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Introduction. Efficient functioning of
educational organizations is impossible
without scientifically grounded activity
on creation and promotion of a brand
of educational services rendered by
them. The problem of increasing
competitiveness in front of modern
Ukrainian universities, which have
faced in the last decade with a decrease
in the number of applicants and the
need, in this regard, to strengthen the
branding of their capabilities in the
market of educational services, 1is
particularly acute.

The The

creation and promotion of educational

research  hypothesis.
services of a modern university will be
carried out effectively if the tools of
rebranding educational services are
used.

Purpose of the article: development

of the rebranding system as a
component  of  the  university
development strategy, factors and

tools, conditions of its implementation

and evaluation of the efficiency of its

use.
The methodology of the study:
methods  of  system, structural,
situational approaches, survey

methods, expert evaluation method,
SWOT-analysis.

Results. The developed concept of
KNUTD to
determine the main directions of
KNUTD rebranding based on domestic
and foreign experience and the basic

rebranding  allows

directions of the university rebranding
in modern conditions.

Conclusions. The developed concept
of KNUTD to
determine the main directions of
KNUTD rebranding based on domestic
and foreign experience and the basic

rebranding allows

directions of the university rebranding

in modern conditions.
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PEBPEH/IIHI
E®EKTUBHUU
KOHKYPEHTHOI BOPOTbBHU

YHIBEPCUTETY AK
THCTPYMEHTAPIHA

B. HIEPBAK!, O. HIEBUEHKO!
' Kuiscokuil

HAYIOHATbHUL VHIgepcumem

mexHo02it ma ouzauny, Yxpaina

Beryn. EdextuBHe (yHKUIOHYBaHHS
OCBITHIX OpraHizaiiil HEMOXJIMBO 0e3
HAYKOBO OOTPYHTOBAHOI iX MisUTBHOCTI
31 CTBOpPEHHSI Ta MPOCYBaHHS OpeHy
HaJ[aBaHUX HUMH OCBITHIX MOCIyT. 3
0COOJIMBOIO ~ TOCTPOTOIO  MOCTala
npobiema T IBUATIICHHS
KOHKYPEHTOCTIPOMO>KHOCTI nepen
Cy4aCHUMHU YKpaiHChKUMHU
YHIBEpCUTETaMH, IO 3ITKHYJUCA B
OCTaHHE JCCATUIITTA 31 3MEHILECHHIM
KOHTHHI€HTY abITypilEHTIB 1
HEOOXITHICTIO, B 3B'SI3Ky 3
MOCUJICHHSAM pOOOTH 3 OpEeHAIHTY
CBOIX  MOXIJIMBOCTEM  Ha  PUHKY
OCBITHIX MOCHYT.

I'inoTe3a nociaimxenHsi. CTBOpeHHS 1
MPOCYBaHHS OCBITHIX MOCTYT
Cy4acHOTO YHIBEPCUTETY oyne
3MIMCHIOBATUCA  €(PEKTUBHO,  SIKIIO
Oyle BUKOPUCTaHUN 1HCTpPYMEHTapid
PEOPEHIMHTY MTISITBHOCTI.

Mera pgaHoi crarTi:  po3poOka
CUCTEeMH DPEOpPEHAMHTY SK CKJIaJOBOi
CTpaterii  pO3BUTKY  YHIBEPCHUTETY,
(akToOpiB 1 IHCTPYMEHTIB, YMOB HOTO
BIIPOBAPKCHHS 1 OIIIHKU €(PEKTHBHOCTI
HOro BUKOPUCTAHHS.
MeToam  JI0CJHiTKEHHS:
CHUCTEMHOTO, CTPYKTYPHOTO, CUTYyaIli}i-

1IM,

METOIHN

HOTO MiJIXO/AIB, OMUTYBaJbHI METOJIH,
METOJI eKcrepTHUX ouiHok, SWOT-
aHami3.

