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Oco6nusocTti ynpaeniHHA 6pengom 3aknagy
BULLOI ocBiT B uuchposomy cepenoBvLyi
lNMpeamerom gocnig)XXeHHs € yripaBrliHCLKI Ta KOMYHIKaLiviHI MexaHi3My hopMyBaHHST, PO3BUTKY VA Mig—

TpUMKY 6peHay 3aknany BULLOI OCBITV B yMOBaX LMGhpOBOIro cepefoBuLLa, 3 ypaxyBaHHSIM TpaHchopmaLlii
OCBITHIX MPOLIECIB, 3pOCTaHHS Posi UMghpoByIX NNaThopmM Ta 3MiHW NMOBERIHKY OCHOBHUX CTEVIKXONAEPIB.

Meroro pgocnigxxeHHs € 06rpyHTYBaHHSA TEOPETUKO—METO[NYHVX 3acap yrnpasniHHSA bpeH[om 3a—
Kriagy BULLIOT OCBITV B UMGhpOBOMY CepeROBULLI Ta BU3HaYEHHS1 0COB/IMBOCTEN MOro CTpaTerivyHoi pearni—
3auyii B yMoBax rocuneHHs1 KOHKYPeHUii Ha PUHKY OCBITHIX MOCAYr, 3pOCTaHHS BIAKPUTOCTI iIHghopMauivi—
HOro rnpocTopy ¥ rrnobanizayii oCBITHLOI JifNbHOCTI.

Meroau gocnipxeHHs. Y poboTi BUKOPUCTAHO 3aranbHOHayKOoBI Ta crievianbHi MeToam JOCIipKEeH—
HS1, 30Kpema aHarni3 i CUHTe3 A4S y3aranbHeHHsI TEOPETUYHWX NiaxoaiB 40 6peHA—MeHEAKMEHTY BULLIOT
OCBITW, CUCTEMHWI MigXig A58 JOCAIAXKEHHS B3AEMO3B A3KY MiXK YrpaBiiHCbKUMU PILUEHHSMU, Lhpo—
BUMM KOMYHIKaLisIMy Ta 6peH[0BO IAEHTUYHICTIO 3aKnagy, IHCTUTYLIMHWYM aHarni3 4risi BU3Ha4YeHHs porii
BHYTPILLHIX | 30BHILLHIX CTEAKXONZEepiB y hopMyBaHHI 6peHay, a TakoX MEeToAW NMopiBHANbHOroO aHasisy
7151 BUSIBIIEHHST TpaHCcghopMawii Tpaguuivinix i inghpoBmx Migxo4iB [0 YripaBriHHSA 6peHOoM.

Pesynbratn poborn. Y [ocrifgxeHHi JOBEAEHO, LU0 UMbpoBe cepefoBuLle CYTTEBO 3MIHKOE MpUpo—
oy bpeHay 3aknagy BULLIOI OCBITY, NepeTBOPHOOYA MO0 3 MapPKETVHIOBOMO IHCTPYMEHTY Ha CTpaTteriyHui
yrpasriHcekuy pecypc. ObrpyHToBaHO, LLo 6peHA y UMghpoBoMY MpOCTOpRI (hOpMYETLCS Mif BIAIMBOM 5K 0Chi—
LinHNX KOMYHIKaLiv, TaK i peanbHoro JOoCBIiAy B3aEMOLIi CTEVNKXONAEPIB I3 OCBITHIMU, HaYKOBUMM Ta yripaB—
NIHCbKUMK ripouyecamu. BuasneHo, wo nigsvLyeHa rnpo30picTb, IHTEPAKTUBHICTL i LUBUAKICTb MOLLMPEH—
HS1 IHGhopMaLii 3yMOBITIOOTb HEOBXIAHICTb IHTErpPOBaHOo MIAXoay A0 bpeHO—MEHEMKMEHTY, KUK MNOELQHYE
UmnchpoBi TEXHONOTT, IHCTUTYLIIHY KyrbTypy Ta CTpaTeriyHe yrpasBiHHS PO3BUTKOM 3aKagy BULLIOI OCBITU.

lanysb 3acrocyBaHHa pe3ynbTartiB. Pe3ynbTat 4OCHIAKEHHS MOXYTb 6YTY BUKOPUCTaHI B QibHO—
CTi 3aKnafiB BULLIOT OCBITV rpy po3pobrieHHi CTPATEriv PO3BUTKY Ta KOMYHIKaUIMHOI MOAITUKK, Y NpakTydi
yApaBniHHSA peryTawiero Vi UnghpoBO0 NPUCYTHICTHO YHIBEPCUTETIB, 8 TAKOX Y HaYyKOBO—OCBITHbOMY MpoLje—
Ci Mpwv NiGroToBUi (haxiBUiB y Chepi MEHEXKMEHTY, MapKETUHIy Ta rybiivYHOro yrpasniiHHSA OCBITOHO.

