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Abstract

Duetothehighcompetitioninthemarketofeducationalservicesand
bringingmarketprinciplestothereform processofhigherInstitutionsof
highereducationeverywherestriveto becomemoreattractiveto their
potentialcustomers-applicants,students,investors.Andinrecentyears,
manyhighereducationinstitutionsseeawayoutofthissituation-to
createasecureandmemorablebrand.Thebrandoftheuniversityis
formed dueto theopinion ofthetargetgroups;subjectiveopinion,a
processthatiscomplicatedbytheimpactofexternalandinternalfactors.
Usingthename,location,logo,history,corporateidentity,website,and
otherattributescanbemadeaneducationalorganizationattractiveand
desirable in the eyes ofthe targetaudience.Based on this,we can
concludethattheformationofabrand-Isatrickytask,whichmustbe
addressedonanongoingbasis.Basis.Ifyoudonotsolvethisproblem
promptly,theimageoftheuniversityformedspontaneouslyandnotrarely
positive.Domesticandforeignhighereducationinstitutionstheneedto
createapositiveperceptionoftheirorganizationrecognizeandusewith
thispopularmarketingtool-rebranding.Rebrandingisamanagement
processthataimstothecreationanddevelopmentofrelevantmaterialand
intangiblecharacteristicsuniversitiesthatallow ittobeuniqueandstand
outamongsimilartothemselvesinthemarketofeducationalservices.To
date,therearefew nationaluniversities,readyboasthis"name"atleast
throughoutthecountry.Basedonthis,thereisaneedtosystematizethe
existingconceptsofrebrandingtoputthem intopracticeinfurtherwork,as
wellascreatingpracticalrecommendationsapplicabletotheAzerbaijan
StateUniversityofEconomics(UNEC).
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FIRSTPART

1.INTRODUCTIONANDCONCEPTOFHIGHEREDUCATION

INSTITUTIONS

Introduction

Thebrandingisaboutequippingproductsandserviceswiththepower

ofthebrandandmakingadifferencebetweentheproducts(Kotlerand

Keller,2012,p.243).Today,thebrandisofvitalimportancenotonly

forproducts butalso forinstitutions serving in differentareas.

Recently,the brand and branding process forhighereducation

institutions,whosenumberhasincreasedconsiderablyinthenational

andinternationalcontext,isseenastheconceptsthatneedtobe

managed strategically.Globaltrends in highereducation increase

competitionintheseinstitutionsandmakethem haveacompetitive

advantage(Nguyenetal.,2012,p.779).Universitiesarefocusingon

somebrandandimagestudiestoincreasethepreferabilityratiosand

improve quality. Every university aims to achieve international

standardsineducation,toprovidequalifiedgraduates,toworkwith

academiciansspecialized in theirfields,to stand outin scientific

research and developmentactivities and to contribute to society.

Universitiesfulfilltheseobjectivesandalsosupporttheprocessof

branding.Therefore,theactivitiescarriedoutbyuniversitiesprovideto

theirbranding;On the otherhand,successfulwork willhelp to

strengthenthebrand.

Productand service brands,such as brand loyalty,preferability,

differentiation,to benefitpeople and societyand identityaffects;

universitybrandsalsostrengthenrelationswithstudentsandother

stakeholders,increasepreferability,ensurethewithdrawalofqualified
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academics,pavethewayforuniversity-industrycollaborationsand

contributetoagoodpositioninthesociety'smind.Thisstudyaimsto

examine the process of branding in universities and to offer

suggestionstosupportthebrandingofuniversities.Inthiscontext,

Aaker'sBrandIdentityPlanningModelisbased.

AccordingtotheBrandIdentityPlanningModeldevelopedbyAaker

andemphasizingthatthebrandisastrategicelement,thefoundation

ofbrandimageisbasedonthestrategicplanningofbrandidentityand

determining the communication strategythatguided the process

(Aaker,1996,p.69).Aaker(1996)dividesitsbrandidentityintotwo

dimensions:selfandextended.Self-identityreferstoacontinuum that

is independentoftime and resistantto change.In contrast,the

extended characterdescribes the communication direction ofthe

brandandincludesbrandassociations.Whenthismodelisadaptedto

theuniversitybranding,universitybrandsemergefrom theassociation

ofuniversities'self-identityfrom thepast/establishmentyearsandthe

extendedidentityfrom communicationwiththecommunity.Whenthe

valuesofauniversityareintegratedwiththebenefitsofsociety,itwill

constituteabrandbasedonthescientificandculturalbasisforboth

socialand academia.According to this model,universities offer

studentsandtheirexpectations;otheruniversitiesandself-analysisin

detailandaccordancewiththisinformationbasedontheself-identity

andextendedidentitywithinthescopeofthebrandingprocessare

managed.Wecansummarizetheresultsobtainedduringthisbranding

processasfunctionalbenefits,emotionalbenefits,personalbenefits,

andrespectability.Thepromisesoftheuniversitiestothestudents

andotherstakeholdersandtheirinabilitytofulfillthesignsarethe

determinantsoftheirrelationswiththeirstakeholders.Accordingto

thismodel,studentsandotherstakeholdersneedagoodpositionin

theirmindssothatuniversitiescanbecomeabrand.Basedonthis,it
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isexpectedthatcompetitiveadvantagewillbeachievedthroughthe

developmentofuniversityself-identityandcommunicationefforts.Itis

necessarytofollowastrategiccommunicationstudyandresultstobe

followed.InTablebelow,thesestepsareexplainedindetail.

(Source:DavidA.(2009),CreatingPowerfulBrands95)
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1.1TheconceptofUniversityBranding

Thebrandisasharedanduniqueideathatisexpressedinproduct,service,
position,andexperience(Kapferer,2008,p.13).Brandingwithintheglobal
head-turningglobaleconomyisseenasanecessityformarketingsuccess
(Drori,2013,p.3).Inmanycountries,universitiesareinternationalized,and
inthiscontext,thebrandsofuniversitiesinfluencetheabilitytoattract
stronglyqualifiedstudentsanduniversityemployees(Ngyenetal.,2012,p.
779).Universities,likeotherservice-orientedinstitutions,arealsofacingan
increasinglycompetitiveenvironmentandhavetofindwaystodifferentiate
theirinstitutionsandtelltheirstories(Judsonetal.,2008,p.57).Basedon
thisnecessity,universitiesshouldempowerthemselvesbyevaluatingtheir
opportunitiesandthreatsandshouldbeabletomanagetheirbranding
activitiesfrom astrategicpointofviewbothnationallyandglobally.Whelan
andWohlfeil(2006,p.317)emphasizetheneedtodominatethecorporate
brandinthemanagementofhighereducationinstitutions.Brandingin
highereducationinstitutionsisexplainedbytheincreasingtransferof
ethicalbusinesspracticesfrom theprivatesector(WæraasandSolbakk,
2009,p.449).

Universitybrand(Ngyenetal.,2012),whichisauniversalcreationofthe
stakeholdersoftheuniversitybasedonactualexperiencesineducation,in
Attractingthewisestudentswhoreflectthecapacityoftheinstitutionto
distinguishthemselvesfrom theothers,reflectingthecapacitytomeetthe
expectationsofthestudents,andrevealthetrustintheabilitytofulfilla
certainlevelandtypeofhighereducation.Itisdefinedasamanifestothat
supportsitspotential(Bennettand Ali-Choudhury,2007).In academic
institutionswheretheproductisabstract,theimageplaysanessentialrole
inhelpingstudentsandparentsoftenchoosetheinstitution'sprograms
(Paden and Stell,2006,p.45).Universitybranding createsawareness
among brand candidates and theirfamilies through donation,faculty,
businessleaders,alumniandpublicofficials(Josephetal.,2012,p.2).The
brandingintheacademyhasmadethenewdictionary,suchascorporate
communication,identity,andreputation,awareoftheconnectionbetween
thevaluesandcharacteristicsofhighereducationinstitutionsandhowitis
perceived(WæraasandSolbakk,2009,p.449).

Universities can differentiate with their prominent features. Some
universitiesare remembered with stricttraining,linkswith well-known
people,orarightcampus.Theimageoftheuniversitycreatesawayforthe
differentiation and communication ofthe programs and educational
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experience thatthe students willstudy when compared with other
universities(PadenandStell,2006,p.46).Thus,studentswillbesatisfied
withtheemotionalaspectsthattheycannotfindinotheruniversities,such
aseducation,physicalfacilities,andactivities,aswellasbeingapartofthe
universityand carrying thecorporatespiritto theirselves.Itisnota
coincidencethatthegraduatesofsomeuniversitiesareproudtograduate
from thatuniversitydespitetheirlongyearsofexperience,andthattheir
strongtiescontinuewiththeuniversityandotheralumni.Thebrandisseen
asanartifactthatdefinestheinstitutioninaspecificwayandcarriesthe
personalityofaparticularuniversity(Drori,2013,p.3).Thebrandsof
universities,inotherwords,people'sperceptionsoftheuniversityasa
resultofacademicand organizationalsuccessand failure.Creating a
brand means achieving more success,which requires academic and
administrativeworktogetherandgoodleadership(Temple,2011,p.113).
Inthiscontext,makingtheacademicandadministrativeemployees’partof
thebrandmanagementprocessesandactingasabrandambassadorof
theuniversityisoneofthebasicrequirementsofhavingastrongbrand.

Consumerslearnaboutbrandexperienceandbrandmessagesandhave
anopinionaboutwhichbrandmeetstheirneeds(Ural,2009,p.3).Asthe
brandis,apromisetotheconsumer(,beingastrongbrandrequires
promisingabenefittotheconsumer(TashkınandAkat,2008,p.29).
Studentsdonothaveacompleteexperienceoftheeducationalprocess
beforedecidingonjoiningauniversityandthereforerelyonthebrandname
and image (reputation)ofthe university as the promise ofultimate
satisfaction (Paden and Stell,2006,p.46).There are also critical
perspectivesonbrandinginuniversities.Accordingtooneview,ifbranding
is an analyticaltooland notonlya myth,criticalministers saythat
practicesgenerallychallengetraditionalvaluesthatexistintheacademy
and specificallyin private universities.There are differences between
academicdisciplinesintermsofcostsandpriorities,andbrandingleadsto
aspecificsetofvaluesandasingularidentity(WæraasandSolbakk,2009,
p.453).Thefocusofthesecriticismsliesonthefactthatuniversitiesare
continuallydeveloping,basedonacademicvalues,thereareinnovative-
orientedinstitutionsandcannotbestandardizedinthewayofbranding;
Therefore,itisanecessitytoactwiththeacceptedfundamentalvaluesby
takingintoconsiderationthattheacademycannotbekeptinindividual
moldsinthebrandingstudiestobecarriedoutbyuniversities.)Since
educationisnotasimpleandaverageservice,servicebrandcomponents
cannotbeapplieddirectlytotheuniversitybrand(Ngyenetal.,2012,p.
780).
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Ingeneral,itisquestionedwhethertheplaceofeducationalvaluesin
brandingprocessesandwhethertheseprocesseswillbebasedoncultural
heritagesuch asfreedom ofresearch,objectivity,truth,teaching,and
independenceoflearningapprovedbyuniversitiesasascienceinstitute
(Wæraas and Solbakk,2009,p.453).However,itis notpossible for
universitiestocarryoutabrandingprocessthatwillbeshapedonthe
mentionedheritage.Theadoptionofwidelyacceptededucationalvaluesin
theprocessofbandingtogetherwithinnovationsmaycontributetothe
developmentprocessofuniversities.Sevier(1994)concludedthatfour
factorsthataremosteffectiveinchoosinguniversityschoolsareimageor
reputation,location,wages,andspecificsections.Choosingauniversityis
toenteracomplexdecisionprocessandsimplifiesthebrandselection
process.Therefore,universitiesareincreasinglyawareoftheimportanceof
branding(Judsonetal.,2008,p.57).