PesyabTratn. BusaBieHo  KIHOYOBI
bakTopu MapKeTUHTY, L0 JO03BOJIUIN
BUJAUIMTHA TOJIOBHI KOMIIOHEHTH JUIA
YCIIIIHOT PO3p00OKHU KOHIIeTIIIi
peOpeHIUHTY Kuiscbkoro
HaIllOHAJILHOTO YHIBEPCHUTETY
texHosorii Tta auzaiiny (KHYTUH).
3anponoHOBAHO MeXaHi3M
pPEOPEHIMHTY YHIBEPCUTETY, IiJl SIKHUM
PO3yMIETHCS TJ1aH 3aXO0/IiB,
CIIPSIMOBAaHHX Ha IHTeTpaIio
COIllaJIbHUX T4 PUHKOBUX KOMIIOHEHTIB
st €(EeKTUBHOTO  BHUKOPHUCTAHHS
notexmiany imimxy KHYT/I.
BucHoBkn. Po3pobneHa KoHIenIis
peopenaunary  KHYTJ  nmosBosisie
BU3HAYHTH OCHOBHI HaTPSIMKH
peopenaunry KHYT/l, Buxonmdauum 3
BITUM3HSHOTO 1 3apyOiKHOTO JIOCBimy
Ta 0a30Bl HaNpSIMKH PEOPEHAUHTY
YHIBEPCUTETY B CYJaCHUX YMOBaX.

Karouosi ¢JIOBA:
KOHKYPEHTOCTIPOMOXKHICT, OpeH,
pebpenaunr, yHiBepcurer, SWOT-
aHaJi3.
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Formulation of the problem. Due to high competition in the market of
educational services and introduction of market principles into the process of
higher education institutions reform, universities everywhere strive to become
more attractive for their potential clients — applicants, students, investors. In
recent years, many higher education institutions have seen a way out of this
situation — to create a strong and memorable brand. University brand is formed
by the opinion of target groups, it is a subjective opinion, a process that is
complicated by external and internal factors. With the help of the name,
location, logo, history, corporate identity, website and other attributes can make
an educational organization attractive and desirable in the eyes of the target
audience. Based on this, we can conclude that the formation of a brand is a
strategic task, which should be done on a permanent basis. If this task is not
solved in time, the image of the university will be formed spontaneously.

An analysis of recent research and an unresolved part of the problem.
Leading domestic and foreign economists, such as D. Aucker [1], K. Keller [2],
S. Coomber [3], P. Temporal [4], J. Trout [5], D. Aucker [5]. D. Elzinga,
J. Gordon [6], S. Wheeler, E. Hirsch [7], F. Wang, X. Zhang, M. Ouyang [8],
J. Karabel [9], V. Shcherbak, S. Marchenko [10], G. Plisenko [11], V. Savon
[12], E. Neretina, 1. Neretina [12], and others. I. Gvozdetskaya, Yu. Korokoshko
[13] and others paid considerable attention to the essence and peculiarities of
rebranding development. These scientists understand rebranding as renewal,
revival, brand improvement, and increase of its effectiveness. Leading foreign
and domestic universities in recent years began to actively use it. At the same
time, in the activities of many domestic universities there is an inefficient use of
methods and techniques of rebranding, as well as their inexpedient application.
Today, in Ukraine, for some universities the introduction of rebranding tools is
inexpedient, while for others it is an important factor for competitive success in
the market of educational services. Under such conditions, the problem of
research into the specifics of the application of types, tools and conditions of
rebranding implementation for higher education institutions becomes
particularly relevant.

The aim of the article is to analyze rebranding as a component of
marketing strategy of the higher school, factors and tools, conditions of its
implementation in the university and evaluation of the effectiveness of use.

Research results. Domestic and foreign institutions of higher education
realize the need to create a positive perception of their organization and use a
well-known marketing tool — rebranding. Rebranding is a management process,
which is aimed at the creation and development of important material and non-
material characteristics of the university, which will allow it to be unique and
stand out among similar ones on the market of educational services. Today,
there are few domestic universities, which are ready to boast of their "name" at
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least on the national scale. On this basis, there is a need to systematize the
existing concepts of rebranding to apply them in practice in future work, as well
as to create practical effective recommendations.