BucHoBku. YripasniHHa 6peHOoM 3akniagy ByULLOI OCBITY B UMGDPOBOMY CepenoBuLLi Habysae cTpa—
TErYHOro 3Ha4YeHHs1 Ta NoTpebye CUCTEMHOIrO NOEQHAHHS YrPaBliHCLKUX, KOMYHIKAUIMHWUX | LUnhpoBux
IHCTpYMeHTIB. EchekTnBHUI BpeHA—MeHEeOXMEeHT 3abe3rneyvye nigBULLEHHS KOHKYPEHTOCHPOMOXHOCTI,
3MILHEHHS AOBIpY CTEVIKXOAepIB | JOBrOCTPOKOBY IHCTUTYLIVIHY CTIVIKICTb 3aknagy BuLloi ocsitu. Lngh—
poBe cepepoByLe 3@ YMOBW LINeCrpsMOBaHOro yrpasiiHHA 6peHA0M CTae BaXIMBUM YNHHUKOM IHTE—
rpauii yHiBepcuTeTiB y rnobanbHWM OCBITHIVI | HAYKOBWU NPOCTIp.

Knio4osi cnosa: 6peHj 3aknagy BULLOI OCBITW, yripaBriHHSA BpeH[oM, unghpose cepenoBuLe, Umg—
pOBI KOMYHIKaLii, OCBITHI MOCAYr, peryTawisi, CTpaTeriyHe yrnpasniHHA, KOHKypeHTocrnpoMoxHicTe SBO.
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Features of brand management of a higher education
institution in a digital environment

The subject of the studyis the management and communication mechanisms for the formation,
development and support of a brand of a higher education institution in a digital environment, taking
into account the transformation of educational processes, the growth of the role of digital platforms
and changes in the behavior of key stakeholders.

The purpose of the study is to substantiate the theoretical and methodological principles of brand
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management of a higher education institution in a digital environment and to determine the features
of its strategic implementation in the context of increased competition in the educational services
market, increased openness of the information space and globalization of educational activities.

Research methods. The work uses general scientific and special research methods, in particular
analysis and synthesis to generalize theoretical approaches to brand management in higher education,
a systems approach to study the relationship between management decisions, digital communications
and the brand identity of the institution, institutional analysis to determine the role of internal and
external stakeholders in brand formation, as well as comparative analysis methods to identify the
transformation of traditional and digital approaches to brand management.

Results of the work. The study proves that the digital environment significantly changes the
nature of the brand of a higher education institution, transforming it from a marketing tool into a
strategic management resource. It is substantiated that the brand in the digital space is formed under
the influence of both official communications and the real experience of stakeholders’ interaction
with educational, scientific and management processes. It was found that increased transparency,
interactivity and speed of information dissemination necessitate an integrated approach to brand
management, which combines digital technologies, institutional culture and strategic management of
the development of a higher education institution.

Field of application of the results. The results of the study can be used in the activities of higher
education institutions in the development of development strategies and communication policies, in
the practice of managing the reputation and digital presence of universities, as well as in the scientific
and educational process in the training of specialists in the field of management, marketing and public
education management.

Conclusions. Brand management of a higher education institution in a digital environment acquires
strategic importance and requires a systematic combination of management, communication
and digital tools. Effective brand management ensures increased competitiveness, strengthening
stakeholder trust and long—term institutional sustainability of a higher education institution. The
digital environment, provided by targeted brand management, becomes an important factor in the
integration of universities into the global educational and scientific space.

Keywords: brand of a higher education institution, brand management, digital environment, digital
communications, educational services, reputation, strategic management, competitiveness of higher
education institutions.

