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STRATEGIES OF FORMING THE IMAGE OF THE INSTITUTION
OF HIGHER EDUCATION: SOCIO-CULTURAL DIMENSION

Purpose of Research. The purpose of the article is to analyse the strategies of forming an image of the
institution of higher education in their socio-cultural dimension. Methodology. The methodology of the article is based on
the multidisciplinary approach, which is the synthesis such studies as imagelogy, management, aesthetics and cultural
one. The author’'s uses the comparative method to analyse different definitions of the image, culturological one to show
the value of the image in the development of the cultural level of educational institutions, the structural method to
consider the main elements of forming the image in the Ukrainian education. Scientific Novelty. The scientific novelty is
the analysis of the image’s strategies of the institutions of higher education in their promotion in the society.
Conclusions. The work on creating and maintaining an image of the educational institution requires a rather
multidimensional and regular activity not only image-makers, but also teams of professionals of public relations. The
effective implementation of the university’s image strategies provides the strengthening of the higher education positions
in the market of educational services. The image strategy allows the university to introduce its activity to the wide
spectrum of people, to make presentations of its achievements and to broadcast of its values and culture.
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HAsayyk BanenmuHa lMaenisHa, kaHduGam Kyrnbmyposogaii, doueHm kagedpu apm-meHedKMeHMy ma ieeHm-
mexHornoeill HayjoHanbHoi akademii kepisHUXx kadpie Kyrnbmypu i Mucmeyms

Crparerii opMyBaHHS iMiaXy 3aknagy BULLOI OCBITU: COLLIOKYNbTYPHUA BUMIpP

MeToto cTaTTi € aHani3 cTpaTerii hopMyBaHHs iMigXy 3aknagy BULLOI OCBITW y COLLOKYNbTYpHOMY BuMipi. MeTo-
AOnorisa AOCNIMKEHHST I'PYHTYETLCA HA MiXKAMCUMNIIHApPHOMY nigxoni, To6TO 3BepTaeTbCc HagbaHb €CTETUKM, iMigKeo-
norii, MeHeMXXMeHTy Ta KynbTyponorii. NopiBHANbHWUI MeToA 3aCTOCOBaHWUIA ANS aHanidy OCHOBHWX MiaxoAiB 4O BM3Ha-
YEHHS NOHATTA iMigK. KynbTyponoriyHUin MeToa po3KpmMBae iMigXK 3aknagy BULLIOT OCBITU SIK peTpaHcnsaTopa KynbTYpHUX
LiHHOCTEeW Ta Tpaguuin yctaHoBu. HaykoBa HOBM3Ha nonsrae B aHanisi ctpaTerini opMyBaHHs iMigXy 3aknagy BuLLOT
OCBITW Y coLioKynbTypHOMY BMMIipi. BucHOBKMU. CTBOPEHHS iMiaXKy HAaBYanbHOro 3aknagy BMMarae JocuTb GaratonnaHo-
BOI AiANbHOCTI B AKiN 3a4isiHi HE NuLLe iMig)KMeNKepK, a h KepiBHULUTBO Ta Npodecopcbko-BrKNagaubkui cknag. EdektneHe
BMPOBaXKEHHS iIMiOXKEBUX CTpaTerin YHIBEPCUTETY CNpUSE 3MILHEHHIO MO3MLIA Ha PUHKY OCBITHIX MOCHYr Ta OO3BOMSE
npe3eHTyBaTW CBOIO AiANbHICTb Ta KynbTypy B CYCNiNbCTBI.

Knto4yoBi cnoBa: ocsita, iMmigx, cTpaterii popmyBaHHS iMigXKy, CycninbHi BigHOCWHW, COLIOKYNbTYpHa Lisnb-
HICTb IHCTUTYTY.

HAsayyk BanenmuHa lMaenoeHa, kaHOuGam Kyribmyposioauu, 0oueHm kagheOpbl apm-meHedXMeHma u ugeHm-
mexHonoaul HayuoHanbHoU akademMuu pykogodsauux kKadpoes Kybmypbl U UCKYcCme

CTtpaTeruun popmmpoBaHusi MMUAXKA BbiCLLIEro y4eO6HOro 3aBeieHUs: COLMOKYNbTypHOE U3MepeHue