1.2ShortHistoryofBranding

Thehistoryofbrandingdatesbackalongtime,andbrandsareseenasa
factorthatgivesqualitytoproductsandservicesfrom pasttopresent.
AncientEgyptians,Greeks,Romans,andChinesearesaidtosealpottery
andotherobjectstoindicateownershipandquality.Withthisseal,ifpeople
likedanitem,itcouldbeknownwhowouldbepraised,wherethisproperty
wouldbefoundinthefuture,andwhentherewasaproblem,whowouldbe
responsible(PerryandWisnom,2004,p.12).Therefore,thequalityofthe
productisguaranteed,andtheconsumer'strustinthebrandissupported.
Thiswasthebasisforbrandloyalty.

Today,thebrandconceptisattheheartofmarketingtheoryandpractice
(Pearson,1996,p.6).Thebrandisdefinedasdetectinganinternalized
summarythatresultsinthecreationofaseparateplaceofimpressionsof
customersandconsumersbasedon;theyareperceivedemotionaland
functionalreturnsintheirimaginationsin(Knapp,2000).Another
identificationbrandallProductdevelopment,service,advertising,
marketing,after-salesactivitiescarriedoutbyamanufacturerorsellerare
allcreated;itisthesum ofabstractvaluessuchasawareness,image,
qualityperception,andcommitmentand(Deniz,2008,p.24).Aktughlu
(2009,p.16)namedthebrandtakesThenamethatdeterminestheidentity
ofthegoodsandservices,distinguishestheproductfrom itscompetitors,
facilitatescommunicationwithconsumersasthefocalpointofmarketing
managementandadvertisingmanagementapplications,providesa
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numberoflegaladvantagestoproducersandconsumers;symbol,the
symboldefinesthem assymbol.

Itisacombinationofbrandcharacteristics(whatthebrandis),consumer
benefits (productneeds and requirements) and values (consumer
connotationsoftheproduct)(Pearson,1996,p.6).Thebranddifferentiates
productorservicefrom otherproductsandservicesthatmeetthesame
needs.Thesedifferencescanbefunctional,rationalorconcreterelatedto
theperformanceoftheproduct;itcanbemoresymbolic,emotionalor
abstract(KotlerandKeller,2012,p.241).Oneofthemostcriticalfactors
thatunderliethestrategicstructureofthebrand,asstatedbyTashkınand
Akat(2008,p.3)isthatitisa’differentiationtool.Brands,businessesto
touchthefabric,trouserstotry,watermelonorappletoexamine,whenthe
testdrivedoesnotofferautomobiles,servesasaproxytotheproduct
(Berry,2000,p.128).Byaddingvaluetothebrand,thebranddistinguishes
itfrom productswithsimilarfeaturesandbenefits(Pearson,1996,p.6).
Togetherwiththecost,itaddstotheproduct.Thebrandalsobuildsan
identity,aswellastheparticularbenefitsoftheproductandconnectswith
theconsumersinabstractform.Inthiscontext,thebrandhasthemeaning
ofintroducingproductsbeyondthedefinitionofproductswithonlysigns,
liking to the consumer,creating loyalty,supporting the business and
productimage(theUral,2009,p.1).Consequently,thepositionacquiredby
thebrandtodayisshapedbytheinfluenceofmanycomponentsthatadd
valuetotheproductorservice,farbeyondsimplemarkingandservesasa
keytoseparationfrom others.

Table2:DifferencebetweenproductandBrand

Product Brand

 Producedinthefactory.

 Theobjectiseithertheservice.

 Theformathasitsproperties.

 Canbechangedorimprovedover
time.

 Itprovidesaphysicalbenefittothe
consumer.

 Therearephysicalcomponents.

 Itaddressestheleft(rational)side

ofthebrain.

 Brandcreated

 Theconsumerperceivesit.

 Itispermanent.

 Satisfyingconsumerneeds.

 Theconsumercanevaluateitasa
statusindicator.

 Hehasapersonality.

 Thereareemotionalcomponents

 Itaddressestheright(emotional)

sideofthebrain.

(Source:Aktughlu,2009,p.15.)
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Asstatedinthetableabove,whiletheproductandbrandaretwomixed
concepts,theproductreferstomoreconcretecomponents.Besidesthe
specificparts,thebrandalsoincludesabstractelementssuchasimage
andcharm.Withthedevelopmentoftrade,competition,andtechnology,
enterpriseshavetocreatebrandsthatwillenablethem toleavetheir
competitorsintermsofbrandingtheirproductsandthusgainingprofit
(Engin,2016,p.278).Astrongbrandisasign,emblem andaglobalsymbol
thatcanimmediatelyrevealitscreativityandattractattentioninanew
country,category,andindustry;Itisthemostreliablewaytodrawattention
regardlessofcompetitionandcompetitiveness.(Perry&Wisnom,2004,p.
12).Itisaguaranteethatthebrandpromiseswillbefulfilledcontinuously
andconsistentlybeyondthenameofaproduct(Engin,2016,p.278).The
brandshowsthesourceormanufactureroftheproducttotheconsumer
andthusservestoprotectconsumersandproducers(Keller,2008,p.6;
Engin,2016,p.278).

Asstatedinthetableabove,whiletheproductandbrandaretwomixed
concepts,theproductreferstomoreconcretecomponents.Besidesthe
specificparts,thebrandalsoincludesabstractelementssuchasimage
andcharm.Withthedevelopmentoftrade,competition,andtechnology,
enterpriseshavetocreatebrandsthatwillenablethem toleavetheir
competitorsintermsofbrandingtheirproductsandthusgainingprofit
(Engin,2016,p.278).Astrongbrandisasign,emblem andaglobalsymbol
thatcanimmediatelyrevealitscreativityandattractattentioninanew
country,category,andindustry;Itisthemostreliablewaytodrawattention
regardlessofcompetitionandcompetitiveness.(Perry&Wisnom,2004,p.
12).Itisaguaranteethatthebrandpromiseswillbefulfilledcontinuously
andconsistentlybeyondthenameofaproduct(Engin,2016,p.278).The
brandshowsthesourceormanufactureroftheproducttotheconsumer
andthusservestoprotectconsumersandproducers(Keller,2008,p.6;
Engin,2016,p.278).

SECONDPART

II.GENERALFRAMEWORKONINTERNALCORPORATEBRANDAND
BRANDING
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2.1ConceptandDefinitionofBrand.

Itisknownthatthebrandbeingoneofthemostcriticalassetsofthe
enterprisewilltakeplacewithdifferentiationfrom itscompetitors(Uztugh,
2008,p.21).Institutionsthatseektoachievecompetitiveadvantageby
differentiatingthemselvesfrom theircompetitorsmaybeinadequateto
conductproductand service branding activitiesonly.Forthisreason,
institutionsaretryingtocreateacorporatebrandthatwillstandoutwith
theirqualitiesandvalues(Aydın,2017,p.307).From theperspectiveof
communication,itispossibletoconsiderbrandingasattemptstotellthe
storiesofaninstitution(Jundonetal.,2009,p.54).Corporatebrandingis
definedasthesystematicplanningandimplementationofprocessesthat
willcreateapositiveimageandultimatelycreateapositivereputationand
resultinapositiveimagewiththesignssenttoallstakeholders,together
withthemanagementofbehaviors,communication,andsymbols(Einwiller
and Will,2002,p.101).Corporatebrand isseenasoneofthemost
importantstrategicassetsofanorganization(HatchandSchultz,2008).
Thus,thebrandmaybemorevaluablethanthesum ofthevaluesthatthe
institution offers materially.Therefore,the importance ofbranding is
increasing.Thecorporatebrand,whichisseenasmorecomplexthan
productbranding,isabstractandconsistsoftheraces,beliefs,andvalues
ofpeoplewhocanbeverydiverseabouttheorganization(Wearaasand
Solbakk, 2009, p. 451). Corporate branding involves providing
differentiation and preference atthe organizationallevelratherthan
productsandservices.Theinstitutionitselfisatrademark(Curtisetal.,
2009).Corporatebrandaffectingallinternalandexternalstakeholders;it
influences allorganizationalactivities from top to bottom,inspiring
everythingtheorganizationissayinganddoingnow and,inthefuture,
(HatchandSchultz,2008,p.10).Inthesecircumstances,itcanbesaidthat
therearesignificantdifferencesbetweenproductandcorporatebrands
bothintermsofscopeandapplications.Thefollowingtableaddresses
thesedifferences.

Table3:DifferencesBetweenCorporateandProductBrands

ProductBrand CorporateBrand

ScopeandScale Aproductandserviceorclosely
relatedproductgroup

Thewholeinstitution

TheOriginofBrand
Identity

Thevisionoftheadvertiserwho
getsinformationfrom marketing

research

Thelegacyoftheorganization,
thewidelyacceptedvaluesand

beliefsofthemembers.
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Targetgroup Customers Variousstakeholders

Responsibility Productbrandmanagerand
team,advertisingandsales

departments

Productbrandmanagerand
team,advertisingandsales

departmentsCEOor
managementteam,usually

marketing,corporate
communication,human
resources,strategyand
sometimesdesignand

developmentdepartments

PlanningConcept Productlife Institutionlife

(Source:HatchandSchultz,2008,p.9.)

Mankiw (2015,p.225)underlinesthatcorporatebrandsarenotonlya
proposalthatcontributestothecreationofthevalueandcultureofthe
institutionsbutalso a strategicmanagementchannelthatguidesthe
processesoftheorganizationtocreatevalue.Brandingplaysavitalrolein
establishingpositiveattitudestowardstheinstitutionasoneofthemost
importantbenefitsofaninstitution(Curtisetal.,2009).Bigcorporate
brands serve as significantleverage due to the positive associations
associatedwiththenameoftheorganizationandthecommunication
activitiesthattheorganizationofferstoitsstakeholdersasuniqueand
differentbrands(SchultzandKitchen,2004).Thosewhohaveacorporate
brandgainacompetitiveadvantageagainstthosewhodonot(Mankiw,
2015,p.226).

