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SKOHOMMUYECKUE ACNEKTbI BbICLUETO OBPA30OBAHUA

UccnepoBaHne 0COGEHHOCTEM
M CTaTUCTHYECKMM aHaNKU3 GpeHpa
o6pa3oBaTeIbHOM OpPraHu3aLuH

B ctaTbe aHanuaupyloTcs TeopeTUYECKKe Noaxoabl K onpedenenuio 6peHaa ob6pa3oBaTenbHOM opraHu-
3auuun. ABTopamu 06061LEHbI M CHOPMYAMPOBaHbl 0COBEHHOCTM BPeHAa OpraHu3aLmu, NPeaoCcTaBASIoWeN
o6pa3oBartenbHble yenyrn. Hanbonbluee BHUIMaHWE yaeneHo pacKpbITUIO CYLHOCTHBIX XapaKTePUCTUK BpeH-
[a By3a, ero GopMUPOBaHMIO U OLIEHKE C YY4ETOM TEHAEHLMI Pa3BUTUS pbiHKa 06pa3oBaTesbHbIX YCayr v
M3MEHEHUH NpeanoyTeHni notpebutenen. OCHOBHOE BHUMaHWE yaeneHo IMMNUPUYECKOMY UCCNesoBaHUIo
6peHaoB psfa yHuBepcuTeToB CBEPANOBCKOM 06nacTh Ha 0CHOBE GOPManM30BaHHOrO Cr/IOWHOMO onpoca
CTyAeHTOB 3a 2014 r., N03BOMUBLLEMY ONPeSeNuTb BOCNPUATUE UMM GPpeHaa YpanbCKOro rocynapcTBEHHOr0
3KOHOMMYECKOro YHUBEPCHUTETA M OLEHWTL €70 N0 CPaBHEHMIO C BPEeHAaMK OCHOBHbIX KOHKYPEHTOB. [ns
CpaBHEHUS CTEeNeHW pasNnyni B oLeHKax 6peHa Ypl'dY v By30B-KOHKYPEHTOB MO BbIGPAHHLIM KPUTEPHUAM
aBTOpaMM UCMO/b30BaH HemapaMeTpU4eCKui METo CTaTUCTUHECKOr0 aHanu3a — Kputepuin Ppuamana, Bbl-
NOMHEHHbIN C NOMOLLbIO NPOrpaMMHOro kKomnnexkca SPSS. BepuduumupoBaHbl rMNoTe3bl 0 TOM, Kak NepBo-
KYPCHUKM OLieHWBaIOT NpecTvxk aunnoma Yplay, Ypdy, YpI'YIC v YITY, nepcneKT1Bbl TPyAOYCTPOMCTBA Nocne
OKOHYaHWS BY30B, NErkocTb 06y4eHus, JOCTYNHOCTb 06pa3oBaTeNbHbIX YCAYr U YPOBEHb OMNaThl, BO3MOX-
HOCTb Camopeanu3aLun cTyaeHToB. o pesynsratam CTaTUCTUYECKOTO aHanu3a OnpefeneHbl YHUKasbHbIe
XapaKTepPUCTUKKM 6peHaa YpIAY, KoTopble MOTyT CTaTb OCHOBOW NO3ULIMOHUPOBAHKS U MPOABUIEHUS YHUBED-

CUTETa Ha PbIHKE 06pa30BaTeNbHbIX YCAYT.

pesynbtate pebopM1poOBaHUA PoC-

CUICKOW cMcTeMbl 00pa3oBaHNA B
nocnegHue JecATUNETUA NOABUIOCh HOBOE
ONA CTpaHbl ABNEHMe — PbIHOK 06pa30Ba-
TeNbHbIX YCIYT, @ BMECTE C HAM U OCHOBHble
UrPoKM — 06pa3oBaTeNibHbIe OpraHKn3aLum.
BoBneueHne obpa3oBaTenbHbIX OpraHu3a-
LMIA B PbIHOYHbIE OTHOLIEHUA NPOUCXOAN-
10 NOCTENEHHO 1 HepPaBHOMEpPHO. BmecTe ¢
TeM NpYMEeHeHNne HeoTbeMIEMOrO PbIHOY-
HOro aTpubyTa — MapKeTuUHra — KOCHyNoch
B TON UM UHOW CTENEHN Kaxaoi 0bpaso-
BaTeNbHoOW opraHusaumn. M ecnu Ha nep-
BbIX MOpax MapKeTWHIOBbIA NOAXOR MpPo-
ABNANCA B NPUMEHEHWU NINLIb HEKOTOPbIX
VHCTPYMEHTOB MPOABVKEHWA (Hanpumep,
peKnambi), To N0 Mepe PasBUTUSA PbIHOUHbIX
OTHOLUEHWUA NOAXOA K MapKeTUHrOBOMY
ynpasneHuio obpa3oBaTenbHoOl opraHu3a-
umei npuobpeTan Bce 6onee LENOCTHBIN 1
KOMMNEKCHbIN xapakTep. Vcnonb3oBaHue
ONA MPOABMXEHUA HE TONbKO peKnambl,
HO 1 PR, NpAMOro MapKeTuHra, oCBOeHue
VIHTepHeT-NPOCTPaHCTBa, aKTUBHOE NOrpy-
XeHue B CoLManbHble CeTW, NpoBeAeHue
KOMMEKCHbIX MapKETUHIOBbIX UCCIefoBa-
HUIA — BOT TONbKO HEKOTOPbIE acneKTbl Map-
KETUHrOBON [EeATENbHOCT COBPEMEHHbIX
o6pa3oBaTeNbHbIX OpraHu3aLuii.

B KauectBe uenein pedpopmmpoBaHUs
obpaszoBaHuA B Poccun peknapupyetcs
MOBbILLEHNE KayecTBa U [OCTYMNHOCTM 06-
pa3oBaTenbHbIX ycnyr. OfHako Maccosble
npeacTaBieHUs 0 KauyecTBe COBPEMEHHOTO

06pa30oBaHNA BeCbMa HeOofHO3HauHbl. Mc-
cnepoBaHne 1200 OMOX03AWCTB B MATU
pernoHax Poccum (PAHXwIC, 2012 r.) no-
Ka3ano, uto 40% pecrnoHAeHTOB OTMETUNN
yXygLeHue kauectsa obpasosaHusa. Moutn
[Be TPeTV NPUHABLLKX yyacTue B onpoce
OLIeHMNIN JOCTYMHOCTb KaueCcTBEHHOro 06-
pa3oBaHua HeratusHo [15. C. 501].