LleanO CTaTbM ABNAETCA aHann3 cTtparternn CbOpMMpOBaHI/Iﬂ nMnaXKa ydpexgeHua Bbicliero o6paaoBaHv|ﬂ B CO-
LMOKYNbTYPHOM u3mepeHun. MeTogonorusa nccnefoBaHWs OCHOBaHa Ha MeXAMCLMMNMHApHOM noaxoAe, To ecTb obpa-
LaeTca K AOCTUXKEHUAM 3CTETUKU, UMUIDKENOINNMN, MEHEMKMEHTa N KynbTypOoJ1ormn. CpaBHVITeJ'IbeIVI MeToa npumMeHeH ana
aHarnusa OCHOBHbIX MOAXOAOB K ONpeAerneHnto NOHATMA UMUK, KynbTyponornyecknii MeToq packpbiBaeT UMUOX YYPex-
[AeHus BbiCLLEro obpasoBaHnNs Kak peTpaHcrnaTopa KynbTypHbIX LLeHHOCTeN 1 Tpaauumin yupexaerus. HayyHas HoBU3Ha
3aKknoyaeTca B aHanuse cTpateruii (hopMMpoBaHUS MMMUEKA YYPeXOAeHUs Bbicllero obpa3oBaHns B COLMOKYNbTYPHOM
namepeHun. BoiBoabl. Co3fgaHne nmmnaxa ydebHoro 3aBegeHust TpebyeT 4OCTAaTOMHO MHOrOMMaHOBOW AeATeNbHOCTH, B
KOTOpOW 3aefCTBOBaHbl He TONbKO MMUAXMENWKePbl, HO U PYKOBOACTBO BMecCTe C npodheccopcko-npenogaBaTenibCkui
coctaBoM. AhheKTUBHOE BHEOPEHME CTPaTerMii CO3aaHust UMMUMKa YHMBepcuTeTa CnocobCTBYET YKPENNEHNO NO3NLMIA Ha
PblHKE O6pa3OBaTeJ'IbeIX ycnyr 1 Nno3BondeT npeAcTtaBuTb CBOKO AeATENbHOCTb U KyNbTypy B 06LlJ,eCTBe.

KntoueBble cnoBa: obpa3oBaHue, MUK, cTpaTternm popMmpoBaHmsa Mmuaxa, obLeCcTBEHHbIE OTHOLLEHUS,
COLMOKYIbTYpHasA OeATENbHOCTb MHCTUTYTA.

Actuality of Research. Today, the image has become an integral part of the post-industrial culture
where information is the most important value as well as commodity. The "image" is a widespread category,
which is used by the public and non-public figures, small market players and powerful corporations,
politicians and sports teams, cities and states. The image can influence on the global status and the
international brand of a nation, company or educational institutions. For example, we can see it in historical
facts. In 1920 the Queen of the Netherlands wrote a letter to Alexander Koshits, a great Ukrainian conductor
and politician, after his concert tour in the country. The letter has the following words: "The only means to
make people know and love each other is to send the best representatives of art from one country to
another. Earlier, | has been completely indifferent to Ukraine, but now | will fight for this country ... If in
Ukraine all things were in such harmony as its art, it would be the leading state in the world ...".
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The modern reforms in the education of Ukraine make an attempt to build the effective professional
system of education. They make the institutes look for new ways to attract students and to get some advantages
in the educational market. An image is one of the most effective means in this policy. So, such situation
determines the actuality of the analysis of the image’s strategies in the institutions of higher education.

The image is the subject of the scientific works of the foreign and Ukrainian researchers such as
D.-J. Boorstin, V. Korolko, O. Kholod, G. Pocheptsov [3], O. Pyatina[7], F. Rudich [10], V. Shepel, S. Skyba [12],
N. Furmankevich [22]. The importance of the image of the university are analysed by Karyi, T. Khomulenko,
O. Kopiyevska [27], Yu. Padapeth, O. Rayevneva [8], A. Rodionova [9], S. Subina [17], O. Trach [19],
V. Trubnikov [20]. However, the rapid reforms in the education of Ukraine and new laws, concerned it make
us to consider the strategies of the forming of the image of the institutions of the higher education more
properly.

The purpose of the article is to analyse the strategies of forming an image of educational institutions
in their socio-cultural dimension.

Main part. The most part of our knowledge about the world is knowledge at the level of the image,
which can be defined as a relatively stable idea of any object. The category "image" is one of the most
universal and widespread in social as well as individual communications. Using it, a man perceives oneself
and others, evaluating and improving his own strategies of his interaction with the society both in the
personal and professional spheres. The person creates his/her socio-cultural dimension.

V. Korolko writes that the image is a thoughtful idea of a person, a product or an institution that is
deliberately formed in the mass consciousness by publicity, advertising or propaganda [3, 156].