Rebranding is an active marketing strategy, which includes a set of
measures to change the brand (both the company and its products) or its
components: name, logo, slogan, visual design, with a change in positioning. It
is carried out in line with the change of the conceptual ideology of the brand.
This implies that if quite significant changes have occurred in the company
(product), it is necessary to carry out restyling and repositioning of the brand as
components of the rebranding process. The main purpose of this process is to
strengthen relations between the brand and the consumer through the
development of four components of brand quality, functional quality of the
product, individual quality of the brand (values), social quality (respect) and
communicative quality (ability to establish and maintain contacts with the
consumer). There are many reasons for brand renewal: the brand is outdated,
there is a competitor with a more interesting brand, the brand has to perform
new tasks, the company changes or covers a new field of activity. Brand re-
branding tasks: strengthening of the brand (i.e., increase in consumer loyalty);
brand differentiation (strengthening its uniqueness); increase in the target
audience of the brand (attracting new consumers).

The practice of branding activity of Ukrainian universities confirms the
thesis that Ukrainian universities are actively searching for competitive
advantages, including the university brand. The work on building and
maintaining the brand is carried out in a constant mode by ensuring brand
communication with the target audiences, monitoring the perception of the
brand by the audience, the tone of media mentioning, covering various criteria
of the educational system of the university rebranding leads to a holistic image
of a prestigious university.

In the process of positioning the university brings to the target markets the
main idea — its uniqueness. As the world practice shows, the leading world
universities — Oxford, Cambridge, Harvard — carry out their positioning in this
way. These universities focus on traditions, famous graduates, highly qualified
teachers, freedom and democratic values in the process of education and
research. Summarizing the Western experience, experts note that the main idea
of positioning universities in Germany, Switzerland and Austria is a dual
education, which is based on a harmonious combination of training future
specialists both within the university and in the enterprise. The positioning of
university brands in these countries often emphasizes the absence of a gap
between theoretical and practical training of students. The brands of these
universities are associated by applicants and their parents with job security and
the demand for graduates [4, p. 16]. The idea of positioning the university is
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designed to incorporate the values of academic and corporate culture of a
particular university, which, as a rule, are synthesized in its mission. The
mission is, as a rule, a brief formulation characterizing the uniqueness of the
university through its strategic goal or perspective vision (Table 1).

Table 1
Features of national university concepts
Country Features of national university concepts
Great Britain - the concept of liberal education;

- high attention to the formation of the learner's personality, his
individual characteristics;

- preference for graduates with broad intellectual abilities and personal
qualities;

- aspiration to fulfil the university's super task by educating individuals'
personal characteristics;

- striving for high quality of research and professional training.

France - professional, educational model of education;

- strict hierarchy of subordination to the state;

- high degree of differentiation of scientific practice into intra- and
extrauniversity ones;

- activation of the university work in the direction of professionalization
based on the results of pragmatically oriented university science.

Germany - a strong emphasis on scientific research;

- high cohesiveness and cooperation of students and teachers for science
and research, interaction of their work for co-research;

- high speed of processing of research results and their transformation
into material for curricula and other educational purposes.

US - the consistent implementation of three models of European education;

- adoption of the English system model at the first level of higher
education in the form of four-year colleges;

- using the experience of French education, expressed in the form of
universities with six-year training;

- active use of the experience of German higher education in the form of
research orientation;

- a great deal of attention is paid to the master's degree.

Japan - considerable planning in the field of education;

- focus on long-term, well-established ties with certain social strata —
elitism;

- focus on priorities and expectations of consumers of educational
services;

- focus on organizations that are branded in terms of staff;

- a high degree of orientation to the requirements to the intra-company
atmosphere, to the traditions of the personnel,

- caste and elite principles of the university model construction.