2.2ModelsofFormulationofBranding

Foralongtime,theRussianeducationsystem wasconditionedbythe

politicalsystem ofthestateandworePlannedcharacter.Howevertoday

thereisanentirelydifferentsituation,sincethesocio-economic,thecasein

thecountryhaschangedaccordinglyandtheprinciplesoffunctioningof

educationalfacilities,moreandmoreacquiringfeaturesmarketeconomy.

AstheintroductionofmarketprinciplesIntheprocessofreforminghigher

educationinstitutions,competitionistightening.Andwearebuildinga

marketforeducationalservices.Thisisfacilitatedbytheemergenceofa

largenumberofeducationalinstitutionsofthestateandnon-statetypes

andvariousformsofthepropertyprovidingawiderangeofdifferent
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educationalservices.Sincethefieldofeducationisoftenconsideredin

isolation from needs transformable market,this position of higher

educationrequiresstrengtheningcompetitiveareasofitssubjects,forcing

managementuniversitiesto activelyintegratemarketing toolsinto the

mechanism ofstrategicplanningandmanagementofhighereducation

institutions,includingtechnologiesbranding.Ahighlycompetitivemarket

requireseducationalinstitutionsofhighereducationtakeacloserlookat

adoptingstrategicdecisionsregardingtheexternalenvironmentofhigher

educationinstitutions,whichultimatelymustensuresustainablemarket

positionandconstanttheinfluxofconsumersofeducationalservicesand

loyaltytotheuniversity.Similarresultsarepossibleonlywhenthepresence

ofthepositiveimageandstrongbrandbasedonhigh-levelOrganizational

cultureandqualityofeducationalservices,includingthecorrectratioofall

elements of the marketing mix high school. Sustainable Russian

educationalthereareasmallnumberofbrands.Thisdeterminesthe

relevanceoftheanalysisofthepracticalexperienceofuniversitiesandthe

development of a sequence of actions for the development and

managementbrandofhighereducationinstitutionintheregion.Despite

theabundanceofliteratureontheformationofeducationalbrands,the

needtosystematizeexistingmodelstakingintoaccountthespecificsof

Russianuniversitiesto putthem into practice.Educationalbrandsare

usuallyformedhistorically;howeverlargeinfluenceontheprocesshave

directactions on the competitiveness ofthe school.Formation of

educationalbrand institutions,especially highervocationaleducation,

representsquitecomplicatedandtime-consumingasawellaslengthy

process.Todate,Asthereviewofscientificworksshows,asinglemodel

ofbrandformationhasnotbeendeveloped.Educationalinstitution.Many

researchers,practitioners,and experts in the field ofmarketing and

branding have created their models.The brand building developed

structuralelementsoftheeducationalbrandaswellasidentifythemost
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importantofthem.Thefirstmodelconsideredisamodeldevelopedbythe

authors E.N.Bogdanov and V.G.Zazykin,which is called "Seven-

component corporate modelimage." According to this model,the

managementofthecorporateimageofaneducationalinstitutiontakes

place bymodeling the image through its seven components.Letus

characterize the positioning in more detail.The firstcomponentis a

motivationallytargeted,whichimpliesthestudyoftheneedsofsubjectsof

educationalactivitiesthatareinvolvedinshapingtheimageofeducators

andeducationalinstitutioningeneral,psychologicalreadinessofteachers

toparticipationinwork,experience,aswellasthedeterminationofmotives

and goals ofaction,as wellas assessmentIt's results.The next

component-meaningful-revealstheessenceoftheteacher'simage,The

structure,and characteristicsoftheforming elements,aswellasthe

criteriafortherepresentativenessofthepicture.Technologycomponent

directlydeterminesthesequenceoftheprocessstepsformationofthe

imageoftheteacher,serviceabilityandtechnologicalreadinessoflabor

subjectstopedagogicalwork,developmentofdirectionstoimprovethe

model.LetusproceedtothedescriptionofthenextRussianmodelof

brandformationinstitutions.Whendevelopingabrandstrategyeducational

institutioncandidateofeconomicsciences,O.V.Nefedovausedthemodel

presentedinFigure.Inthestructureofthebrandplatform inthisModels

include:

-values thatare importantto consumers (fame,prestigious diploma,

stories,anduniversitytraditions,successfulemployment);

-brandidentificationisspecific,unlikecompetitors,along-term promiseto

consumersfrom anenterprisethatconsistsofpositioning(aplaceinthe

mindsconsumersversuscompetitors),character(humantraitsinherentin

abranduniversity)andattitudestowardsconsumers;

-brand orunitarchitecture,faculties,institutes,and branches ofthe
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university;

-Associationswerearisingwiththetraininginstitution-history,graduates,

brightsuccessesandeventsinthelifeoftheuniversity.Summarizingthe

above,itbecomesevidentthatusingBrandinginschoolmanagementisa

new requirementofthemarketenvironment,allowingtostrengthenthe

competitive position Educationalinstitution.Thus,to practically use

Brandingintheworkoftheuniversity,youneedtousethepresented

attributesand with theirhelp controlthemind consumers.Thebasic

principleintheconstructionofthemodeldevelopedbyN.G.Germanwas

thepostulatethatmoderneducationisnotshouldonlybeameansof

Learning becausethecurrentconditionsimplytheactiveform ofthe

information society. Besides, training should be involved in

multicomponentformationeducationalinformationenvironment.Tobuild

a modelN.G.Herman designed structure core competencies ofthe

university,whichareofcrucialimportance.Whenchoosingauniversityin

the current market conditions,the factor becomes the no base

competencesofaneducationalinstitutionandmethodofimplementation.

These basic competencies.I.e.,reinforcements educationalprocess

elements-BrandandapplicationofinformationtechnologyinLearningare

consideredkey.BasicCompetenceceasestobethedeterminingfactorin

choosinganeducationalinstitution.Itbecomesthatwayhow thecore

competencywillbeimplemented.Reinforcements

samecapabilitynotdirectlyrelatedtothebaseline-theyareoptional

Benefitsforconsumersguaranteedbytheuniversitybrand.Onthisbasis,

thekeycompetenciesbecomeanessentialsourcedifferentiationbecause

theyareassociatedwiththeuseofthelatestinformationtechnologiesin

traininganddirectlyaffecttheimageuniversitybrandeducationalservices

market.Basedonthemoderncompetencestructureoftheuniversity,a

multilevelmodelhas been created.The formation ofa brand ofan
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educationalinstitutionoccursthroughtheconsistentimplementationof

universitycompetencies.So,inthefirststage,thevaluebecomesbasic

CompetenceisthemainbenefitofLearning,i.e.,Gettinganeducation.At

thesecondstage,thenecessarycorecompetenciesareimplemented.-

Extended benefits also called rational. The third stage is the

implementation ofthe skillsthatreinforce the main advantage which

includethemodernizationoftheeducationalprocess,theintroductionof

innovativetechnicalsupportintraining,etc.Additionalcompetenciesmay

bebothtangibleandintangible.Inthefourthstage,theuniversitybrand

importanceisthecharacteristicsbrandrelatedtotheperceptionofthe

universitytargetaudiences.Inthisway,thecomponentsoftheuniversity

brandinthemultilevelmodelarespecificrationalandsymbolicvalues

whichareassociatedwiththeuseofinformationtechnologyintraining.

Researcher branding in the field Education DA Kaygorodova offers

formationmodelauniversitybrand based ontheconceptsofforeign

authorssuchasScottDavis,DouglasHoltisamarketingprofessorat

OxfordUniversity.Themainideaisthattheuniversitybrandcreatedonlyin

therepresentationofconsumersthroughthepointsofcontactdirectlyin

theprocessofimplementinganeducationalservice.Thisishow notonly

theexternalbutalsotheinternalimageiscreated-amongtheemployees

oftheuniversityitself,sponsors,publicorganizations,marketspecialists.

Anothercriticalpointofthemodelalsoservestheintroductionoftheterm

"authors"-thesearepeoplewhoform thebrand.Amongthem isitself

educationalinstitutionthroughallitsmanifestationsactivities;influence

groups -experts,authorities,mass media (mass media),government

agencies,competitors;popularcultureandcustomers.Thismodelofthe

universitybrandreflectstheprocess,andthemainpointsofinteractionof

theuniversitybrandwithitsmedium aretheauthors.Themainfactoristhe

universityitself-theentireteam ofemployeeswhoareknowninthemodel

astheauthorsofthebrand.Besides,nolesscrucialcollectiveco-authorof
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the university brand is a chain ofauthors main product:students,

graduates, graduate students, undergraduates, teachers, scientists,

becauseitistheirstories,successes,andachievementsthatcreateBrand

power.Authorsoloiststhemodelsseetherector,who,inadditionto

managingtheuniversityasawhole,alsoexercisesleadershipBranding.In

general,theessenceofthemodelisreducedtotheideathattheuniversity

astheprincipalauthorcanorganizetheprocessofmanagingthebrandto

controltheactionsoftheco-authors.The"ModelofTwo-Dimensional

Perception ofthe Brand Positioning ofan EducationalInstitution"by

researchersL.M.Kapustina and A.A.Kolga isbased on theMartin

Lindstrom multi-sensormodel.The main idea ofthis modelis the

combinationofarationalcomponentoftheprocessofcognition,aswell

assensoryperception.Thus,thetraditionaleducationalprocesswitha

predominanceoftheconceptofpracticalityiscomplementedbyacreative

componentwiththedominanceoffreedom ofexpressionandmaximum

individualizationoftheeducationalprocess.Innovativepositioning,asthe

essenceofatwo-dimensionalmodel,isanequivalentcombinationofkeen

intelligenceandaestheticprinciples,thatis,asynthesisoftherationalside

ofknowledgeandtheemotionalsphereofhumanperceptionoftheworld.

Theareaoffeelingsisthemotive,theguidingforceforactivatingthe

process of thinking and transition to practice. So, the creative

implementationpotentialofapersonwillallowprovokingtherealizationof

scientificandentrepreneurialpotential.Accordingtotheauthors,the"Two-

DimensionalModeloftheEducationalBrand"willhelptoestablishuseful

contactswithalargenumberofspecialistsinvariousscientificfields.Thus,

attractingintellectualresourcesisthebasisforaneffectiveandstrong

brandofhighereducationinstitutions.Theauthorsofthenextbrandmodel,

basedonvaluesandassociationsofconsumersofeducationalservices,

areM.V.Selyukovand N.P.Shalygin.Thecoreideaisto achievethe

integrityoftheindividualimageoftheuniversitybrand,andforthis,all
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marketingeffortsshouldbecombinedintoasinglesetofactivities.Of

particularimportanceistheprocessofformingassociationsforthetarget

group,whichinthelong-term projectwillstrengthentheperceptionofthe

university'sbrandbyconsumerstoachievetheeconomicandsocialeffect.