B 3Tux ycnosuax 6onbluoe BHUMaHMe
npu Bbibope 06pa3oBaTeNbHON OpraHu-
3auum ygensetcs uctopum u 6peHay Bysa
Kak BaXKHellleMy WHAMKaTOpY KauyecTBa
obpa3oBatenbHbIx ycnyr. Cepbe3Has KOoH-
KypeHUusa 1 GopMrpoBaHMe NPUHLMNOB
notpebutenbckoro obulectBa Ha pPblH-
Ke o06pa3oBaTefbHbIX Yycnyr nobyxpa-
toT obpa3oBaTenibHble OpraHu3aunm Bce
6onbluee BHUMaHMe obpaliaTb Ha Co6-
cTBeHHble 6peHfbl. U, kak 0b6a3aTenbHoe
YCNOBME [JSINTENbHOrO CYLeCTBOBaHWA
6peHpa, NpoBOLUTb WCCNEeLOBaHWA ero
notpebutenbckon oueHkn. «bpeHg» -
O[HO M3 Tex MOHATWIN, KOTopoe CHavana
MoABMNOCH Ha pblHKe 06pa3oBaTeNbHbIX
YCAYT, N TONbKO 3HAYUTENbHO NO3Xe emy
CTanu yaenaTb Cepbe3Hoe BHUMaHWe B Te-
opuMn OTpacneBoro mapketuHra. Hanpu-
mep, 6peHa «MOCKOBCKMIA rocyaapcTBeH-
HbIn yHuBepcuteT M. M.B. JlomoHocoBa»
BO3HUK ele B 1755 r., a nepBble TeopeTn-
yeckme n3blCKaHUA B 06nacTu 6peHaunHra
06pa3oBaHMA NOABUANCH NNLLb [Ba BeKa
cnycra.
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The Research of Peculiarities
and the Statistical Analysis of
an Educational Institution Brand

The paper considers theoretical approaches to defining the concept of an educational institution
brand. The authors formulate particularities of brand of an institution providing educational services. The
most considerable attention is paid to identifying and describing essential characteristics of a brand of a
higher education institution, processes of building and assessing it allowing for the trends in educational
services market and changes in consumer preferences. The authors’ primarily focus is on the empirical re-
search of brands of a number of universities in Sverdlovsk oblast using the findings of a blanket canvassing
of students taken in 2014. The canvassing enabled the authors to explore the students’ perception of the
brand of the Ural State University of Economics and evaluate it in comparison with the brands of its main
competitors. To compare the degree of difference in assessments given to USUE brand and the brands of
its competitors according to the defined criteria the authors applied the Friedman test using SPSS program.
The authors verified hypotheses about first-year students’ evaluation of the prestige attached to having
diplomas of the Ural State University of Economics, Ural Federal University, Ural State University of Railway
Transport and Ural State Mining University, prospects of employment after graduation, easiness of studying,
accessibility of educational services and university fees, opportunities for students’ self-actualization. The
statistical analysis enabled identifying the unique characteristics of the USUE brand, which may form the

basis for the university positioning and promotion in the educational services market.

Recent decades of reforms in the Rus-
sian education system have led to
the emergence of an educational services
market that with its main players (educa-
tional institutions) represents a new phe-
nomenon for the country. The process of
involving educational institutions in market
relations has been gradual and uneven,
though the application of marketing as
an innate component of market economy
touched in varying degrees every educa-
tional institution. Moreover, if at first a mar-
keting approach was manifested only in the
use of some promotion tools (for example,
advertising), over time, due to the devel-
opment of market relations, the approach
to marketing management in educational
institutions has become more holistic and
complex. Using PR, direct marketing along
with advertising, taking the opportuni-
ties opened up by the Internet as well as
penetrating to social networks, arranging
complex marketing surveys exemplify just
some of the aspects of marketing activities
of modern educational institutions.
Improvement of the quality and acces-
sibility of educational services are declared
the goals of ongoing education reforms in
Russia. Yet the majority view of the quality
of modern education is rather equivocal.
According to the findings of the research
exploring 1200 households in five regions
of Russia (performed by the Russian Presi-
dential Academy of National Economy

and Public Administration in 2012), 40% of
respondents pointed to worsening qual-
ity of education. Almost two thirds of the
survey participants assessed negatively
the accessibility of good quality education
[15.P.501].

In such conditions considerable atten-
tion while deciding on an educational in-
stitution is paid to the history and brand
of a higher education institution as the
important indicators of the quality of edu-
cational services. Tight competition and
actively forming principles of consumer
society in the educational services mar-
ket encourage educational institutions to
direct more scrupulous attention to their
own brands. And, as a necessary condition
for lengthy existence of a brand, they have
to conduct research of consumer evalua-
tions of the brands. Brand lists among the
concepts that first appeared in the educa-
tional services market and only much later
became carefully considered by the theory
of industrial marketing. For instance, such
brand as “Lomonosov Moscow State Uni-
versity” emerged as early as 1755, where-
as first theoretical studies in the field of
branding in education were completed
two centuries later.

ANALYSIS OF THEORETICAL APPROACHES TO
THE DEFINITION OF THE CONCEPT
“EDUCATIONAL INSTITUTION BRAND”

There are different approaches to the
understanding of an educational institu-
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Tabnunya 1 - lNogxodbl K NoHMMaHUIo 6peHaa 06pa3oBaTesibHOM opraHu3aLum (By3a)

TEeAbHOCTbIO [6. C. 39]

ABTOP Onpeaenenve

N.A. AnekceeHKo, | MaBHbIV cMbICA [BpeHAa] cocTomT B obecneueHnm cBsA3u obpaso-

M.A. Knupees BaTEAbHOIO YUPEXAEHUS U ero LIeAeBOW ayAUTOPUU NMOCPEACTBOM

(2009) obeLaHna yHUKaAbHOro Habopa ycAyr, HauboAaee COOTBETCTBYHOLLIETO
oXupaHuam notpebutens [1. C. 324]

B.10. Nawkyc «Heocsizaembliii» HAbOP XxapakTepUCTUK 06Pa30BATEALHOTO YUPEXAEHUS

(2011) W €ro yCAyr B COYETaHUU C BNeYaTAEHUEM, KOTOPOE OHO NPOU3BOAUT
Ha noTpebutens, 1 obellaHHbIMKU NOTPpebUTeAD HocUTeAreM BpeHAa
onpeaeAeHHbIMU npenmyllecteamu [13. C. 84]