Problem statement. The relevance of the study
is due to the profound transformations of the high—
er education system under the influence of digita—
lization, globalization and increased competition
in the educational services market, which radi—
cally change the conditions for the formation and
perception of the brand of a higher education in—-
stitution. In the modern digital environment, the uni—
versity brand is formed not only through tradition—
al marketing tools, but primarily through constant
online interaction with stakeholders, openness of
management processes, publicity of the results of
educational and scientific activities and reputational
effects of digital communications. The growing role
of social networks, educational platforms and inter—
national digital ratings increases the dependence of
the competitiveness of higher education institutions
on the quality of brand management in the virtu—

al space, where any management errors or incon—
sistency of declared values with real practice quick—
ly acquire public resonance. At the same time, in
domestic and foreign scientific literature, issues of
brand management of higher education institutions
are often considered fragmentarily, mainly from a
marketing perspective, without due consideration
of its strategic, institutional, and managerial nature
in the digital environment. This necessitates a com—
prehensive scientific understanding of the features
of brand management of higher education institu—
tions as an important factor in their sustainable de—
velopment, stakeholder trust, and integration into
the global educational and scientific space.
Analysis of recent research and publica-
tions. The study used a set of scientific works and
analytical materials devoted to brand management
of higher education institutions in the context of dig—
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italization. The basis of the literature base is mod-
ern theoretical approaches to brand management,
strategic communications, digital reputation, as well
as research into the impact of the digital environ—
ment on the transformation of management prac-
tices. The latest publications on the role of stake—
holders in the formation of the brand of higher
education institutions, the importance of digital plat—
forms in building trust, and the challenges of global
educational competition were taken into account.
Special attention is paid to institutional aspects of
management, academic integrity, and digital analyt—
ics as components of effective brand management.

Presentation of the main material. In the
digital environment, the brand of a higher educa-
tion institution ceases to be exclusively a set of vi—
sual and reputational characteristics and is trans—
formed into a complex socio—digital construct,
which is formed under the influence of informa-
tion flows, online interactions, digital content and
network effects. The openness of the information
space, the speed of message dissemination and
the growing role of social media lead to the fact
that the image and reputation of the institution are
largely determined not only by official communica-
tions, but also by the perception of users of digital
platforms, their reviews, public assessments and
informal comments. Under such conditions, brand
management requires constant monitoring of the
digital environment and prompt response to rep—
utational challenges. The digital environment sig—
nificantly expands the possibilities of positioning a
higher education institution, allowing it to broad-
cast its educational, scientific and social mission
to a wide audience without spatial restrictions. At
the same time, this increases the requirements for
the integrity of the brand strategy, since any dis—
crepancy between the declared values and the real
experience of interaction with stakeholders quickly
becomes public and negatively affects trust in the
brand. In this context, digital reputation is not a de—
rivative, but a central component of the brand of a
higher education institution, which is formed on the
basis of the quality of educational services, the lev—-
el of digital services, the openness of management
and communication culture.

A feature of brand management of a higher ed-
ucation institution in the digital environment is the
growth of the role of internal stakeholders as ac—
tive carriers of the brand. Scientific and pedagog—

ical workers, education seekers and graduates,
through their own digital presence in professional
networks, social platforms and scientific databas—
es, directly influence the formation of the institu—
tion’s brand image. This necessitates the integra—
tion of human resources management, academic
culture, and digital communications into a single
brand management system focused on building a
shared identity and loyalty to the institution. The
digital environment is also transforming the mech-
anisms of competition between higher education
institutions, shifting the focus from local markets
to the global educational space. Online education,
open courses, international scientific platforms,
and digital academic mobility services create a sit—
uation in which potential students evaluate the in—
stitution’s brand not only by formal accreditation
indicators or ranking positions, but also by digital
visibility, the quality of online content, and the ability
to provide a modern educational experience. Brand
management in such conditions involves strategic
work to form a unique value proposition adapted to
the expectations of a digitally oriented audience.

An important feature of digital brand manage-
ment is the increasing importance of the analytical
component of management. The use of digital tools
for data collection and analysis allows higher edu—
cation institutions to better understand the behav-
ior and needs of target audiences, assess the ef-
fectiveness of communication channels, and adjust
brand strategy in real time. This approach promotes
the transition from intuitive brand management to
an evidence—based model based on quantitative
and qualitative indicators of digital interaction.