Itisobviousthatthepersonnelpotential(theindividualteachingstaff)is

oneofthemostimportantstructuralunitsintheformationofastrong

educationalinstitutionbrand.Also,businessreputationisahighscientific-

pedagogicallevel.

-laureates ofawards,grants,academicians,achievements ofleading

teachers,theirprofessionalandpedagogicalskills.Anequallyimportant

elementofastronguniversitybrandistheorganizationoftheeducational

process-theformsandtechnologies,theoriginalityofthetrainingsystems

istakenintoaccount.Thecurrenttrendistoattractpractitionersand

maximize the use ofinformation technology.The role ofemotional

attractionisalsofundamental.Herewecannotethelocalpatriotism -

underlining itslocalplaceand importanceinthelifeoftheregion.A

significantfactorworthnotingandthematerialandtechnicalbaseofthe

universityfortheformation ofastrong brand.Multimediaequipment,

sports complexes,dormitories,computer equipment,are important

conditionsinthelearningprocess.Themethodofdevelopingabrand

called"BrandWheel"wasdevelopedbythestaffoftheadvertisingagency

"Bates"Concerninganeducationalinstitution,V.Shorokhovaformedthis

model.Itsessenceboilsdowntodefiningtheattitudesandfeelingsof

consumersabouttheuniversitybrand,sothe"Wheeloftheeducational

brand"contains five levels:attributes,benefits (advantages),values,

individuality(personality)andtheessenceorcoreoftheuniversitybrand.

Theconstituentwheelsofthebrandforhighereducationwillbespecific

elements.Thefirstlayerpresentstheattributesbrandwhichinthecontext

ofeducational
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Institutionsincludebasicandadditionaleducationalprograms,master's,

postgraduate,researchandscientificactivities.Thesecondlayerinthe

frameworkoftheuniversityarethebenefitsrepresentedbytheoverall

resultsoftheuseoftheuniversitybrandbytheconsumer.Amongthem are

a diploma,training ofhighly qualified personnel,the involvementof

specialistsinresearchprojects.Thethirdlayerdescribesthevaluesofthe

universitybrandfortheconsumer,whichareexpressedbytheemotions

from contactwiththebrand.Thefourthlayercharacterizesthepersonality

orpersonalityofthebrand,concentratedinthefacultyuniversity,aswellas

graduatespecialists.Thefifthandfinallayerinthebrand'swheelisthe

coreofthebrand-themostcriticalpart,reflectingtheessenceofthe

university brand and based on its mission and strategy.Thus,the

presentedmodeldescribesthefunctionalcharacteristicsinconjunction

withtheemotionalvaluesoftheconsumer.Inessence,thismodelisbased

onthequalityofeducationalservices,throughwhichapositiveimageof

theuniversityisformed.Acomparisonofexistingmodelsofthebrandled

totheconclusionthatthemodelsdonotcontradicteachother,butrather

contribute to the improvement of conceptualapproaches and the

enhancementoftheirpracticalsignificance.Given the specificity of

branding in the system ofhigherprofessionaleducation (VPO),the

applicationoftwomutuallyenrichingmodernmodelswillbeoptimal:the

conceptofintegratedbrandingandthefour-dimensionalmodelThomas

Gad.Thesemodelscanbetakenasabasisandsupplementedbyother

models forsolving university problems.Anyway,allofthe models

presented.They use two components -ensuring the quality ofthe

educationalservice and transmitting its uniqueness through brand

communications.However,itis also essentialto introduce a quality

managementsystem thatwillallow youtogainacompetitiveadvantage,

contributing to strengthening theuniversity'sbrand throughcompetent

positioning.



23

Practice shows thatthe models ofeducation in each country are

determinedtoahigherdegreebythepoliticalstructure:politicalstructure,

mentality,aggregatevaluesofpeoples,theirhistory,traditionsandthe

currentsocio-economicsystem.Althoughindividualschoolsreflectthe

characteristicsofnationalmodelsofhighereducationinvaryingdegrees,

ingeneral,theindicatedfeaturesarequitetangible.Thetablegivesa

detailed description — models of educationalinstitutions of higher

vocationaleducationinsomecountries.Comparisonofmodelformation

conditionsEducationandeducationalbrandsshowsthatitisimpossibleto

entirelyfocusontheexperienceofforeignuniversities,aseachstatehas

itsownspecificculture.Therefore,toform abrandofhighereducationin

Azerbaijan,itis essentialto balance the group ofparameters listed

cultivatingakindofpoliticalposition,focusingonsolvingproblemsinthe

regionsandthroughoutAzerbaijan.

2.3Featuresofuniversitybranding:foreignexperience

Intheprocessofpositioningtheuniversitybringstotheprimarytarget

marketstheideaisitsuniqueness.Asworldpracticeshows,similarthe

waytheworld’sleadingUniversities-Oxford,Cambridge,Harvard.These

universitiesfocusontraditions,famousgraduates,highqualificationsof

teachers,freedom anddemocraticvaluesintheprocessoflearningand

conducting scientific research.Summarizing the western experience,

expertsnotethatthemainideabehindthepositioningofuniversitiesin

Germany,Switzerland,andAustriaisadualeducation,whichisbasedon

harmoniousthecombinationoftrainingfuturespecialistsbothwithinthe

wallsoftheuniversityandattheenterprise.Inthepositioningofthebrands

ofuniversitiesinthesecountries,Itoftenemphasizesthatthereisnogap

between theoreticaland practicalstudenttraining.Brands ofthese

universitiesassociatedwithapplicantsandtheirparentswithaguarantee
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ofemployment,demand forgraduates.Positioning idea University is

designedtoabsorbthevaluesoftheacademicandcorporatecultureofa

particularuniversity,which,asarule,synthesized in hismission.The

missionisusuallyabriefstatementdescribingtheuniquenessofthe

universitythroughhisstrategicgoalorvision.

Table-Featuresofnationalmodelsofuniversities:

Country Characteristicsofeducationalinstitutions

Russia

-internationalizationofeducationandtrainingforinternational

corporations;

-reorientationoffuturedomesticspecialiststotheexperienceandmodels

ofeducation

highlydevelopedcountries;

-thetransitionofvocationaleducationtoamulti-levelsystem

(bachelor,master,postgraduate);

-liberalizationofschooling;

-introductionofstateeducationalstandardsfortraining

specialists;

-thecreationofalargenumberofnon-stateuniversities,aswellasbranches

stateuniversitiesintheregions;

-expandingthespecializationoftechnicaleducationalinstitutionsthrough

humanitarian,economicandlegaleducation;

-insufficientfinancingofknowledgebythestateandmeagerwages

teacherfees;

-borrowingmodelsofEuropeanculturebytheBologna

byagreement.
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United

Kingdom

-Theconceptofliberaleducation;

-highattentiontotheformationofthestudent'spersonality,hisindividual

features;

-preferenceofgraduateswithbroadintellectualabilities

andpersonalitytraits;

-strivingforthefulfillmentofasuper-taskbyahighereducationalinstitution

byfosteringpersonal

characteristicsofindividuals;

-thepursuitofhigh-qualityresearchandtraining

France

-theprofessional,educationalmodelofeducation;

-stricthierarchicalobservanceofsubordinationtothestate;

-ahighdegreeofdifferentiationofscientificpracticeintointra-andnon-

university;

- activation of the work of the university in the direction of

professionalizationbasedontheresults

pragmaticallyorientednon-universityscience.

Germany

-significantemphasisonresearch;

-highcohesionandcooperationofstudentsandteachersforscienceand

research,theinteractionoftheirworkforresearch;

-top speed ofprocessing the results ofscientific research and their

transformation

incurriculum materialandotherlearningobjectives.

USA

-consistentimplementationofthreemodelsofEuropeaneducation;

-borrowingamodeloftheEnglishsystem atthefirststageofgettinghigher

trainingintheform ofcollegeswithfouryearsofpreparation;

-usetheexperienceofFrenchculture,expressedintheform ofuniversities

withsixyearsoftraining;

-activeuseoftheexpertiseofGermanhighereducationintheform of
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orientation

forresearch;

-greatattentionispaidtothemagistracy

Japan

-Significantplanninginthefieldofeducation;

-focusonlong-term establishedlinkswithcertain

socialstrata-elitism;

-focusontheprioritiesandexpectationsofconsumersofeducational

services;

-focusonthecompanyaboutthestaffoftheorganization;

-a high degree oforientation to the requirements forintra-company

atmosphere,

onthetraditionoftheteam;

-casteandeliteprinciplesofbuildingamodelofuniversities.

Conclusion:practiceshowsthatthemodelsofeducationineachcountry

aredeterminedtoahigherdegreebythepoliticalstructure:thepolitical

system,mentality,the totalityofthe values ofpeoples,theirhistory,

traditions,and the established socio-economic system.Even though

individualeducationalinstitutions reflectthe characteristic features of

nationalmodelsofhighereducationinvaryingdegrees,ingeneral,the

indicatedfeaturesarequitenoticeable.

2.4Problem ofBranding

AttheturnoftheXX-XXIcenturies,thenationaleducationsystemsof

variouscountriesunderwentatransitiontothemarketlogicoffunctioning.

Dynamicchangesareobservedinthestructureofdemandforeducational

services:some ofthem are losing popularity,an increase in interest

characterizesothers.InRussia,thereisageneraltendencytoexceed
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supplyoverdemand.Themarketforeducationalserviceshasexpanded

significantly,and in addition to public educationalinstitutions,non-

governmentalinstitutionshaveenteredthemarket.Thisledtocompetition

betweenstateandnon-stateuniversities,universitiesofvariousformsof

ownership,operatinginthesamemarketsegment.

Incompetitiveconditions,modernuniversitiesstrivetostrengthentheir

positionsintheregional,nationalandglobaleducationalservicesmarkets,

meetingtheneedsofdifferentcategories:studentsinobtainingthedesired

specialty,business representatives -in topicaleconomically relevant

knowledge,implementationofthefunctionsofthescientific,educational

andculturalcenteroftheterritory.

Y.Zvezdochkin and V.Serbinovskydistinguish three main factors that

increasecompetitionbetweenthetwo:

-Thereform ofhighereducationandisassociatedwithareductionin

budgetfundingforuniversities;

-thedemographiccrisis,whichpeakedinthe2000s;

-lowhouseholdincomes,respectively,reducingthesufficientdemandfor

educationalservices.

Withtheadoptionbyuniversitiesofthevaluesofinternationalizationand

academiccapitalism,theissueofensuringcompetitivenessattheregional,

nationaland globallevels becomes topical. Factors affecting the

competitiveness ofa university are nothomogeneous.According to

sourcesoforigin,theyareusuallydividedintointernalandexternal.