V. Shepel gives his interpretation of the image as a face part of the image where manners (gestures)
and mimics are the most expressive architectural elements [9, 47].

The spontaneous events require a hero, who is well-known by his/her activity, whereas the
organized ones need celebrities, who are known for his image. The hero creates himself/herself,
representing certain ideals, whereas the media for pragmatic goals — such as election, sale, performance or
service, create the celebrity. If the image is "wearied out", it can be replaced by another. "The language of
the images dominates everywhere. It has replaced the language of ideals everywhere" — D.-J. Boorstin
emphasizes [13, 15].

The scientists distinguish three types of the image. They are corporate, commodity and personal.

Corporate image. The main carriers of the corporate image are organizational and activity’'s means.
The corporation needs it to make people aware and appreciate its role in the economic and socio-political life
of the regions. The corporation should get popularity due to its products or services as well as its "ego",
which is formed in the mass consciousness as a social object.

Commodity image. Its representatives are the following material and production means — materials,
goods, groups of products, etc.

Personal image. According to E. Sampson, everyone has the image. "Whether you want it or not,
people see what you have chosen to show them ... The way you go, sit or stand is the result of your learning,
temperament whereas the style of your clothes is the result of your personal choice". So, the personal image
is determined by a complex synthesis of internal and external factors.

G. Pocheptsov, a Ukrainian political scientist, offers his own types of the image, namely: mirror,
current, desirable, corporate and multifunctional [7, 187]. The mirror image is our perception of ourselves.
The current image is a view from other point of view. The corporate one concerns the organization. The
multifunctional image is a set of features that characterize and symbolize a single entity.

In G. Pocheptsov’s opinion, we can rule the image. The specific feature of the image management is
the synchronous functioning of the following components:

« Opportunities of the object of the image,

« Demands for image building tasks,

* Requirements for the channel of the image,

* Requirements of the audiences for the image object.

G. Pocheptsov thinks that the process of creating the firm’s image consists of the following factors —
marketing, communicative, sociological and situational ones. So, the marketing factor helps to determine the
task of allocating differences in the object. The sociological one analyses the benefits of the audience. The
communicative factor makes an announcement. The situational factor determines the impact of the context.
For example, we can characterize the image of a firm for state institutions: "The master and all staff are the
faithful sons of the Homeland". The means of the interaction with state authorities should show them the
loyalty and readiness for constant cooperation. We can describe the image of the company for consumer
products by such phrase "Our firm is your loyal friend". "Our goal is to produce goods of high quality!". The
company’s image for the sphere of trade can express by such slogan — "Our firm will live according to the
law: You do it for me — | do it for you". At the international relations, the company's image may be indicated in
such a way: "Our firm is open to everyone. We will do our best to ease your life in any country” [1, 46].

In addition, there are many other types of the image. They are an image of a politician, an image of a
businessman, an image of civil society, an image of the production company, a trademark image, a teacher's
image, an image of the creative personality and image of the nation, etc.
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The term "factor of the image" is the pattern where the personal image and operational style can
affect the internal "promotion" and external perception of the identified object. The image is mainly
determined by the activity of a social institution or even a man. Thus, we can correct and modify the image.
The imagemakers are people, who create images. They are professionals. We can meet another term
"image building", which means the destructive image. O. Kholod proposes to call it "trashing image"[11, 261].

Thus, the image is widespread in the different spheres of the social life. In our research, we want to
pay attention to its role in the promoting the institutions of higher education in the conditions of
competitiveness in modern Ukraine.

In the Soviet period, the educational institutions were monopolized by the state system and did not
take much care of their strong reputation. Today, our education is aimed at the marketing strategy. Its goals
are to attract as many as possible consumers by the high quality of the educational services, which allow
surviving in the process of the rapid reduction of the number of universities. In such situation the PR of the
institute and its promotion play the crucial roles. The managers uses different means to support and develop
the university’s image. They are promotion — (the creation of the necessary level of popularity and
sublimation of the object); publicity (the popularity in the mass media); a brand (a trademark, which denotes
a range of operations and activities, aimed at the skilful creation of a myth about the object); hypertrophic
image (the focus on small insignificant positive details); accentuation (focusing on the right information);
visualization; metaphorized clipping (poetry, rhetoric, and ornament character); a presentation, triangle of
image (a perfect image — a real image — a created image) etc.

The PR of the institution of higher education is based on the following principles: transparency,
openness, publicity. They ensure its popularity as well as its competitiveness.