In the context of the digital environment, the issue
of trust in the brand of a higher education institu—
tion becomes particularly relevant. Excessive infor—
mation saturation, the spread of unreliable data, and
the growth of user criticality necessitate the forma-—
tion of transparent and consistent communications.
Brand management in such conditions should be
based on openness, academic integrity, and respon—
sibility for public messages, since any reputational
losses in the digital environment are long—term and
difficult to correct. Thus, brand management of a
higher education institution in a digital environment
is a multidimensional process that combines stra—
tegic vision, institutional culture, digital technologies
and communication practices. Its feature is con—
stant dynamics, dependence on stakeholder behav—
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ior and high sensitivity to the quality of digital inter—
actions. Effective brand management in the context
of digitalization becomes not only a tool for increas—
ing the competitiveness of a higher education insti—
tution, but also an important factor in its sustainable
development, academic reputation and integration
into the global educational space.

Further development of brand management of a
higher education institution in a digital environment
is associated with the need to institutionalize digi—
tal communications and integrate them into the
overall strategic management system. In this con—
text, the brand ceases to be a separate market-
ing tool and increasingly acquires the features of a
management resource that influences decision—
making, resource allocation and the formation of
long—term priorities for the development of the in—
stitution. The digital environment makes the brand
dynamic, sensitive to changes in the external con—
text and internal management practices, which re—
quires a systematic approach to its support and de—
velopment. One of the key features of modern digital
brand management is the need to align the stra-
tegic goals of a higher education institution with its
public digital identity. Educational and scientific ac—
tivities, management decisions, international coop—
eration and social responsibility are reflected in the
digital space and form a halistic view of the institu—
tion in the minds of stakeholders. In the event of a
gap between strategic declarations and the actual
digital behavior of the institution, a reputational im—
balance arises, which negatively affects trust in the
brand and reduces its attractiveness for applicants,
partners and the scientific community.

The digital environment also changes the time
horizons of brand management of a higher educa-—
tion institution. If previously the brand was formed
gradually and was characterized by relative stabil—-
ity, then in the conditions of digitalization it is con—
stantly in the process of rethinking and updating.
The relevance of content, response to social chal—
lenges, participation in public discussions and the
ability to adapt quickly become critical factors in
maintaining a positive brand image. This requires
management teams of higher education institu—-
tions to acquire new competencies related to digi—
tal communication, crisis management and stra—
tegic analytics. An important aspect is that the
digital environment contributes to increasing the
transparency of the activities of higher educa—

tion institutions, making information about learn—
ing outcomes, scientific achievements, manage—
ment decisions and internal processes available.
Such transparency, on the one hand, creates ad-
ditional opportunities for strengthening the brand,
and on the other hand, increases the responsibil—
ity of the institution for the quality of its activities.
Brand management in this case is closely linked to
the management of educational quality, academic
integrity and corporate culture, which become the
basis for a sustainable positive perception of the
institution in the digital space.

Taking into account the above, it is advisable to
consider brand management of a higher education
institution as an integrated system that functions
at the intersection of strategic management, digi—
tal technologies and communication practices. It is
advisable to present a summary of the key char—
acteristics of such management in the digital envi—
ronment in the form of analytical table 1, which re—
flects the transformation of approaches to brand
management (Fig. 1).

Summing up the above, it should be noted that
the digital environment not only expands the tools
for brand management of a higher education insti—
tution, but also significantly complicates the brand
management process itself, increasing the re—
qguirements for the consistency of management
decisions, the quality of communications and stra—
tegic consistency. Effective brand management in
the digital space becomes a reflection of the ma-
turity of the management system of a higher ed—
ucation institution and its ability to adapt to the
conditions of global competition and digital trans—
formation of the educational environment. Further
consideration of the features of brand manage-
ment of a higher education institution in a digital
environment should focus on the changing role of
management decisions in the formation of trust
and long—term loyalty of stakeholders. In the digi—
tal space, the brand ceases to be a static result of
marketing efforts and increasingly acts as a reflec—
tion of the real quality of management, academic
practices and organizational culture of the institu—
tion. Any management decision related to the edu—
cational process, personnel policy or scientific ac—
tivities is quickly reflected in the digital environment
and affects the overall perception of the brand. The
key effects of HEI brand management in the digital
environment are shown in Fig. 2.
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Operational, dependent

on digital analytics

Interactive and

network oriented
interaction strategic management

Systemic, embedded in

Through a combination
of formal and informal
digital interactions brand image

Active co- creators of

Figure 1 Characteristic features of brand management of a higher education institution in a
digital environment
Source: author's development