E.l. bekkep OMOLUMOHAAbHOE COCTOSIHUE YEAOBEKA, KOTOPOE BO3HUKAET NpU yNoMu-

(2012) HaHWK AOBbIX OTAMUUTEABHbBIX NPU3HaKOB By3a [3. C. 132]

A.A. KarropopoBa | LieHHOCTHOe oTpaxeHwue By3a B CO3HaHWM TeX KOHKPETHbIX AFOAEN,

(2012) KOTOpbIe TaK AW UHaYe CBSI3aHbl U B3aUMOAEMCTBYIOT C €ro XU3HeAes-

E.M. N\yxmeHeBa,
0.M. KanuneBa
(2012)

[10. C. 228]

CAOXMBLUMICS 06pa3 yuebHOro 3aBEAEHWS, NMO3BOASIIOLLMWIA eMY UMETb
KOHKYPEHTHble NPEeUMYyLLLECTBA Ha PbIHKE 06pa30BaTEAbHbIX YCAYT U
NPUBAEKATb AOMOAHUTEABHbI YEAOBEUECKUI U GUHAHCOBbBIN KanuTan

M.E. MbsiH3WHa
(2013)

BpeHA By3a 06beAMHAET KaueCTBEHHbIE, BU3yaAbHbIe Y 3MOLIMOHAAB-
Hble XapaKTePUCTUKK y4eOHOro 3aBeAEHUSA, MO3BOAAOLLME EMY UMETb
KOHKYPEHTHbIE NPEUMYLLECTBA Ha PbIHKE 06Pa30BaTEAbHbIX YCAYT

W reHeprpoBaTb AOMOAHWUTEABHbIN A0XO0A [14. C. 33-34]

AHANN3 TEOPETUYECKIX NOAXOA0B
K ONPEAEJIEHNIO BPEHJA
OBPA30BATE/IbHOW OPTAHU3ALIAN

CywecTBylOT pasnnyHble NOAXOAbl K
noHumaHuio 6peHga obpa3oBaTenbHON
opraHu3auumu, 60MblUas YacTb 13 KOTOPbIX
chopmmpoBanacb B KOHTEKCTe BbICLLErO
npodeccrnoHanbHoro obpasosaHusA. Pac-
CMOTPUM HEKOTOPbIE W3 CYLIECTBYIOLIMX
onpepaeneHui (tabn. 1).

MOXHO 3aKNiounTb, YTO MOAXOAbl K
MOHWMaHWio bpeHaa obpa3oBaTeNbHON
OpraHu3aumK pasnuyaloTca npexae Bce-
ro B onpefeneHnn ponu noTtpebutens.
Tak, HekoTOpble aBTOPblI paccMaTpUBaloT
6peHa kak obpa3 By3a, Gopmupyemblii B
CO3HaHWK noTpebuTenen, Apyrue npep-
CTaBNAIOT ero Kak COBOKYMHOCTb onpe-
AENEHHbIX XapaKTePUCTUK, JatolWux By3y
KOHKYpPEHTHblEe MpeumyliectBa. Ha Haw
B3rnAag, bpeHa obpasoBaTenbHON opraHu-
3aUMM — COBOKYMHOCTb 3HaHWIN, SMOLMIA 1
LleHHOCTel, GOPMUPYIOLUXCA KaK pe3ynb-
TaT BOCNPUATMA NOTPEOUTENAMM XapaKTe-
pUCTUK 06pa3oBaTenbHO OpraHW3aunm
uepes MX JINYHBINA OMbIT, @ TaKKe nocpes-
CTBOM MapKETUHTOBbIX 1 MEXIMYHOCTHbBIX
KOMMYHWKaLWA.

JNCKYCCMOHHOCTD  pasHbIX NMOAXOAO0B
OTBEYAeT OCHOBHOMY TPEHAY Pa3BUTUA
OpeHA-MeHeKMeHTa B HanpaBneHum pac-
WUPWTENBHOTO NOHUMAaHUA GYHKLMOHANb-
HOro 3HaueHus bpeHpa: oT obpasa B CO3Ha-
HUKM NoTpebuTena [o pasBMBaAIOLLENCA BO
BPEMEHUN CYLHOCTY, GpopmMuUpyloLel Kop-
nopaTmeHyio ngeHTnyHocTs [9. C. 8].

OueBuAHO, UTO CNeLUPUUHOCTL bpeH-
[ia Ha pblHKe 0bpa3oBaTesbHbIX yCiyr dop-

MUpyeTCA 13 0cobeHHOCTel camrx 06paso-
BaTeNbHbIX OPraHu3aLuii.

1. Cneundnky 6bpeHpa obpaszosaTenb-
HOW opraHu3aumn GopMuUpyloT  Takue
obwye ana Bcex ycnyr, Bknwyvasa obpaso-
BaTeNbHble, 0COBEHHOCTN, Kak HeocA3ae-
MOCTb, HEOTAENMMOCTb, OTCYTCTBME COb-
CTBEHHOCTM, HEMOCTOAHCTBO — KauyecTsa,
HEBO3MOXHOCTb XpaHeHua (Hepjonroeeuy-
HocTb). Tak, U.B. Mpowes n A.A. KpacHocno-
6opues cuuTatot, uTo 6peHa B chepe ycnyr
urpaet 6onee 3HauMMyio posb Mo CpaBHe-
HUIO co chepoit TOBApOB MO NPUYMHE He-
MaTepuanbHOCTU YCIyru, UTO 3aTpyaHAeT
OLeHKy ee KauyectBa. CnoxHO npepocTa-
BWTb [OKa3aTeNbCTBa TOrO, Kak OpraHu3a-
umMA BbINOMHAET cBOM obA3aTenbcTBa 6e3
BK/IOUEHUA NOTPebnTens B NpoLiecc okasa-
HuA ycnyri. bpeHp B faHHOM cyyae BbICTy-
naeT MHAMKATOPOM KauyecTBa, CTeMNeHN pu-
CKa, LIeHHOCTel 1 NpecTy<a opraHu3aunum
[4.C.134-135].