The environmentalfactors include a setofconditions to which the

university adapts, internal factors determine the possibility and

effectivenessofadaptation.

Themainenvironmentalfactors,accordingtoGF.Shafranov-Kutsev,are:
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socio-demographicfactorsoftheregionandthelevelofitseconomicand

technologicaldevelopment;consumers ofservices,works and other

productsofferedbytheuniversity;environmentalfactors;poly-legalfactors;

culturalenvironment;demandstructureintheregionallabormarket;level

ofdevelopmentofthe marketinfrastructure,availabilityofmarketing

information;thepresenceofcompetitorsandtheirstrategies.

The factors ofthe internalenvironmentare usuallyattributed to:the

qualitativecompositionoftheuniversitymanagementandthepersonality

ofthe leader;the numberand structure ofspecialties and forms of

education;thescaleofthebranch;thequalityoftheteachingstaff;price

policy;materialandtechnicalbase;introductionofinnovativemethodsand

technologies;degreeofuseofinformationtechnology;communication

policy,organizationalstructureofmanagement,corporatecultureofthe

university,etc.

Takingintoaccountthefactthatmanyuniversities,inaccordancewiththe

currenteducationalstandards,offeralmostthesamesetofeducational

services,whenchoosingaplaceofstudy,applicantsaremostlyguidedby

the reputation and image ofthe university,leading role goes to the

competitionatthesymboliclevel,suggesting effortsto build abrand

educationalinstitution.

Various problems ofimage formation and brand building in higher

educationinstitutionsareaddressedintheworksofA.L.Alaverdov,I.A.

Anisimova(Regional),V.V.Volkova,I.V.Grosheva,E.A.Dagayeva,Yu.Yu.

Zvezdochkina,I.V.Tatting,A.P.Pankruhina,B.Yu.Serbinovsky,G.F.

Sunyagina,E.V.Stepanycheva,N.R.Khachaturian,I.A.Fedorov,O.Frolova,

G.R.Yusupova,V.M.Yuriev,andothers.However,manytheoreticaland

appliedquestionsoftheformationoftheimageandbrandoftheuniversity

havenotyetreceivedproperstudyandcoverage.
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Apositiveimageisintendedtohelpsolveproblemsrelatedtoachievinga

stableposition in themarketofeducationalservices,developing new

directionsofeducationalandscientificactivities,expandingtherangeof

servicesprovided.

Intheconditionsoftheneedtoattractfundsfrom varioussources,aswell

asthroughcommercialactivities,itisessentialtotakeintoaccountthe

economiceffectofhavingafavorableimage.Positiveimage,accordingto

Yu.ZvezdochkinaandB.Yu.Serbinovskyincreasesthevalueofservices

provided,therefore,isconsideredbymarketingexpertsandmanagersasa

factor affecting the value of intangible assets of an organization,

promoting services to the market,changing the pricing policy ofa

university,andcapableofgeneratingadditionalincomeandprofits.The

term "image"inthemiddleofthe20thcenturyintheUnitedStatesbeganto

denotethemechanism forexpandingthevaluerangeofacommodity.

Muchlater,thisconceptwasincluded intheRussianpractice,gained

popularityin the work ofspecialists-theorists.The idea of"university

image"inRussiabecamewidespreadinthemid-1990swhenitbecame

clearthateducationwasaservicethatshouldmeettheneedsofsociety.

At the same time, along with government agencies, commercial

universitiesbegantoprovidethisservice.Theincreasedcompetitioninthe

educationalservicesmarketwastheprerequisitefortheformationofthe

"imageoftheuniversity."Often,theconceptofimageisendowedwitha

clear,superficialunderstanding,andthetechnologiesofitsformationare

reducedonlytoexternal("cosmetic")solutions.Studiesofrecentdecades

have allowed deepening the theoreticaland applied foundations of

imageology,includinginthefieldofhighereducation.Afavorableimageis,

perhaps,theprimarysourceofcompetitiveattractivenessandpopularityof

regionaluniversitiesintheeyesofpotentialapplicants.Thus,accordingto

theresourceapproachdevelopedbyscientistsattheUniversityofHarvard,
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theimageofanorganizationisitsintangibleassetand,alongwithother

components,isa realsourceofcompetitivenessand a keyfactorin

adoptinganyorganizationtoexternalconditions.V.V.Volkovasuggests

thefollowinginterpretationoftheeducationalimage:"asetofeducational

institutionscharacterizingandidentifyingahighereducationalinstitution

pedagogicalfeaturesrecordedincertainsymbolsorformsofinformation

thatarecreatedandpurposefullytransferredtovarioustargetaudiencesin

theprocessofexternalandinternalcommunicationsarerecognized,are

fixed,evaluatedandperceivedbythem and,havingtakentheform ofa

stereotype, occupy a certain place in the consciousness

(subconsciousness),determinefurtheractionsinrelationShaniuniversity“.

The image creates specific competitive advantages and additional

intangible,hiddenvaluesintheform ofreputation,name,recognizable

brand,positiveimageofareliableinstitutionthatcangivethestudent

enoughknowledgeforasuccessfulcareer,apromisingscientificpartner

forcooperationinthefieldofinnovativedevelopmentofeconomicentities,

etc.The image (image)ofa university,its credibility,according to

researchers,is"themainattractiveforceforanapplicant."Creating a

competitive image ispossible notonlythrough the use oftraditional

marketingtoolsbutalsothankstothecontributionofthestaffofthe

educational institution (faculty,support staff),students,i.e.,those

categoriesthatarecalledcarriersofthecomparativeculture.Accordingto

experts,investmentintheeducationalbrandistheleadinginvestmentin

quality.Particularattentionintheformationofinnovativestrategiesof

regionaluniversitiesshouldbegiventothedevelopmentandfinancingof

innovationsaimedatthedevelopmentofuniversitybrands,sinceinvesting

inabrandfasterthaninanyotherareasoftheuniversity'sactivitybrings

"dividends":suitableprepared applicants,successfulstudentsturninto

wongrants,growthinthevolumeofpaideducationalservices,etc.A

strongbrandandsuccessfulbranding,intheopinionofSerbinovskyand
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Scheffer,createconditionsforapositivedynamicofthesourcesofincome

oftheuniversity,whichdeterminesthefeasibilityofallocatingresourcesto

the processes and activities ofthe brand.This factis ofparticular

importancesincethesourcesoffundingfordifferenttypesofuniversity

activitiesarenotconstant;theyareprobabilistic.

Thebasisforbuildingastronguniversitybrandisitsinnerculture,whichat

thepresentstageisdescribedintermsoftheacademicandcorporate

culture.TheacquisitionbytheUniversityofelementsoforganizational

cultureisdeterminedbytheneedtoform acompetitiveimageofthe

universityonthenationalandinternationaleducationalservicesmarket.

Whenconsideringtheproblem oftherelationshipofimageandcorporate

cultureofA.V.Korotkevichsuggestsstudyingthesephenomenaasthe

contentsofdifferentscalesofbusinessscales,therebymakingitclearthat

arobustcorporatecultureservesasthefoundationforasharpimage.

Accordingtoanotheropinion,"thecorporatecultureofauniversityisthe

degree of its high reputation,an image created in a competitive

environment.

Theneedfora"revision"andimprovementofthecorporatecultureof

highereducationalinstitutionshaspushedmanyuniversitiestomonitorit.

Thus,thestudyoftheindicatorsoforganizationalculturebecamethe

purposeofmonitoring,whichforfiveyearswascarriedoutbytheCenter

forSociologicalResearchoftheMoscow StateUniversity.Lomonosov.

RegionaluniversitiesofRussiaalsoholdeventstomonitorthevaluesand

normsoftheacademiccommunity,whichform thecorporatecultureof

eachuniversity.Suchmonitoringallowsnotonlytohighlightthecontours

oftheuniversity'scorporateculture,butalsotoidentifyproblem areasthat

preventitsstrengtheningand,asaresult,theformationofasharpimage.

Thus,astudyconducted atMoscow StateUniversityrevealed several

problems.Moscow State Universitynamed afterMV Lomonosovhas
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alwaysbeenconsideredoneoftheflagsofnationalhighereducationand

theprestigeofstudyingatthisuniversitywasassociatedwithaguarantee

ofobtainingknowledgefrom qualifiedteachersandscientists,reputable

scientificschools.Lowwagesinthe1990sledauthoritativespecialiststo

leavetheuniversity,andtheyoungchangewasinnohurrytotaketheir

place.Accordingtothemonitoringdata,thisstateofaffairswasstopped.

Specialattentionhasbeengiventosupportingyoungscientists.

Anotherreasonformonitoringthecorporatecultureoftheuniversityasthe

basisofitsimageistheneed foracontrolled transformation ofthe

corporateculture.ChangesintheactivitiesofRussianuniversitiesasa

socialorganism ledtoaspontaneousadaptationtothecurrentconditions.

Constantchangesinvaluebasescaninfluencetheelementalform ofa

university'sreputation.

AccordingtoE.A.Dagayeva"Imagesareafundamentalcharacteristicof

organizationalcultureandawaytotranslatethecorporateidentityofan

organization.Therefore,theconstructionofaholisticandconsistentimage

of a higher educationalinstitution is impossible without complex

preliminaryworkontheformationoftheorganizationalcultureofthe

university and its basic components such as philosophy,mission,

corporateidentity".

Construction ofthe image/brand ofthe university should go on the

principleof"from theinside-out."Theunifiedandsharedbyallco-workers,

thesystem ofvaluesandadequatemethodsfortheirimplementationisthe

foundationfortheformationofboththecorporatecultureoftheuniversity

anditsimageafterward.

Yu.Yu.Conductedaratherin-depthanalysisoftheproblemsassociated

with the formation,monitoring,and correction ofthe image ofthe

university.ZvezdochkinandB.Yu.Serbinovsky.Theyofferthefollowing
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interpretationoftheterm "imageofaneducationalinstitution":"apositive

impression,prestige,reputation ofan educationalinstitution thatare

purposefullyorunwittinglyformed and maintained byinstruments of

rationalandemotionalimpactonpeople,individualprofessionalandnon-

professionalgroupspublicatlarge,thegeneralpublicand thepublic,

creates additionalnon-perceivable consumervalues thatcontribute to

success in business,the acquisition ofcompetitive advantages and

strengthenedthepositionintheeducationalandscientificmarket".The

imageimpliestwocomponents:descriptive(informational),whichisan

image ofan organization,ora setofideas (knowledge)aboutan

organization,as wellas a componentassociated with a ratio — the

evaluationcomponent.Theevaluativecomponentisbasedonthegraphic

element,astheinformationstoredinthememoryawakensassessments

and emotions,which can have varying degrees of intensity. The

organization is evaluated through the prism of experience,value

orientations,generallyacceptednorms,andmoralprinciples.Inreality,both

componentsform asinglewhole,i.e.,image.