Increasing
attractiveness for

Long-term
sustamnability
and development
of the institution

Key effects of brand
management

Figure 2. Key effects of HElI brand management in the digital environment
Source: author's development
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A feature of the current stage is the increased
interdependence between the brand of a high-
er education institution and its ability to innovate.
The digital environment stimulates expectations of
flexibility, openness to change, and willingness to
experiment with new educational formats. In this
context, the brand acts as an indicator of the in—-
stitution’s innovative capacity, signaling to potential
students and partners the level of its adaptation to
modern challenges. The lack of digital dynamics or
a formal approach to online presence gradually re—
duces the competitive position of the institution
even with strong academic potential. An impor—
tant aspect of brand management in the digital en—
vironment is the balance between standardization
and authenticity. On the one hand, higher education
institutions are forced to adhere to certain stan—
dards of visual identity, communication style, and
digital behavior to ensure brand recognition. On the
other hand, excessive unification levels the unique
features of the institution that shape its value in the
minds of audiences. Effective brand management
involves preserving the authenticity of academic
tradition and institutional identity while simultane—
ously using modern digital formats of interaction.

The digital environment also enhances the role of
crisis situations in the formation of a higher edu-
cation institution’s brand. Reputational risks asso—
ciated with information attacks, public conflicts or
organizational failures can quickly become large—
scale. In such conditions, brand management goes
beyond planned communications and turns into an
element of anti—crisis management. The institu—
tion’s ability to respond promptly, provide clear and
reasoned explanations and maintain an open dia—
logue in the digital space becomes critically impor—
tant for maintaining trust in the brand. In general, it
can be stated that brand management of a higher
education institution in the digital environment is a
continuous process of strategic coordination of the
mission, management practices and digital com—
munications. It is through the brand in the digital
space that the institution broadcasts its ability to
develop, responsibility to society and readiness to
meet the challenges of modern education. In this
sense, the brand becomes not only a tool for com—
petitive struggle, but also a mechanism for long—
term institutional sustainability and integration of a
higher education institution into the global educa-
tional and scientific space.

Conclusions

The analysis conducted allows us to conclude that
brand management of a higher education institu—
tion in a digital environment acquires a systemic and
strategic nature, going beyond traditional marketing
approaches. Digitalization transforms the brand into
a dynamic management resource, which is formed
under the influence of both official communications
and the real experience of stakeholders’ interaction
with the educational, scientific and management
processes of the institution. Under such conditions,
the brand becomes a reflection of the quality of in—
stitutional management, academic culture and the
institution’s ability to adapt in a competitive educa—
tional environment. It is substantiated that the digital
environment significantly changes the mechanisms
for forming a reputation and trust in the brand of a
higher education institution. Increased transparen—
cy, the speed of information dissemination and the
active participation of stakeholders in the creation
of digital content necessitate the transition to inte—
grated brand management, which combines stra—
tegic management, digital communications and in—
ternal organizational practices. The success of a
brand in the digital space directly depends on the
consistency of the declared values of the institution
with the real results of its activities.

It has been proven that effective brand manage—
ment in the digital environment involves the active
role of internal stakeholders, in particular scientif—
ic and pedagogical workers, students and gradu—
ates, who, through their own digital presence, sig—
nificantly influence the formation of the brand image
of the institution. This actualizes the need to devel-
op an internal communication culture, increase the
digital competencies of staff and form a common
institutional identity that supports the integrity of
the brand in the conditions of an open information
space. The generalization of the research results
shows that the brand of a higher education institu—
tion in the digital environment performs not only a
reputational, but also a strategic function, influenc—
ing the innovative capacity, international attractive—
ness and long—term sustainability of the institution’s
development. Brand management in the digital for—
mat becomes a tool for increasing competitiveness,
ensuring stakeholder loyalty and integrating a higher
education institution into the global educational and
scientific space. Therefore, effective brand manage—
ment of a higher education institution in the context
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of digitalization requires a systemic approach based
on a combination of strategic vision, digital technol—
ogies and the values of academic integrity. The im—
plementation of such an approach creates the pre—
requisites for the formation of a sustainable positive
brand image capable of ensuring institutional sta—
bility and development of a higher education institu—
tion in the context of dynamic changes in the mod-—
ern educational environment.
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