Practice shows that the models of education in each country are determined
to a greater extent by the national structure: political system, mentality, set of

82



Journal
Issue 1 (31), 2020

ISSN 2415-3206
MANAGEMENT

values of peoples, their history, traditions and the established social and
economic system [5, p.141]. Despite the fact that individual educational
institutions reflect the characteristics of national models of higher education to
varying degrees, in general, the outlined features are quite tangible. A SWOT
analysis was carried out to develop a rebranding of the Kyiv National University
of Technology and Design (KNUTD). This analysis allows identifying the
factors directly affecting its activities and the most promising and effective areas
of rebranding (Table 2).

Table 2
SWOT-analysis matrix KNUTD
Strengths (S) Weaknesses (W)
Availability of budget seats; Impressiveness of technical

professions;
Low percentage of young
scientific and pedagogical
staff (SPS);

State subordination (status);
The status of "university";
High accreditation figures;
Location in the capital of

Ukraine; Weak material and technical
Wide range of educational base (laboratories,

services; workshops);

Stable team; Insufficient space;

Availability of social security
mechanism for employees and
students;

Availability of: thesis defense
councils, scientific schools,
scientific journals of category B,
international relations,
employment service for
graduates, hostels;
Implementation of the system of
continuous education;

Demand for graduates;
Recognition of achievements by
the society and professional
community;

Ranked 62nd among the world's
best fashion and design schools;
High quality of students' training
Ranks 71st in the world among
the best medical and
pharmaceutical schools in the
world.

Lack of sponsorship funds;
Insufficient relationship with
employers;

Lack of mobility of SPS;
Small number of economic
contracts;

Small number of status
graduates;

Low percentage of foreign
students.

83




ISSN 2415-3206 Journal

MANAGEMENT Issue 1 (31), 2020

End of Table 2
Opportunities (O) SO-strategy WO-strategy

Grants; Additional education on all Strengthening ties with

Additional education in all |specialties using remote employers, attracting foreign

specialties; technologies and with the students through international

Social and professional involvement of foreign teachers |cooperation

partnership;

Contractual relations;
Opening of "remote"
departments, branches
(subdivisions);

Opening of small
innovative enterprises;
Development of distance
education and learning

technologies;
Nostrification of diplomas;
Strengthening of
international relations.

Threats (T) ST-strategy WT-strategy
High level of competition; |Reduction of budget places, Lack of accommodation
Demographic situation; decrease in financing of facilities for international
Economic crisis; demographic decline and decrease | students.
Public policy on in the number of applicants in the |Reduced demand for
education; next 3—5 years. graduates in a number of
Decrease in the state order |Increased competition in target specialties, problems with
for university services; market segments: increase in the |their employment.
Decrease in budget number of non-state universities | High and constantly growing
financing; in the region, dumping policy and |level of expenses for
Decrease in budget places; |wide use of modern educational |maintenance of educational
Profiling of universities;  |technologies by competitors. buildings and scientific and
Lack of housing for newly laboratory equipment.
employed workers. Availability of resource

limitations in the
implementation of complex
programs..

The SWOT-analysis revealed the following prospects for the development of
KNUTD: additional education in all specialties using remote technologies and
with the involvement of foreign teachers; strengthening the relationship with
employers; attracting foreign students in international cooperation. Besides, the
following risks were revealed: demographic decline and decrease in the number
of applicants in the next 5 years; decrease in demand for educational services due
to high requirements on entrance tests and high cost of education; increase of
competition on target market segments: increase in the number of non-state
universities in the region, dumping policy and wide use of modern educational
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technologies of education by competitors; decrease in demand for graduates on a
number of specialties, problems of their employment; high demand for graduates
on a number of specialties, problems of their employment and employment.
Conclusions and suggestions. The analysis of the KNUTD brand shows the
increasing loyalty of consumers to the brand, positive satisfaction with the
education received at the university, complex and not always clearly expressed
perception of the brand leadership by clients (students). The increase of brand
popularity requires considerable efforts of PR and advertising companies. We also
believe that serious analysis requires the perception of brand values by internal
audience. The individual features of the university brand are quite high. But in
order for the public to feel the same way, a number of targeted PR-campaigns are
required. Consumers in the market of educational services face the problem of
differentiation of KNUTD brand and brands of other universities. The solution of
this problem also requires strengthening PR and advertising campaigns. The same
can be said about the general low awareness and public information about the
university brand in Ukraine. In general, the history of KNUTD existence and
development testifies to the successful and dynamic formation of its brand
awareness. The market behavior of the university can be called effective.

