methodological tool development to improve competitiveness of university international
activities. Amazonia Investiga, 8(22), 261-268.

Lebedinskaya, Y. S., & Petruk, G. V. (2019). Methodological tool development to improve
competitiveness of university international activities. Amazonia Investiga, 8(22), 261-268.
Retrieved from https://amazoniainvestiga.info/index.php/amazonia/article/view/427.

Lim, C., Kim, K. H., Kim, M. J., Heo, J. Y., Kim, K. J., & Maglio, P. P. (2018). From data to
value: A nine-factor framework for data-based value creation in information-intensive
services. International Journal of Information Management, 39, 121-135.
https://doi.org/10.1016/j.ijinfomgt.2017.12.007.

[https://creativecommons.org/licenses/by-nc-sa/4.0/]
Licensed under a Creative Commons Attribution 4.0

s431



INDEPENDENT JOURNAL OF MANAGEMENT & PRODUCTION (IJM&P)
http://www.ijmp.jor.br v. 13, n. 4, Special Edition CIMEE - June 2022
ISSN: 2236-269X

DOI: 10.14807/ijmp.v13i4.1915

Ong, J. J., Bharatendu, C., Goh, Y., Tang, J. Z., Sooi, K. W., Tan, Y. L., ... & Sharma, V. K.
(2020). Headaches associated with personal protective equipment—A cross-sectional study
among frontline healthcare workers during COVID-19. Headache: The Journal of Head
and Face Pain, 60(5), 864-877. https://doi.org/10.1111/head.13811.

Prokopenko, O., & Omelyanenko, V. (2018). Information and communication technologies
support for the participation of universities in innovation networks (comparative study).
Innovative Marketing, 14(3), 17. DOI: 10.21511/im.14(3).2018.03

Shcherbak, V., & Arabuli, S. (2021). Methodology and technology of Hackathon ecosystem
to engage university faculty and students in innovation and entrepreneurship in the context of
reducing the impact of the Covid-19 pandemic. Management, 33(1), 105-114.
https://doi.org/10.30857/2415-3206.2021.1.10.

Shumik, E. G., & Baturina, O. A. (2020) Implementation of the Third Mission of the
Universities: Regional Aspect. Revista De La Universidad Del Zulia. 11(31), 323-338. doi:
10.46925//rdluz.31.20

Valverde-Berrocoso, J., Garrido-Arroyo, M. D. C., Burgos-Videla, C., & Morales-Cevallos,
M. B. (2020). Trends in educational research about e-learning: A systematic literature review
(2009-2018). Sustainability, 12(12), 5153. https://doi.org/10.3390/su12125153.

Wathelet, M., Duhem, S., Vaiva, G., Baubet, T., Habran, E., Veerapa, E., ... & D’Hondt, F.
(2020). Factors associated with mental health disorders among university students in France
confined during the COVID-19 pandemic. JAMA network open, 3(10), e2025591-
€2025591. https://doi.org/10.1001/jamanetworkopen.2020.25591

[https://creativecommons.org/licenses/by-nc-sa/4.0/]
Licensed under a Creative Commons Attribution 4.0

S432



	UNIVERSITY BRAND: FACTORS, TOOLS AND MAIN TENDENCIES OF DEVELOPMENT INFORMATION ABOUT AUTHORS
	UNIVERSITY BRAND: FACTORS, TOOLS AND MAIN TENDENCIES OF DEVELOPMENT INFORMATION ABOUT AUTHORS