C gpyroi CTOpOHbI, cneunduky 6peH-
Aa dopmMupytoT 1 0CobeHHOCTY camoit 06-
pasoatenbHoii ycnyru. Tak, 3./. MBaHoBa,
A.B. KodaHos, K.C. EneHeB akueHTMpytOT
BHMMaHMe Ha WHBECTULMOHHOM XapaKTe-
pe 3aTpaT Ha obpa3oBaTenbHble YCyru, Ux
pa3Ho0bpasunm No ANUHE XN3HEHHOTO LMK-
na v aaanTMBHOCTU K CTUNAM noTpebneHua.
YKa3aHHble XapaKTepuCTUKN BAUAIOT Ha
CTeneHb BOBJIEYUEHHOCTW MoTpebuTtenei B
npouecc npuobpeTteHna obpasoBaTeNb-
HbIX YCNYT, @ 3HauuT, Ha ponb bpeHaa npw
Bblbope 06pa30oBaTENbHON OpraHu3aLmu
[5. C. 40]. CnepgoBatenbHO, 0COGEHHOCTY
obpa3oBaTenbHoi ycnyru TpebytoT Tila-
TEeNbHOTO NOAXOAa K MCCNefoBaHUI0 Tex
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XapaKTePUCTUK, KOTOPbIE ONPEAENsAIoT Bbl-
6op notpebuteneit 1 MmoryT 6bITb NonoOXe-
Hbl B OCHOBY OLIeHKI BpeHpa.

2.Cneunduka peatenbHoCTM obpaso-
BaTeNbHbIX OpraHM3auuii onpeaenseTca
pa3HOPOAHOCTbIO NoTpebuTtenei — 3710 Bbl-
MYCKHUKW WKON W UX POAUTENM, CTYAEHTbI,
paboTtopateny, pPabOTHUKM  Pa3NNYHbIX
NpeanpuATWiA, Xenawwme noayuntb 06-
pa3oBaHue, nNpenogasaTteny 1 paboTHNKN
[aHHOM 06pa3oBaTenbHON opraHu3aLuy,
rocygapcTteo n obwectso B Lenom. Oue-
BWUOHO, YTO NpefcTaBuUTENN PasfNUHbIX
rpynn notpebuteneit npegbaABAAOT K
peATenbHoCTM  obpasoBaTenbHOW  opra-
HU3aLMU oTanvarlmecs TpeboBaHUA |
oxupaHua. Tak, Ana abuTypueHToB U UX
poawuTeneil 6peHa obpasoBaTenbHON op-
raHu3aumm HeceT B cebe nHdopmaLmio 06
YpOBHe KauyecTBa 06yuyeHus, Kanuduka-
umn npodeccopcko-npenoAaBaTebckoro
COCTaBa, MONOXEHUM B perTuHrax. ina cry-
AeHToB OpeH 06pa3oBaTenbHOM OpraHu-
3aUmMn BK/KOYAeT BO3MOXHOCTb PaCKpbITh
CBOW CMOCOBHOCTU, XapaKTepusyeT npe-
CTVX AMNIOMA Ha pbIHKe Tpyaa, BocTpebo-
BaHHOCTb BbIMYCKHMKOB. [peacTaBuTenn
pblHKa TpyAa BocnpuHUMatoT 6peH obpa-
30BaTeNbHOW OpraHM3auum yepes nprsmy
CBOVX WHTEPECOB: YPOBeHb KBanuduka-
LMW BbINYCKHNKOB, NMOHUMaHWe UMW CBOUX
0613aHHOCTEN, HaLeneHHOCTb Ha paboTy.
locypapcTBo paccmatpuBaeT OpeHabl 06-
pa3oBaTeflbHbIX OpraHM3aumii (By30B) Kak
VHCTPYMEHTbI NOMNafiaHuA B MeXayHapoa-
Hble Pe’TUHIX, MO3BONALME MOBbICUTL
NpecTX pPOCCUACKOro 06pa3oBaHuA B
mupe. Pa3HopoaHOCTb noTpebutenein, He-
COMHEHHO, 3aTPYAHAET NPOLeCC OLEHKU
6peHfia obpa3oBaTeNbHON OpraHM3auuy,
MOCKOMNbKY TpebyeT pa3paboTkn pa3HOO-
6pa3HOro NHCTPYMeHTapus, yuuTbiBatoLe-
ro 0CO6eHHOCTY KaxAow rpynmnbl noTpebu-
Tenen.

3. Pa3HopoaHOCTb noTpebutenen
onpepfenseT elle ofHy ocobeHHocTb. Obpa-
30BaTe/IbHble OpraHM3auuy OfHOBPEMEH-
HO ABNAKOTCA Cy6bEKTaMU Ha ABYX CMeX-
HbIX pblHKax: 06pa3oBaTeNlbHOM U PbIHKE
Tpyna. MoctaBnatoT pabouyto cuny Ha pbli-
HOK Tpyga. ObpasoBaTefibHble OpraHu3a-
LMW OTBeYaloT NOTPeBHOCTU CTYLEHTOB B
MONyYeHUM 3HAHWIA U Pa3BUTUU CMOCOG-
HOCTE N OfHOBPEMEHHO YAOBNETBOPAIOT
notpebHocT pabotofateneit B KBanudu-
LIMPOBaHHbIX paboTHUKax. Konnemxu, Kak
1 By3bl, AENCTBYA Ha ABYX PbIHKaX, 0TYaCTy
YOOBNETBOPAT NOTPEOHOCTY BY30B B abu-
TypueHTax. YKasaHHasa ocobeHHoCTb Tpeby-
€T MHTErpMpoBaHHOIO NOAXO0Aa, yYeTa oc-
HOBHbIX NpejnoyTeHnn notpebutenein Ha
Pa3NUYHbIX PbIHKAX, a Takxe NpuBefeHus
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Table 1 — Approaches to the understanding of an educational institution brand

(of a higher education institution)

Author

Definition

I.A. Alekseenko,
M.L. Kireev
(2009)

[1. P. 324]

The main purpose [of a brand] is to ensure the communication be-
tween an educational institution and its target audience through the
promise of a unique set of services tailored to consumer expectations

V.Yu. Pashkus

An “intangible” set of characteristics of an educational institution and

[3.P.132]

(2011) its services combined with the impression that it leaves on a con-
sumer and a promise of certain benefits to the consumer by a brand
bearer [13. P. 84]

Ye.G. Bekker The emotional state of a person, which s/he gets into when any

(2012) notable features of a higher education institution are mentioned

D.A. Kaigorodova
(2012)

A value-like reflection of a higher education institution in the minds of
those particular people who are somehow involved into a university
life and interact with it [6. P. 39]

Ye.P. Lukhmeneva,
0.M. Kalieva
(2012)

[10. P. 228]

The emerged image of an education institution, which contributes to
its competitive advantages in the educational services market and
allows the institution to attract additional human and financial capital

M.Ye. Pyanzina
(2013)

The brand of a higher education institution combines its quality,
visual and emotional characteristics that allow the institution to enjoy
competitive advantages in the educational services market and gen-
erate additional revenue [14. P. 33-34]

tion brand, the majority of which have
been developed in the context of higher
vocational education. Let us look at some
of existing treatments (Table 1).