References

1. Aaker, D.A. (2003). Sozdanie silnykh brendov
[Building strong brands]. Moscow: Izdatelskii
dom Grebennikova. 440 p. [in Russian].

2. Keller, K.L. (2005). Strategicheskii brend-
menedzhment: sozdanie, otcenka i upravlenie
marochnym  kapitalom [Strategic ~ brand
management: creating, evaluating and managing

brand equity]. Moscow: Viliams. 704 p. [in
Russian].
3. Kumber, S. (2004). Brending [Branding].

Translation from English. Moscow: Viliams.
174 p. [in Russian].

4. Temporal, P. (2004). Effektivnyi brend-
menedzhment [Effective brand management].
Translation from English. St. Petersburg: Neva.
320 p. [in Russian].

5. Traut, Dzh. (2000). Novoe pozitcionirovanie
[New positioning]. Translation from English. St.
Petersburg: 192 p. [in Russian].

6. Elzinga, D., Gordon, J.W. (20098). Better
branding. The VcKinsey Quarterly, No. 4.

7. Uiller, S., Khirsh, E. (2006). Vlasteliny kanalov

[Lords of the channels]. Moscow: Izdat. dom
Grebennikova. 256 p. [in Russian].

85

Jlitepatypa

1. Aakep /1. A. Co3pnanue CHJILHEIX
OopennoB / JlBum A. Aakep. — M.:
WM3narenbckuiit gom  ['peGeHHUKOBA,
2003. -440c.

2. Kemnep K. JI. Crpaternueckuit OpeHi-
MEHEJDKMEHT:  CO3/1aHHe, OLEHKa U
yIpaBICHUE MapPOYHBIM KaluTaJIoM /
K. JI. Kennep. — M.: Bunbeamc, 2005. —
704 c.

3. Kym6ep C. bpenaunr / C. Kymbep;
nep ¢ anri. — M.: Bumeamc, 2004. —
174 c.

4. Temmopan [1. D¢ dexTuBHbIi OpeHa-
menemxkment / I1. Temmopan; mep. c
anri. — CI10.: Hesa, 2004. — 320 c.

5. Tpayt Ix. HoBoe mo3uLiMOHMpPOBaHKE
/ k. TpayT; nep. ¢ anri. — CII6., 2000.
-192c.

6. Elzinga D. Better branding / David
Elzinga, Jonathan W. Gordon // The
VcKinsey Quarterly. — 2009. — No. 4.

7. Yumnep C. BnactenuHbsl KaHajaoB /
C. Yumnep, 2. Xupum. — M.: Uznat. nom
['pebennuxona, 2006. — 256 c.



ISSN 2415-3206
MANAGEMENT

Journal
Issue 1 (31), 2020

8. Wang, F., Zhang, X.P.S. and Ouyang, M.
(2009). Does advertising create sustained firm
value? The capitalization of brand intangible.
Journal of the Academy of Marketing Scsence,

No. 37 (2), P. 130-143.

9. Karabel, J. The Best Education Money Can
Buy. Retrieved from: www.washingtonpost.com.

10. Shcherbak, V., Marchenko, S. (2016).
Formation and development of brand equity of
higher education institution. Actual Problems of
Economics, No. 6, P. 208-213.