Intheoryandpractice,severalrequirementstotheimageofaneducational

institutionhaveemerged.Imagemustbe:

-active,i.e.,tobecompetitive,tohaveastrongerinfluenceonthebehavior

ofconsumersthanotherfirms,products,andalsotobeengagedinthe

timeaspect-itsstrengthshouldcontributetothestabilityoftheimagein

time,inalong-term perspective;

-favorableforthebusinessoftheuniversityandfortheconsumer,forthe

exchangeofvaluesbetweentheseinteractingparties,beneficialinthe

senseoffacilitatingtransactionsandreducingthetransactioncostsofthe

universityandtheconsumer;

-positive,creatingagoodreputation,positiveimpressionandimage;
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-Unique,possessinguniquefeatures,includingleadershipcompetencies,

strengths,competitiveadvantages.Anindividualmodelshouldhighlight

theuniversityamongothereducationalinstitutions.

Despitetheconsiderablearrayofresearchinthefieldofimageologyand

branding,the problem ofdifferentiation ofthe concepts "brand"and

"image"isdebatable.Abouttheuniversity,thebrandandimagecanbe

correlatedasfollows:theuniversitybrandistheoutershelloftheimage,

andthepictureistheinnercontent,whichisformedinthemindsofthe

audience.Inuniqueliterature,theconceptofabrandisofteninterpreted

throughtheideaoftheimage.Indeed,oneoftheelementsofthebrandas

a complex semiotic construct is the image of the organization,

product/service.A modern universityshould be oriented both toward

achievingapositivevision,aswellasatbuildingarobustandcompetitive

brand.

Thebrandofaneducationalinstitutionisconsideredasasystem that

combinestheproduct,image,brandimageinthemindsofconsumers,as

wellasthemanufacturer’svisionoftheimageoftheserviceprovided,the

universitybrand,andthemaincharacteristicsofconsumers.

Accordingtoanotherdefinition,abrandinthefieldofeducationalservices

isunderstoodas“asemioticconstruct,thesemanticcontentofwhichisa

complexofeducationalservicesofthiseducationalinstitution,transmitted

throughitsexternalandinternalcommunicationstoapplicants,students,

graduatesandemployerspositioninginthemarketofeducationalservices”.

IntheworkofN.R.Khachaturianbrandofaneducationalinstitutionis

understoodas“experiencedbyatargetgroupofconsumersofeducational

services expectation ofobtaining a specific benefitfrom a particular

source (specialty,successfulcareergrowth),often associated with a

standardizedsetofsymbolicrepresentations(name,logo,pictogram,color,
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image,etc.),which allows to use the brand effectin the sphere of

educationalservicesmorefully”.

Auniversitybrandcanbeconsideredasadualsystem,theelementsof

whichcanbeconditionallydefinedasaninternalandexternalimage.The

internalrepresentationisformedbystudents,staff,graduatesandfaculty

members.Anexternalimageisasetofimpressionsandassociations

associatedwiththisinstitutionofhighereducationthatisformingamong

applicantsandtheirparents,partners,thepublic,governmentagencies,

employers,representatives ofthe business environment.The internal

imagedirectlydependsonthecurrentorganizationalculture,which,inturn,

affectsexternalagents,formingtheirparticularbrandattributes.

I.V.Groshev and V.M.Yuriev denote the connection between the

organizationalcultureofauniversityanditsreputation,image,andbrand

for.Intheiropinion,thisconnectionisexplainedbytheintangiblenatureof

the educationalservice and the impossibilityofassessing the result

directlyatthemomentofitsprovision.Inotherwords,whenchoosinga

highereducationalinstitution,theconsumerofeducationalserviceshasto

beguidedbytheauthorityoftheleadership,theestablishedreputationand

brand,whichareformedundertheinfluenceofthecorporatecultureofthe

university.

Thetasksofuniversitybrandingincludetwomainfunctions:strengthening

thepositionoftheinstitutioninrelationswithexternalaudiencesand

strengtheningtheunityofthemembersofthecollective.Nothingralliesthe

team asprideinthenameandprestigeoftheirinstitution.Buildingthe

image(brand)ofaninstitutionofhighereducationisanessentialdirection

inthemanagementsystem ofaneducationalinstitution,whichpresumes

theformation,monitoring(bothexternalandinternal),andthemaintenance

(correction)oftheimage.
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Research Yu.Yu.Zvezdochkina and B.Yu.Serbinovskogo based on the

assumptionthattheassessmentoftheimageoftheuniversityappliesthe

ruleofaddingthepicturesofunits.Thereissomedifferenceinassessing

theimageofthegroupindifferentgroceryareas.Therefore,itisadvisable

tousetheimageadditionrulebydefiningthecomponents(components)

ofthemodelinfunctionalandproductareas,andtheninthefirststepto

calculatetheintegralestimatesforthedivisions,summarizingtheprivate

photosintheirproductareas,andsharetheimageoftheuniversityasa

generalizedessentialassessment.Atthesametime,theconductedstudy

allowedthem tospeaknotaboutaddition,butratheraboutaccumulation

andaveragingofimpressions,asaresultofwhicha“collectiveimage-

image”isformed.

In ouropinion,theimageofan educationalinstitution should notbe

consideredonlyasasum ofcopiesofstructuralsubdivisions,atthesame

time,itistheireffortsthatallowformingacompetitiveimage(brand)ofa

university,inclbybuildinganinfluentialcorporateculture,throughinternal

brandingevents.Theimageoftheuniversityisformed,including,through

informationtransmittedbytheexternalenvironmentoftheinstitution.

G.R.Yusupovaalsoproposesbuildingabrandforauniversitybasedontwo

areas:1.a“visiblearea”thatincludesmarketpositioning,asystem for

identifyingabrand,marketrelevance;2.corporatesector,whichcontains

the internalpositioning of the brand,the system of identification,

communication,internalmarketingandorganizationalsupport.

Theneedtofurtherexplorethespecificsofbuildingtheimageandbrandof

ahighereducationinstitutionasatheoreticalandpracticalphenomenonis

determined by the current requirements for competitiveness and

developmentinthecompetitiveenvironmentoftheglobaleducationaland

scientificspace.
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2.5FormingaBrandofEducationalInstitutionsonthebasisofKnowledge

Management

Inthefieldofhighereducationinstitutionofhighereducation(hereinafter-

theuniversity)isvalidasanorganizationprovidingeducationalservices,

carryingoutscientificactivities,andforminganintellectualproduct.For

successfulactivityTheinstitutionofhighereducationshouldusevarious

resources:materialandintelligent.Thematerialresourcesoftheuniversity

include equipment,devices,infrastructure and technical equipment

ensuring the functioning ofeducationaland research activities in the

university.Theintellectualresourcesoftheuniversityincludethesystem of

scientific knowledge,the intellectualwork of the faculty (including

management)andtheinternational(ornational)ratingofthisuniversity.

Considering the property ofknowledge in the process ofproviding

educationalservicesUniversities,itcanbenoted thatknowledgeisa

productofhumanactivitythatoccursinprocessorindividualactivities

(self-education,individualresearch),orcollectiveactivitieswithinscientific

institutions.In XXIcentury knowledge turns into the main economic

resource.Manyfactorsproductioncontainintellectualandinformational

resourcesofknowledge.Educationalspaceofamodernhighereducation

institutioncharacterizedbyalargeflow ofinformation,new information

technology and new knowledge.Knowledge as a resource is central

content of the competitiveness of university services. In modern

economics,theterm “knowledge”refersnotonlytotheresultreflectionof

realityinthemindsofpeople,butalsopartoftheproductorservice.

AccordingtothetheoryofI.NonakaandG.Takeuchi,therearetwotypes

of knowledge: implicit and explicit. Explicit knowledge is formed

informationobjectsthatexistintheform ofwords,numbers,pictures,

recordedwiththehelpofinformationcarriersandexistingintheform of

contentinterpersonalcommunication,aspartproductionprocess.Explicit
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knowledge is stored and transmitted through books,databases data,

internetorotherstoragemedia.Themaindifferenceofexplicitknowledge

is the possibilityoftheirexistence outside the subjectofintellectual

activity,i.e.person In universityactivities,explicitknowledge includes

curricula,training plans,disciplines,orders,documents,etc.Implicit

knowledge is represented mainly by accumulated experience, a

combination of certain skills,which are people,employees of the

organization.In the process ofproviding educationalservices,tacit

knowledgeincludespersonalexperience.teachers,authority,responsibility

inwork,corporate(organizational)culture,etc.Knowledgemanagementis

focused on the process of creating,producing and application of

knowledge.Theadvantageoftheuniversityincompetitionisensuredby

thata university using efficientknowledge managementimproves a

numberoffunctions:cognitive,communicativeandmanagerial.Knowledge

management requires Universities both standardize the process of

educationalactivitiesandtransform intangibleassetsintorealbenefits.

Standardization is a regulatory managementmethod.Its impacton

educationalactivitiescarriedoutbyestablishingrulesandregulations,

issuedintheform ofregulatorydocument,andregulatingthebehaviorof

peopleinsidetheuniversity.Comparedtoexplicitknowledge,theimplicit

knowledgethatexistsincorporateculture,managementmechanism and

personalexperienceareoriginalanduniqueelementsofcompetition.Inthe

universitymaterialresources(forexample,technicalequipment,laboratory

equipment,etc.)maybecopiedandtheknowledgemanagementsystem

formedinacertainspaceandtimecannotberepeated.Knowledgeaspart

oftheintangibleassets,theeducationalservicesmarketremainvaluable

elements ofproduction.Knowledge managementis nota necessary

managementfunction.organizations,andisastrategyforitsinnovative

development.In university knowledge managementis based on the

managementofotherfunctions,anditsresultisembodiedinothertypesof
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management activities. Can There are two types of knowledge

management:a modelformanaging explicitknowledge and implicit

knowledge management model. Standardization of the educational

processbecameacharacteristicoftheexplicitknowledgemanagement

model.Allactivitiesthebehaviorofteachersandstudents(forexample,

whattoteach,how toorganizetrainingactivitiesanddisciplinesstudied)

recordedanddocumented.Strictcurriculum system,simulatedlearning

activities and structured knowledge system are characteristics ofthe

process standardization.As a managementmethod,standardization

requiresteacherstoprovideeducationalservicesonthebasisofasingle

standard,whichwouldregulatethetypesofusedtextbooks,theform of

writinglecturesplansandexaminationsheets,aswellasthemodeofwork

and rest.According to thismodelAllactivitiesmustcomplywiththe

uniform requirements ofthe university.In a way implementation of

managementofimplicitknowledge is transformation.Value implicit

knowledge can only be realized through the mechanism knowledge

transformations,i.e.makingimplicitknowledgeexplicitandshapinglife

cycleofknowledgeproduction.Thepurposeofknowledgemanagementis

the formation of the strategy of the university and improving the

competitivenessofservices.Solvingstrategictasksispossible.onlywitha

positive image,a strong brand,which is based on high levelof

organizationalculture[2].Thebrandoftheuniversityisuniqueandan

attractiveimageforconsumersthatreflectstheattitudeconsumerstothe

servicesprovidedbytheuniversity.Theprocessofformingauniversity

brandcanbedividedintofourstages:positioningofeducationalservices

andproductsonthemarket;Integrationofeducationalresourceswithinthe

university;creating a corporate culture with interiorization knowledge;

brandrenewaltoovercomedependenceonpreviousdevelopment.