A conclusion can be made that ap-
proaches to the understanding of the edu-
cational institution brand differ primarily
in terms of the role of a consumer. For in-
stance, some researchers see the brand as
an image of a university created in consum-
er minds, while the others present it as a set
of characteristics generating competitive
advantages of a university. In our view, edu-
cational institution brand is a combination
of knowledge, emotions and values which
is the result of consumer perception of the
characteristics of an educational institution
through his/her individual experience as
well as through marketing and interper-
sonal communications.

The disputable nature of various ap-
proaches reflects the major tendency in de-
velopment of brand management in terms
of extended understanding of a functional
meaning of brand: from an image in con-
sumer minds to an evolving essence which
shapes corporate identity [9. P. 8].

Obviously, the specifics of a brand in
educational services market derive from
the peculiarities of educational institutions
themselves:

1.The specifics of an educational insti-
tution brand are formed by such features
common to all services (including educa-
tional) as intangibility, inseparability, lack
of ownership, impermanence of quality, im-

possibility of storage. For instance, I.V. Gro-
shev and A.A. Krasnoslobodtsev argue that
the role of a brand in the services sphere is
far greater than in the sphere of goods, be-
cause services are intangible and this fact
hampers evaluation of their quality. It is dif-
ficult to present any proof of how an institu-
tion fulfills its obligations without including
a consumer in the process of maintaining a
service. In this case, brand speaks for qual-
ity, a degree of risk, values and prestige of
an institution [4. P. 134-135].

On the other hand, the specifics of a
brand are shaped by the particularities
of an educational service itself. This way,
Z.l. lvanova, A.V. Kofanov, K.S. Yelenev em-
phasize the investment nature of the spend-
ing on educational services, their diversity
in the length of life cycle and adaptability to
consumption styles. The said characteristics
influence the degree of consumer involve-
ment into the process of acquisition of an
educational service and, hence, the role of
brand while choosing an educational insti-
tution [5. P. 40]. Consequently, the particu-
larities of educational services should be
carefully addressed to find out about the
characteristics that affect consumer choice
and may provide the basis for brand valu-
ation.

2.The specifics of an educational in-
stitution’s activities are determined by the
variety of consumers, including high school
graduates and their parents, students, em-
ployers, company employees willing to get
education, teaching staff and other person-

nel of this educational institution, the state
and society as a whole. It is self-evident
that the expectations and requirements to
educational institutions vary significantly
among the representatives of different
groups of consumers. For example, for ap-
plicants and their parents an educational
institution brand contains the information
about the level of education quality, qualifi-
cation of the faculty, position in ratings. For
students, an educational institution brand
incorporates the opportunities to demon-
strate their capabilities and characterizes
the prestige of the diploma in labour mar-
ket, demand for the institution’s graduates.
The representatives of the labour market
perceive an educational institution brand
through the prism of their own interests:
level of the graduates’ qualification, under-
standing of the duties, their determination.
The state looks at educational institution
brands (universities) as the tools of enlist-
ment into international ratings that help
raising the prestige of the Russian educa-
tion worldwide. Undoubtedly, the diversity
of consumers impedes the valuation of an
educational institution brand, because
such situation requires the development
of a comprehensive toolkit taking into ac-
count the specific features of every group
of consumers.

3.The diversity of consumers leads
to one more outcome. Educational insti-
tutions are the subjects of two markets
simultaneously: an educational market
and a labour market. They provide labour
market with workforce. Educational insti-
tutions meet the students’ needs for gain-
ing knowledge and expanding capabilities
and at the same time satisfy employers' de-
mand for qualified workers. Colleges, which
similarly to higher education institutions
operate in two markets, partly meet higher
education institutions’ demand for appli-
cants. The indicated peculiarity requires an
integrated approach, understanding of the
major consumer preferences in different
markets and their sensible balancing. Fur-
thermore, educational institutions of voca-
tional education have to put in extra effort
to study consumer demands in educational
services market and labour market to build
their marketing policy correctly.

4.The specifics of educational institu-
tions’ activities are determined by their
multi-faceted mission: while providing
educational services they also should assist
individuals in developing skills, contribute
to personal development and offer a wide
spectrum of additional services with re-
gard to buyers' needs. The successful life of
a specialist or business depends largely on
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Tabnuua 2 — XapaktepucTnku 6peHaa Yplrady, nosausBlume Ha BbIGOP By3a

Xapaktepuctuku bpeHaa By3a MpouenT o
OTBETUBLLUX, %
OcHoBHbIE
Hannumne 6ropXeTHbIX MECT/BO3MOXHOCTb MOCTYNWUTb Ha BIOAXET 22,5
Hannune MHTepecHbIX cneunManbHOCTEN 14,2
Yp06CTBO pacnoAOXeHUst 11,7
Cratyc rocyAapCTBEHHOrO By3a 10,8
BropocteneHHbie
Haanune obexutus 7,6
Xopoliee 3paH1e U U3BECTHOCTb By3a 6,6
BbICOKUI PEUTUHT By3a 5,8
ManosHaumumble
He noctynua B Apyron By3 2,6
CtonMmocTb 0byueHusn/cemenHas TpaanLmMs/3a KOMNaHWIO 2,2
Mo coBeTy yunTensi/y4nnacst B npodopUeHTaLMOHHOM KAacce/CAydaiHo 1,4
Mpwuesa npl:leMHoﬁ KOMWCCUWU B MOI ropoA/BOAS poAMTe/\eWHa/}Mqu Menee 1
YHWKaAbHOW CneunranbHOCTM/0No3Aan CAATb AOKYMEHTbI B APYroW By3

ux B paBHoBecue. Kpome Toro, o6pa3oBa-
TENbHbIM OpraHM3auuam npodeccmoHanb-
HOro 06pa3oBaHUA NPUXOAUTCA NpunaraTb
[OMONHUTENbHbIE YCUNUA ANA U3yYeHUs
notpebHocTen notpebutenein Ha obpaso-
BaTENIbHOM PbIHKE U pbiHKe Tpyfa, YTo6bl
NpaBUIbHO NOCTPOUTL COBCTBEHHYO Map-
KETUHIOBYH NONNTHUKY.