The effective image of the institutions of higher education is to attract the potential consumers of
educational services and people with a high level of motivation for higher education. In addition, a university
is a keeper of its values, which are interesting for students. Therefore, the positive image includes the moral
aspect of the university’s life, which is mainly broadcast by the leadership and the staff of the educational
institution [8, 109].

Today, we can see the dynamic competitiveness among the institutions of the higher education in
Ukraine. It make them use different means of positioning to find effective tools in the fight against
competitors.

In the conditions of market transformations, the selection of the main aspects of the image of the
institution of higher educational helps to find ways to enhance the positive positioning of higher education.

Firstly, the strengthening of the aspects, related to higher education as an employer. They are the
motivation of the staff, stimulating of their scientific development and wide spectrum of the self-realization.

Secondly, it is the articulation of a university as an effective subject of the regional development. So
it includes the solutions of the actual socio-economic, legal, cultural problems of citizens of the region.

Finally, the PR of the institutions of higher education should be considered at the following levels:
universities — potential students and their parents; universities — lecturers; universities — students;
universities — region; universities — graduates; universities — citizens, etc.

The positioning of the PR of the universities by students is particularly interesting. It can be
considered as one of the main elements (activators) of the educational institute's image. Indeed, the students
extrapolate both the positive and the negative aspects of their university's life. Students are the target
audience, which is the so-called internal community. They determine the existence of the university.

Such image constructions of universities as infrastructure and communication play the important role
in the development of the institution of higher education. The concept of infrastructure has a wide range of
meanings. In our case, it includes the high-class modern training buildings and classrooms, the compactness
of their location, clean and equipped rooms, modern lighting, hostels of hospitality type, canteens. An
important factor is the territory where universities are located (clean territory, lawns and trees, comfortable
and equipped places for rest, parking, security, etc.).

Nowadays, the skilful establishment of communication is the most significant factor in building of the
effective image of the institutions of higher education. The Internet access is the necessary element of the
students’ needs. The Internet capabilities become the effective means of promoting the subject of higher
education into the world of educational services users.

Universities can use the widest range of services, provided by the World Wide Web. The latter gives
an opportunity to establish communication with the public, to get the necessary information, to provide
feedback to the target groups and to conduct sociological, socio-psychological and other researches. The
Internet allows universities to present themselves on different sides and to emphasize their advantages.
Thus, using of the Internet resources we build sustainable and long-term relations with publicity and give the
information about the university. Moreover, these resources allow us to analyse the current user’s interests
and the interests of target groups.

Thus, an effective PR university includes the following measures to enhance the image of the
university:

- The presentation of the conception of the universities development;

- The information about available opportunities for the potential consumer;

73



KynbTyponoris Dyachuk V.

- The segmentation of the market of educational services;

- The focus on the needs of potential clients;

- The analysis of the target groups of consumers;

- The development of a trademark of the university;

- The development of a slogan that most accurately expresses the goals of the university;

- The establishment of the corporate staff culture of the educational institution (style of linguistic and
non-verbal communication, the quality of conferences, business meetings, appearance of employees, style
of clothes, ability to solve conflicts and crisis situations);

- The development of the means to inform consumers about the advantages of the educational
institution;

- The creating of the good reputation and the accumulation of positive information about the past
university’s activity as well as the informing potential clients about the future plans for the development of an
educational institution, publicly significant proposals and views of the head and top managers;

- The presentation of self-financed events (conferences, symposiums, charity to help the disabled
people, orphans who have suffered from accidents or natural disasters, preferential education for children
from large families, children of employees, payment for studying on credit);

- The close cooperation with the media (presentation on Ukrainian, local TV and radio channels with
detailed interviews or essays organization of the conferences, participation in TV and radio reviews,
participation in press-monitoring, support for informal contacts with journalists, etc.);

- The marketing researches of efficiency of advertising in newspapers, magazines, radio and
television and other measures [17, 48].

Conclusions. The work on creating and maintaining an image of the educational institution requires a
rather multidimensional and regular activity not only image-makers, but also teams of professionals of public
relations. The effective implementation of the university’s image strategies provides the strengthening of the
higher education positions in the market of educational services and gives it the opportunity to be a
competitive subject of education both in the region and in the country as a whole. The right choice of the
image strategy allows the university to introduce its activity to the wide spectrum of people, to make
presentations of its achievements and the level of professionalism. Moreover, the image of the educational
institution is a broadcast of its values and culture.
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