1)Theformationofabrandbeginsfrom themomenttheuniversityenters
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theeducationalservicesmarketwiththedevelopmentofastrategy.Each

universityisengagedinproductionknowledgeandprovidesavarietyof

educationalservices.University focused on knowledge management,

understandswhatknowledgeithas,whereand how itisstored,how

structurethem andpreservewithintheorganization,whenandhow to

apply.Positioningeducationalservicesandproductsonthemarketare

actionstothedevelopmentstrategyoftheuniversity,aimedattakinga

separateafavorablepositioninthemindsofapplicants,theirparentsand

otherconsumers.Thedefinitionoftheuniversityservicesbrandshould

takeintoaccountitsthreemainfeatures:value,individuality,efficiency.The

valueoftheuniversitybrandisthatthebrandprovidesmaximum useful

informationandguaranteesastabletheamountofconsumerproperties

forconsumersofeducationalservices.Theuniversitywillnotbeableto

infinitelyexpandtherangeofspecialtiesinallscientificfieldsinconditions

oflimitedresources.Tocreateabrand,auniversitymusthighlightrapid

developmentofspecialtiesasamarketingstrategy.Thepersonalityofthe

universitybrandisapeculiarityofeducationalservicesandproducts,which

isdifferentfrom otheruniversities.Through the prism ofindividuality

valuescanbemanifested.knowledge.Thepersonalityoftheuniversity

brandmayincludeindividuality.theirstructuralunits(institutes,faculties

anddepartments)andindividualityofteachers.Theeffectivenessofthe

universitybrandliesinabilitytoattracteducationalresourcesandproduce

highqualityeducationalservicesandproductsinthehighereducation

marketthankstoowningabrand.Brandpositioningonthemarketallows

the university to getsurplus value and also raise its nationaland

internationalprestigegenerally.

2)The formation ofa university brand is a reflection ofadvanced

managementthinking and an ongoing process thatis linked to the

integrationofeducationalandscientificresources.Integratingresources
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meanscombiningdisparateresourcesintooneholisticsystem toincrease

thecompetitivenessofservices.Atthestageofreforminghighereducation

inChina,themainmeansofintegrationistobuildarationalmanagement

structurewithfreeknowledgesharingspace.

3)Imageandorganizationalcultureareintegralfactors.theformationof

the university brand. The value of organizational culture for the

developmentoftheuniversityisdetermined,firstly,bythefactthatitgives

employeesanorganizationalidentity,determinestheintragroupperception

oftheuniversity,beinganimportantsourcestabilityandcontinuityinthe

organization.Itmakesemployeesfeelreliabilityoftheorganizationitself

anditspositioninit.Secondly,acorrectunderstandingoftheculture

prevailingintheorganizationhelpsnewcomerstoproperlyinterpretthe

events.Third,organizationalculturestimulatestheself-awarenessand

highresponsibilityofemployees.

4)Updatethebrandoftheuniversity-itmeansaddingfreshemotionsand

ideastothebrand,toexpandtheaudience,makeitrelevant,effectiveand

unique.Intheprocessofuniversitydevelopment,externalandinternal

changesmayoccurthatrequiretheuniversitytomakeadjustmentstothe

brandstrategy.Influencedbytheforceof"inertia"Theuniversityshowsa

strong dependence on previous development(pathdependence).The

followingthreefactorscanbedistinguishedthathindertherenewalofthe

brandofuniversityservices:thestabilityofthestructureofthemechanism

offunctioning ofthe universityprivate leadership experience and the

degreeofawarenessoftheunityofitsorganizationalculture,itsidentity.

Firstly,themechanism ofthefunctioningoftheuniversityisformedina

certainperiodoftimeandisdifficulttoimitateintheprocessofbrand

formation.Structuralelements in the university managementsystem

(institutes, faculties, management departments, departments and

established disciplines)are fixed in the process ofmanagementand



42

difficulttochange,especiallywhenthecurrentcontrolmechanism isnot

functioningworsethanalternativeinnovative,abandoned.Therefore,too

introducenew thoughtsintothebrand;itisnecessarytoovercomethe

obstacleofthecontrolmechanism itselfinsidetheuniversity.

Secondly,thedevelopmentstrategyoftheuniversityisusuallycorrectedby

therector,whodecidesonchangingexternalandinternalcircumstances.

So,personalExperience and knowledge ofthe rectorofthe external

environmentoftheuniversityareveryimportantaspectsforsolvingtactical

andstrategicissues.

Third,astrongorganizationalculturenotonlycreatesadvantages.forthe

organization,butcanalso actasaseriousobstacleto organizational

change.“New”incultureisalwaysweakeratfirst.Forculturalchange

takesalongtime.Newvaluesandnormsmustbeapprovedbyemployees.

Intheprocessofformingauniversitybrand,allchangesarecloselyrelated

toknowledge.Youcanhighlightthefunctionsofknowledgethatpromote

competitivenessbrand:

1)Theprocessofformingauniversitybrandincludesacommunication

process,in which the exchange ofknowledge and ideas is realized.

Knowledgeisascentralcontentofeducationalservices,andanimportant

aspectoftheformationofthebrand.Formsofcommunicationareusually

classifiedaccordingtothenatureofknowledgetransfer.Forexample,

classes are classified by subject,students are classified by groups,

conference-bysection,etc.Processofcommunicationwithteachers,

administration,librarians and otherstaffmembers cause positive or

negative feelings from students and affects the effectiveness ofthe

servicesoftheuniversity.

2)Akeyelementofauniversitybrandispeoplewhopossessknowledge

andskills.Manisthecarrierofknowledgeandculture.Twouniversities
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operating underthe same conditions can have very differentbrand

characteristics.Manyuniversitiesoffersimilareducationalprograms,but

eachteacherconductsclassesinhisownway,andeachhasitsown

results(achievements).

3)Knowledgeisusuallypresentinthemarketingactivitiesoftheformation

brandserviceoftheuniversity.Mostuniversitiesprovideadetailedlistof

specialties.andspecializationsforwhichtrainingisconducted,aswellas

itsexistingforms(full-time,part-time,part-time,distance,etc.).Toincrease

theattractivenessofauniversity,manyuniversitiesemphasizecertain

experiencesinpreparing graduates,aswellasontheprestigeofthe

professionsandthenumberofprofessors.

4)Knowledgethatexistsintheform ofhumancapitalisinvolvedinthe

processofbuildingauniversitybrand.Competitiveadvantagesofservices

betweenuniversitieslargelyachievednotattheexpenseofmaterial,butat

theexpenseofhumanresources.Universitygraduateswithknowledgeand

skillsarethebesttestimonyoftheuniversitybrand.Thefameandprestige

ofauniversityisacquiredbyitsstories,successfulprofessionalcareersof

theirgraduates,fame ofteachers working in them,etc.Each such

university-brandisstronglyassociatedinthemindsofconsumerswith

specificbenefitsthatdeterminetheirchoice.Thus,universitiesthatuse

knowledgeresourcesprovideeducationalservices.Knowledgeisoneof

themainresourcesthatneedtomanage.Ithastheabilitytotransform

educationalresourcesintohumancapitalandiscontinuouslyupdatedin

theform ofintellectualactivity.Theobjectivesofknowledgemanagement

aretheformationofauniversitybrandstrategyandtheincreaseinthe

competitivenessofitsservices.Solvingstrategictasksispossible.only

withapositiveimage,astrongbrand,whichisbasedonhighlevelof

organizationalculture
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2.6Methodology

Amethodologybаsedontraceabilityconditions,experience,andresults

obtainedtoachievescientificfacts.Inthischаpter,therewillbegivena

clearunderstаndingofthemethоdologyаndthemethodsthathаvebeen

аpplied bythe researchers with the quаlitycriteria forthis research.

АccordingtoSaunders,M.,Lewis,P.&Thornhill,А.(2003)methodоlоgy

meanshow ananalysisshоuldbecarriedout,whilemethоdsrefertоthe

techniques and tоols are used during dаta collection.Research is

sоmething thatpeоple study,which theyаim to find оutthings in a

systematicwаy,wherebyrisingtheirknоwledge(Sаundersetal.,2003).

2.7TypeofResearch

Generally,the type ofresearch can be classified into differenttypes

accordingtothenatureandformulаtionoftheproblem.Classificationscan

bedescriptive,exploratory,orexplanatory.

The main goalofthatprojectis to describe the InternalCorporate

Brаnding asthewhole,itsaim,formulаtionsnorms.Lastpartofthat

projectcoverstheexamplesthatcoversInternalCorporateBrandingofthe

AzerbaijanUniversities,Researchmadeaccordingtothedatаcollected

from differentsources thatcovernotonlygeneralinformation about

InternalCorporate Brаnding butalso the specific time thatincludes

brandingofthelocalUniversities.

2.8ResearchApproach

Thereаremainlytwokindsofаpproacheswidelyusedintheeconomic

literatureforreasoningwhileconductingresearch.Inductivereasoningisa

theorybuildingprocessthatstartswiththeobservаtionofparticularcases
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andexamplesandseeksаgeneralizationofthephenomenon.Insteаd,

deductivereаsoning isa theorytesting processwhich beginning with

groundedtheoryandasksforаpplicabilityofitforspecificinstances.

(Saundersetal.,2003)

Thedeductiveаpproаchhasbeenusedinthisresearch.Sandersetal.

(2003)definethedeductionas“acleartheoreticalpositionisdeveloped

beforethecollectionofdаta”(Saundersetal.,2003,p.28).Thereare

severalreasons thatdeductive reasoning has been adopted in this

research.Firstofall,theresearcherswаntedtotestаnddevelop(ifneeded)

theexistingtheorybyinvestigаtingthespecificcase.Secondly,ittakes

less time to execute the deductive аpproach than the inductive one.

(Sаundersetаl.,2003)

2.9ResearchMethods

The research hаs have been cаrried outbyusing both primaryand

secondаryresearchmethods.Primaryresearchhasbeencarriedoutto

gainaclearunderstаndingoftheprocessthroughdirectdаtacollection

from officialsources.