4.Cneundunky peAtenbHocTM obpa-
30BaTe/lbHbIX OpraHu3auumii  onpegenset
MHOr0acCnekTHOCTb MX MpPeAHa3HaueHus:
npepocTaBnaa obpa3oBaTeNibHble YCNyry,
OHW B TO e BpeMsA JOMKHbI MOMOYb Kax-
[0 KOHKPETHOW NIMYHOCTY Pa3BuUTb CBOU
CNOCcO6HOCTY, @ TaKke HayuuTb camopas-
BUTWIO, NpegnaraTb LMPOKUIA CNeKTp Ao-
MONHUTENbHbIX YCNIYT C y4eToM noTpebHo-
CTel mokynaTenei. YcnewHocTb 6u3Heca
1 Ccneumanncta BO MHOrOM onpegenserca
YyMeHUEM MepeHUMaTb U FeHepupoBaTb
Hanbonee nepefoBble 3HaHWA U pPeLLeHNs,
KOTOpble CYLLeCTBYIOT B MUPE, @ CTapTOBOW
MNOLLALKO 1A OCBOEHMA HOBbIX TEXHOMNO-
rnii ABNATCA 06pa3oBaTeNbHble OpraHin3a-
umn [8. C. 77]. Takum obpaszom, BocnpuaTme
6peHaa notpebutenamu ocyuiecTBseTcA
He TONbKO B pa3pese obpa3oBaTenbHoi fie-
ATENbHOCTY, HO U KaK COBOKYMHOCTb aTpu-
OyTOB MHTEpPECHON CTYLEHUECKOW XU3HW,
aKTWBHOW couManbHoO AeATenbHOCTY, BO-
BNEYEHHOCTU B peanu3auio obLLecTBEHHO
3HauMMbIX NPOEKTOB.

5.Ewe opHa ocobeHHOCTb AeATenb-
HOCTU  06pa3oBaTeNbHbIX OpraH13aLmii
3aKnYaeTcA B TOM, YTO BROXeHUA drHaH-
coB B 06pa30BaHMe KaxAblii MOKynatenb
(noTpebutennb) paccmaTpuBaeT Kak [ONro-
BpEMEHHble W OKymawwwmeca. [pyrumn
cnosamu, npuobpetas obpa3oBaTeNbHYI0

YCNyry, CTyAeHT B Oyayliem paccuntbiBaeT
NPUMEHUTb NONYYEHHbIE 3HAHUA 1 HaBbIKN
¢ bonblueln oTgauel, T.e. OXUAAET NOCTPO-
€HUA Kapbepbl W BbICOKOW 3apaboTHol
nnatbl. OYeHb TOYHO, Ha Haw B3rnAg, 3Ty
ocobeHHOCTb onpegenatoT LA, baHHbIX 1
A.M. TuxommpoBa, HasblBad BbiCliee 06-
pa3oBaHME «OAHUM W3 BaXKHEWWMX CO-
umnanbHbIx nndTos» [2. C. 51]. To e camoe
MOXHO CKa3aTb 0 paboTofatene, KOTOPbIA,
npvHUMas Ha paboTy BbiMYCKHUKOB By30B
U Konnegxeil, HageeTca MonyynTb BbICO-
KOKBaNMOULMPOBAaHHOrO  CMeLuanncTa,
CnocobHoro noBbICMTb  3$HEKTUBHOCTD
peatenbHocTn npeanpuatua. C  ppyrow
CTOPOHbI, JlaHHasA XapaKTepucTunKka obpaszo-
BaTENIbHOW YCNYTY UMEET 1 ApYTyto 0CobeH-
HOCTb — OTCPOYEHHOCTb pe3ynbTata. [1po-
ABWUTb CBOM KOMMETEHLMWN B MONHON Mepe
CTY[EHT CMOXeT TO/NbKO MOC/Ie OKOHYaHUA
06yueHus. Mostomy, BbIbrpas MecTo yuye-
6bl, 60NBIUMHCTBO abUTYPUEHTOB CTapaloT-
cA HalT anA ceba rapaHTUM yCnewHoro
BNOMEHMNA COOCTBEHHbBIX CPEACTB.

Takum 0b6pa3om, aHanu3 Hay4Hoi nu-
TepaTypbl MO3BOAMI aBTOpPaM BblgeNnTb
cnepylowme Knouesble 0cobeHHOCTH, Xa-
pakTepusytowme bpeHg obpazosaTenbHoi
opraHu3auuy, Hanbonee 3HaulMble B KOH-
TeKCTe NPOBeAeHHOr0 NCCIIeA0BaHMA:

o GopmupoBaHue 6peHaa ocyLecTBA-
€TCA He TOMbKO CUNamy OpraHu3auuy, Ho
M camMmu notpebutenamn B pesynbraTe
BO3/ENCTBMA MapKETUHIOBbIX U MEXNY-
HOCTHbIX KOMMYHWKaLWA U COBCTBEHHOTO
onbITa;

© 3HaUMMOCTb OTAENbHbIX XapaKTepu-
CTVK BpeHaa pa3nnyHa B 3aBUCMMOCTW OT
rpynnbl noTpebuTenei;

SKOHOMMUYECKUE ACNEKTbI BbICLUETO OBPA30OBAHUA

® 0COGeHHOCTY BpeHfa obpa3oBaTesNb-
HOI1 OpraH13aLMmM onpesensioT CIOKHOCTb
npoLecca ynpasneHns UM U NPOBeAEHUs
OLIEHKV ero CTOMMOCTH.