11. Plysenko, H.P. (2016). Brendynh i brend-
bildinh yak naivazhlyvishi instrumenty v
konkurentsii na rynku osvitnikh posluh [Branding
and brand building as the most important tools in
competition in the market of educational services].
Visnyk Kyivskoho natsionalnoho universytetu
tekhnolohii ta dyzainu. Seriia: Ekonomichni
nauky [Bulletin of the Kyiv National University of
Technologies and Design. Series: Economic
Sciences], No. 4 (101), P. 41-47 [in Ukrainian].

12. Savon, V. (2007). Rebrending finansovykh
ucherezhdenii 1 ego effektivnost [Re-branding of

financial institutions and its effectiveness].
Bankauskii ~ vesnik  [Bankauskiy = Vesnik.
Information-analytical and scientific-practical

journal of the National Bank of the Republic of
Belarus], No. 34, P. 4652 [in Russian].

13. Neretina, E.A., Gvozdetckaia, LV,
Korokoshko, Tu.V. (2015). Imidzh i brend vuza:
vzaimosviaz, osobennosti formirovaniia 1
potentcial razvitiia [The image and brand of the
university: the relationship, the features of
formation and development potential]. Integratciia
obrazovaniia [Integration of Education], No. 1,
P. 13-21 [in Russian].

14. Dictionary of marketing. The American
Marketing  Association’s members-only  site.
Retrieved from: http://www/marketingpower.com/
mg-dictionary.php.

15. Restailinh i rebrendinh kompanii [Restyling

and rebranding of the company]. Retrieved from:
http://www.business.esc.lviv.ua [in Ukrainian].

86

8. Wang F. Does advertising create
sustained firm value? The capitalization
of brand intangible / F.Wang,
X. P. S. Zhang and M. Ouyang // Journal
of the Academy of Marketing Scsence. —
2009. —No. 37 (2). — P. 130-143.

9. Karabel J. The Best Education Money
Can Buy / J. Karabel. — Retrieved from:
www.washingtonpost.com.

10. Shcherbak V. Formation and
development of brand equity of higher
education institution / V. Shcherbak,
S. Marchenko // Actual Problems of
Economics. — 2016. — No. 6. — P. 208-213.

11. ITmucenko I'. I[1. Bpenaunar 1 Openn-
OUTIIHT SK HAHBa)KJIMBIILI IHCTPYMEHTH B
KOHKYPEHIIi Ha pUHKY OCBITHIX TOCITYT /
I'. I1. Ilnucenko // Bicauk KuiBchkoro
HaIllOHAJILHOTO YHIBEPCUTETY
TeXHonorii  Ta  am3aiiHy.  Cepis:
Exonomiuni mHayku. — 2016. — Ne 4 (101).
—C. 41-47.

12. CaBonb B. Pebpennunr puHaHCOBBIX
ydepexxaeHuil U ero 3(pQPeKTuBHOCTH /
B. CaBonp // bankayckiii  BeCHIK.
WHudopm.-aHall. U Hayd.-IPAKT. KypHaI
HanumonaneHoro  Oanka  PecnyOnuku
benapyce. —2007. — Ne 34. — C. 46-52.

13. Hepetuna E. A. Umumx u OpeHn
By3a! B3aMMOCBSI3b, 0COOEHHOCTH
(dbopMUpoBaHHS U TIOTEHLIaN pa3BUTHUS /
E. A. Heperuna, . B. I'Bo3nenkas,
10. B. Kopokomko  // HWuterpauus
obpazoBanus. —2015. — Ne 1. — C. 13-21.

14. Dictionary of marketing // The
American ~ Marketing  Association’s
members-only site. — Retrieved from:
http://www/marketingpower.com/mg-
dictionary.php.

15. Pecraiimiar 1 peOpeHAIHT KOMIIaHii
[Enektponnuii  pecypc]. —  Pexum
noctymy: http://www.business.esc.lviv.ua.