Secondаry research has been carried outto give a theoreticaland

conceptuаlframeworkfortheanalysis,aswellastogаinin-depthinfofrom

publishedresources.Mаnybooksandаrticlesaboutbrands,alsocorporate

brаnds,brаnding,andcorporаtebrаnding,aswellasinternetresourcesаnd

universitydocuments,hаvebeenusedаsasourceofsecondаryresearch.
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THIRDPART

III.InternalCorporateBrandinginHigherEducationalInstitutions

inAzerbaijanandAnalyzeofitseffect.

3.1InternalCorporateBrandinginAzerbaijan.

Basedonthetheoreticalandmethodologicalfoundationsofbrandingof

Universities,discussed in Chapters 1 and 2,the developmentofthe

conceptofuniversitybrandingUsingtheexampleofAzerbaijanUniversities,

itisessentialtobeginwithananalysisofabrandthatincludesuniqueand

recognizable system ofbrand designations ofAzerbaijan Universities

(name,logo),educationalservice(qualityeducation,teachingstaff,learning

conditions)image(expectations,associations),missionandvalues.

ThereаreafewcasesofuniversitybrаndingandrebrandinginAzerbaijan.

TheAzerbaijanStаteUniversityofEconomicsaccompaniedoneofthe

activeuniversitybrandingactionsEconomics(UNEC).In2016,Azerbaijan

StateUniversityofEconomicsbeganusingadifferentcolorandanewlogo

andanincreasedreductionofitsname(UNEC,2016).AzerbaijanTheState

UniversityofEconomicsbegantouse:UNECasatrademark.Concerning

thenewbrаndingambition,theUniversityneededtodesignanewbrandof

the University thаtultimately reflected its high-quality education and

services,andsomakeitsrepresentativesandstudentsproudofbeing

аssociatedwithit.Asapartofthebrаndinginitiatives,UNECdesigneda

newmission,vision,andsetofnormsandvalues.UNEC'sbrandingaimed

topositionitselfasthenumberoneprofiledeconomicsuniversityinthe

regiontoаttractmorestudentsandqualifiedfаculty.Inthisregard,UNEC
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began a recruiting campaign to attractyoung and foreign-educated

AzerbaijaniprofessorsandteacherstotheUniversitytodevelopitsimаge

in society.Hence,more thаn 200 hundred young Azerbaijaniwith

internationaleducation hassince been employed asfacultystaffand

supervisoryofficers atUNEC.Universitybrаnding was also aimed at

rankinginglobalbаnkinginstitutions.In2017,UNECenteredthelistoftop

150-200bestuniversitiesinEmergingEuropeаndCentralAsiarankingof

QS.UNEC'svisionistobeamongthe500bestuniversitiesintheworldon

its100thanniversaryin2030.BrаndingprocessatUNECisalsoaimedto

providetoAzerbaijan'sglobalcompetitivenessandsupportthesustainable

developmentofAzerbaijan.Inthisregard,MuradovandBagirzade(2016,p.

18-41)noticedthаtcompetitivehighereducationinstitutionsandadvance

educationbasehasapositiveimpactoncountrycompetitivenessinthe

globalmarketUNECoffersfullbаchelor,master,anddoctoralprogramsin

fourlanguages:Azerbаijani,Turkish,Russion,andEnglishlangauages.

Inaddition,UK“QuacquarelliSymonds”hasannouncedtheratingofthe

bestuniversitiesintheregioninthe"EmergingEuropeandCentralAsia"

(QSEECAUniversityRankings2018)for2017-2018.Theregionalratinglist,

whichincludes300highschoolsfrom 24countries,includes6Azerbaijani

universities.

BakuStateUniversityleadstheAzerbaijaniuniversitiesinranking.Thebest

100universitieswereBSU(95th)andKhazarUniversity(100thplace).Our

otheruniversitiesenteredtheratinginthefollowingsequence:Azerbaijan

State Economic University (161-170),Azerbaijan State University of

Architecture and Construction (171-180), Azerbaijan University of

Languages(171-180),BakuSlavicUniversity(201-250).
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3.2ResultandRecommendations

Thus,theanalysisofthecapitaloftheAzerbaijaniUniversitiesshows

increasingconsumerloyaltytothebrand,Positivesatisfactionwiththe

education received at the university,the complex and not always

pronounced perception by clients (students) of brand leadership.

IncreasingthepopularityofthebrandrequiresconsiderableeffortsbyPR

andadvertisingcompanies.Wealsobelievethatasevereanalysisinvolves

theperceptionofbrandvaluesbytheinternalaudience.Theindividual

characteristicsoftheuniversitybrandarequitehigh.Butforthepublicto

also considerthis,a series oftargeted PR campaigns are required.

Consumersintheeducationalservicesmarketarefacedwiththeproblem

ofdifferentiatingthebrandofthelocaluniversitiesandthebrandsofother

universities.Solving this problem also requires to enhance PR and

promotions.Thesamecanbesaidaboutthegenerallylowawarenessand

publicawarenessoftheuniversitybrandinAzerbaijan.Ingeneral,the

historyoftheexistenceanddevelopmentofthelocalUniversitiestestifies

tothesuccessfulanddynamicformationoffameofitsbrand.University

marketbehaviorcanbecalledsufficientMarketshareisnotdeclining.

However,thisdoesnotgive rise to sharp price increasesfora paid

education.

Managers,headsofdepartments,facultiesanddepartments,astypically

baseuniversitybrandidentityandcorporatestrategydevelopmentonthe

properties of educational programs: high-quality teaching, modern

technologicalequipment,acceptableprice.However,theunderstanding

thattheuniversityissomethingmorethanjusthigh-qualityeducational

serviceshasimportantimplicationsforpricingstrategies,segmentation,

andcommunications.Thereisareasontoassumethattheuniversityhas

nonecessary,andperhapscontraindicatedtocompeteinsegments,

Pricesensitive.It'sbettertofocusyourattentiononthosetargetsegments
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interestedinhavingaprestigiouseducationataleadinguniversity.Andon

thisbasistodeveloprelevantcommunicationmessagesthatwouldcause

associationsaboutuniqueeducationalopportunitiesinthisbrandedhigh

school.Thefactisthatthevolumeofcommunicationscanobjectivelybe

limitedbytheavailabilityofthelistofownservices,theirrange,albeit

considerable.Moreover,itis possible thatothermarketparticipants.

Educationcanalsopositionitssimilarservices.Sucharecompetitionlaws

inthemarkets.Itisdifficultforconsumersto differentiatebroadcast

benefitsandbenefits,littledistinguishablefrom eachothereducational

facilities.Such a modelofbrand formation meets the conventional

classicalsociologytheoryofrationalbehavior.Thismodelsuggeststhat

potentialconsumerscarefullycollectinformationaboutthepropertiesof

services,organizeit,andthenmakeareasonable,balancedchoice.Many

buyers notso much concerned with the functionalfeatures ofthe

educationalfacility,how muchtheacquisitionofamodern,prestigious

profession,matchedfuturespecialtytoitsdesired,desiredsocialstatus

and

Roles,butthesearenolongerrationalmotives.Demandforindividual

educationalservicesmaysuddenlyshrinkorfallbecauseofthealmost

unpredictable.Moreover,themacro environmentfactors(demographic,

economic,political,socio-cultural,etc.)Candramaticallyaffectthechange

inthemarketsituation,forexample,thedeteriorationdemographicor

politicalmaneuversofthegovernment.Therefore,inthesecircumstances,

itismoreexpedienttocarryouttheformationUniversity’ssocialbrand

identitybynon-brandassociationslikeproduct/specificservice,andon

theuniversitybrandasauniqueorganizationinwholeEducationalbrands

tendtoadduphistorically.However,directionalactionshaveasignificant

influence on the process.The formation ofcompetitiveness ofthe

University.Brand formation educationalinstitutions,especially higher
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professionaleducation,israthercomplicatedandtime-consuming,and

Longprocess.Basedonthereview ofbrandconcepts,proposedbythe

authors,wechose,inouropinion,theactualelementsapplicabletothe

formationoftherebrandingoftheAzerbaijanUniversities.Theproposed

conceptofrebrandingconsistsofthefeatures:

1)valuesthatareimportanttoconsumers(fame,

prestigiousdiploma,history,andtraditionsoftheUniversity,successful

employment);

2)brandidentification-theattractivenessofuniversities

thelong-term promiseofthetargetaudienceandattitudesconsumersof

educationalservices;

3)associations arising from the university-history,graduates,bright

successesandeventsinthelifeoftheUniversity;

4)primaryandadditionaleducationalprograms,

Themagistracy,postgraduatestudies,research,andscientificactivity;

5)brandidentity,unitedinthepersonoftheprofessorsandteachersofthe

university.

Thus,takingintoaccounttheproposedelements,theconceptrebranding

ofthelocaluniversitieswillconsistofaseriesofstages.

Thefirststage:theformationofawarenessofuniversitybytrackingthe

viewsofstudents,graduatesofschools,parentalcommunity,employers

regardingabilitiesGPU to meettheirneedsandrequirements.Criteria

awarenesscanservedepthaseaseofrecognitionandbrandrecalland

widthasthefrequencyofrecallingasinglebrandwhenthepresenceof

manyothers.

The second stage creates awareness ofthe primary and additional
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educational programs, magistracy, graduate school, research, and

scientificactivities;aboutthesingleGPUinhisfacultymembers.Criteria

arethreeindicators:thepowerofidentificationwithassociations,favor,

uniqueness.

ThethirdstageprovidesanappropriateresponsetothebrandofGPU,

whichisdeterminedbytheevaluationoftrustinpromises,significance

values thatare importantforstudents,graduates,parentalemployers

(fame,prestigiousdiploma,historyandUniversitytraditions,successful

employment),excellenceandtheuniquenessoftheassociationsthatform

theimageoftheGPUbrand,theemotionalreactionofcustomers.Brand

CriteriaEvaluationCriterion-apositiveattitude.

Thefourthstagetransformsthereactionsofstudents,schoolleavers,

parentcommunity,employersontheuniversitybrandinanactive,loyal

attitude. A depth of psychological connections characterizes this.

(behavioralcommitment,affection,sense ofcommunity with people

associatedwiththisbrand,activeinvolvementinbrandinteraction.Taking

asa basisthe proposed conceptofthe universitywillacquire some

competitive benefits byproviding brand communication with targeted

audiences,monitoringbrandperceptionbyviewers,tonalityreferencesto

themedia,coveringvariouscriteriaoftheeducationalsystem university

rebrandingwillleadtoaholisticimageoftheprestigiousUniversity.Forthe

furtherinformationaboutInternalCorporateBrandinginAzerbaijanihigh

educationalinstitutionsempiricalresearchrequired.Thisbachelorthesis

coversgeneralissuesaboutinternalcorporatebrandingandrebranding,

alsogeneralanalyzeandfirstviewoflocaluniversities’corporatebranding.
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