NCCNEQOBAHUE CPABHUTEJIbHbIX
XAPAKTEPUCTUK BPEHAA

YPAJIbCKOIO rOCYAAPCTBEHHOIO
OKOHOMWUYECKOIO YHUBEPCUTETA

B YpanbCkom rocygapCTBEHHOM 3KO-
HOMWYECKOM YHMBEpCMTETE B pamKax
nposogumoro Kadefpoi coumonorun u
NCUXONOrMM  UccnefoBaHWA «Apantauma
CTYOEHTOB MEepPBOro Kypca K obyueHuio B
YploY» 3ajaetca 60K BOMPOCOB, MO3BO-
NAWMUX ONpefenuTb BOCNPUATAE UMK
OpeHpa yHMBepCUTETa 1 OLEHUTb ero Mo
CpaBHeHWI0 ¢ 6peHAaMU OCHOBHbBIX KOHKY-
peHTOB. MeTop nccnepoBanusa — popmanu-
30BaHHbI CMOWHOW ONPOC, KONNYECTBO
OrpoLUeHHbIX BapbupyeT oT 750 go 850
MepPBOKYPCHNKOB.

B oTBeTe Ha Bonpoc «4To nobyanno Bac
nonTu yunTbea B Ypl3Y?» nepBoKypCHYKa-
MM GbINK Ha3BaHbl Pa3fMyHbIe XapaKTepu-
CTUKY, Ha KOTOpble OHU 0BpaLyann BHUMa-
HWe Npu Bbibope By3a (Tabn. 2).

AHanu3npys ocHoBHble, Hanbonee 3Ha-
yMble Npu Bbibope YpIAY xapakTepuctu-
KW, MOXXHO OTMETUTb Crnefyloluee: aBe W3
HUX ABNAIOTCA NO-HACTOALEMY YHUKANbHbI-
MU, NMPUCYLMMIN BY3Y, — MECTOMOMNOXeEHNE
W Hannume MHTEPECHbIX CreLnanbHOCTeN.
CraTyc «rocyfapcTBEHHbIN» He paccMaTpyi-
BaeTCA B KaYeCTBe YHNKaNbHOMN XapaKTepu-
CTUKKU GpeHfa, NOCKOMbKY OCHOBHbIE €ro
KOHKYPEHTbI TaKkxKe OTHOCATCA K rocygap-
CTBEHHbIM By3aM. CamMbIM 3HauMMbIM Kpui-
Tepuem Bbl6opa Ypl3Y cTyneHTbl Ha3Banu
BO3MOXXHOCTb NMOCTYNeHNA Ha OloKeT Ha
5KOHOMMYECKMEe creumanbHoCTh. Bbige-
neHne BIogXKeTHbIX MecT anA obydyeHus B
YHUBEpCUTETE OnpefenaeTca NOANTUKON
MuHucTepcTBa 06pa3oBaHna U Hayku PO,
B KOTOPOW NpUOpUTET OTAAeTCA NPodunb-
HbIM By3aM. Ha yKpynHeHHyto rpynny cne-
LManbHOCTeN «JKOHOMMKA U ynpaBieHne»
yupeauTens npepocTasnaet YpldY 6onblie
610KETHBIX MECT, UeM BCEM LPYriM By3am
ExkaTepunHbypra, BMeCTe B3ATbIM.

Cpenyn BTOPOCTEMEHHbIX XapaKTepu-
CTWK, Ha3BaHHbIX PecrnoHAeHTamu, cnegy-
€T OTMETUTb Hanuume OBWEXMTWA, XOPOo-
Lee 3[jaHNe YHMBEPCHTETA U U3BECTHOCTb
YplaY. Takum obpa3om, obpaszoBaTenb-
HOI opraHu3auun Heo6xoaMMo 0bpaTUTL
BHUMaHWE VMEHHO Ha Te XapaKTepUCTUKM
6peHpa, KOTOpble OHa B CuUNax M3MEHUTH
B NYYLLYIO CTOPOHY.

C uenblo oLeHKM BpeHpa By3a pecroH-
AeHTaMn 1 CpaBHeHUA ero ¢ bpeHaamm By-
30B-KOHKYPEHTOB npepffaranocb OLeHUTb
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Table 2 — Characteristics of the USUE brand that influenced the choice of the university

Characteristics of the university brand Respo:/je rate,
Principal
State-funded places / possibility of the state-funded education 22,5
Interesting courses / programs 14,2
Convenient location 11,7
Status of the state university 10,8
Secondary
Dormitory accommodation 7,6
Fine building and university brand recognition 6,6
High rating of the university 58
Least important
Couldn't enter another university 2,6
University fees / family tradition / for the company 2,2
According to a teacher’s advice / studied in a class with occupational 14
guidance / by chance !
Admission committee visited my town / my parents’ will / unique course
(program) / delayed sending documents to another university Less than 1

the ability to adopt and produce the most
progressive solutions and apply the most
advanced knowledge which exist globally,
and the educational institutions could be
the platforms for learning how to utilize
new technologies [8. P. 77]. Hence, con-
sumers perceive an educational institution
brand not just from the perspective of edu-
cational activities, but as a set of attributes
of interesting student life, social activities,
involvement into realization of socially sig-
nificant projects.

5. Another peculiarity of educational
institutions’ activities is that every buyer
(consumer) considers financial investment
in education as long-term and paying off.
In other words, when a student pays for an
educational service, s/he expects to use the
acquired knowledge and skills with higher
returns in the future, i.e. anticipates build-
ing a career and receiving a generous sal-
ary. In our view, G.A. Bannykh and A. M.
Tikhomirova defined this peculiarity very
succinctly when calling higher education
“one of the most important means of social
mobility” [2. P. 51]. The same can be argued
about an employer who when hiring grad-
uates of universities and colleges hopes to
obtain a highly qualified professional able
to enhance company efficiency. On the
other hand, this characteristic of an educa-
tional service has another peculiarity - the
results are not immediate. The student will
be able to prove the competences only af-
ter the completion of education. That's why
when choosing a place to study the major-
ity of applicants look for the guarantee of
the successful investment.

Thus, the analysis of the scientific litera-
ture enabled the authors to identify the fol-
lowing key peculiarities that characterize a
brand of an educational institution and ap-
pear to be the most significant in the con-
text of the study:

e the brand is built not only by the edu-
cational institution, but also by consumers
who feel the impact of marketing and in-
terpersonal communications and get indi-
vidual experience;

e the importance of different character-
istics of a brand varies across the groups of
consumers;

e the peculiarities of an educational
institutional brand determine the complex-
ity of a process of brand management and
valuation.

THE STUDY OF COMPARATIVE CHARACTER-
ISTICS OF THE BRAND OF THE URAL STATE
UNIVERSITY OF ECONOMICS

The Sociology and Psychology Depart-
ment of the Ural State University of Eco-
nomics (USUE) pursues the research “Ad-
aptation of the first-year students to the
academic process in USUE” that includes
a block of questions which allows discov-
ering students’ perception of the USUE
brand and evaluate it in comparison with
the brand of the university’s main competi-
tors. The research is performed in the form
of blanket canvassing covering from 750 to
850 first-year students.

To the question “What encouraged
you to go to USUE?" the first-year students
listed different characteristics they paid at-
tention to during the choice of a university
(Table 2).

On the basis of the examination of the
principal, most important characteristics
during the choice of USUE we can con-
clude that two of them are truly unique
and linked to the university (location and
interesting courses / programs). The status
of the state university cannot be consid-
ered as the unique characteristic, because
the university’s main competitors enjoy
this status as well. As the most significant
criterion for choosing the Ural State Univer-
sity of Economics the students pointed to
the possibility of state-funded economic
education. The state funding of places in
universities is governed by the policy of the
Ministry of Education and Science of the
Russian Federation that gives preference
to specialized universities. For the accu-
mulated group of programs in “Economics
and Management”the Ural State University
of Economics receives more state-funded
places than all other universities in Yekater-
inburg taken together.

Among secondary characteristics
voiced by respondents we should point to
the presence of dormitory accommodation
for students, fine building of the university
and recognition gained by USUE. Therefore,
the educational institution should direct
more attention to the characteristics of the
brand which can be changed for the better.

To evaluate the university brand and
compare it with the brands of its competi-
tors the study offered to assess the next
characteristics using a five-point scale (1 -
“very poor’, 2 - "poor’; 3 - “acceptable’, 4 -
“good’, 5 - “excellent”):

e prestige attached to having a diploma
of a university;

e prospects of employment after grad-
uation;

e easiness of studying;

e opportunities for students’ self-actu-
alization;

o affordable university fees.

For the purposes of the study, the list of
competitors included three educational in-
stitutions of higher vocational education in
Yekaterinburg: the Ural Federal University
(UrFU), the Ural State University of Railway
Transport (USURT) and the Ural State Min-
ing University (USMU).

The evaluation of the brand of the Ural
State University of Economics is presented
in Fig. 1.

The survey revealed that the first-year
students perceive the university brand as
follows: “The university provides all oppor-
tunities for self-actualization, offers pros-
pects for future employment, has relatively
affordable fees, and its diploma is prestig-
ious, though it is difficult to study in it". One
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Puc. 1. OueHka 6peHaa YplraY cTyseHTaMu-nepBoKypCHUKaMU

no natnbansibHon wWKane (1 - «oyeHb No-
X0», 2 — «MJ0X0», 3 — «CpefiHe», 4 — «xopo-
WO», 5 — «OTAINYHOY) ClefyloLLmMe XapaKTe-
PUCTUKM:

© NPEeCTMKHOCTb ANMIOMA BY33;

e NepcnekTMBbl  AanbHenWwero Tpyao-
YCTPOWNCTBA BbINYCKHNKOB;

® J1erkoCTb 0OYYeHNs B BY3€;

® BO3MOXHOCTb Camopeanusayuu
B BY3e€;

® OCTYMHOCTb OMNaThl.

B KauecTBe KOHKypeHTOB Oblnn Bblbpa-
Hbl TpK 06pa3oBaTeNbHbIE OpraHU3aLmK
BbICLIEro NpodeccroHanbHoro obpasosa-
HuA . EkatepuHbypra: Ypanbckuii depe-
panbHbil yHuBepcuteT (YpDY), Ypanbckuin
roCyAapCTBeHHbIN YHUBEPCUTET MyTen Co-
o6uweHwnsa (YpI'YNC) n Ypanbckuii rocygap-
CTBEHHDbI ropHbIi yHuBepcuteT (YITY).

OueHka bpeHga Ypanbckoro rocypap-
CTBEHHOIO SKOHOMMYECKOTO YHUBEpCUTETa
npencTaBneHa Ha puc. 1.

MonyyeH BbLIBOA O TOM, UTO OpeHp
yHMBepCMTETa B CO3HAaHWU CTYAEHTOB-
NepBOKYPCHNKOB  BOCMPUHUMAETCA  Kak
«YHMBEPCUTET, NPEeAOCTaBAAOLNIA BCE BO3-
MOXHOCTW L1 Camopeanu3aunu, OTKpbl-
BalOLWM NepCneKTBbl ANA AaNibHenWwero
TPYAOYCTPOWNCTBA CTYEHTa CO CPaBHUTENb-
HO [OCTYMHOWN ONNaTon 3a obyueHue, npe-
CTVKHBIM JUNAOMOM, YUNTbCA B KOTOPOM
HenpocTo». OfHON 13 3HAUYMMbIX OCOOEH-
HOCTEN COBPEMEHHOWN MONOAEXMN MOMXHO
OTMETUTb ee CTpemNieHne K NHANBUAYab-
HOCTW, ObITb HEMOXOXWUM Ha Apyrux. Bcé
6orbluee BHUMaHUE YAENAETCA Pa3BUTUIO
CBOVX CNOCOGHOCTEN, MO3BONAOLLMX Bblfe-
NINTBCA N3 MAcChbl CBEPCTHMKOB. MofobHoe
CTpEemsIeHre MOIOAOrO MOKOMEHNSA BNOHE
yuuTbiBaeTcA B Ypl3Y u npoaBnaeTca B pas-
HOOOpa3nM He TONbKO 0Opa3oBaTeslbHbIX
HanpaBfeHUA, HO N MPEeANOXEHUA COLU-

aNbHOrO B3aMMOLENCTBUA, HayuyHOW pa-
60Tbl, MMYHOCTHOTO POCTa, BOMIOHTEPCKON
LeATeNnbHOCTU 1 p.

Bropoin o4eBMaHOW OCOBEHHOCTbIO
MOMNOJOr0 MOKOMEHUA MOXHO CYMTaTb Ha-
LIeNleHHOCTb Ha NOCTPOEHME Kapbepsbl, NO-
flyyeHue BbICOKMX JoxofoB. Moatomy BoC-
npuATAEe YHWBEPCUTETa KakK MPeCTUKHOM
00pa30BaTeNbHON OpraHM3auum, BbiMyCK-
HUKU KOTOpOW BOCTpebOBaHbl Ha PbIHKE
TpyZ#a, HECOMHEHHO, ABAAETCA 3HAUVMbIM
nmocom. [OCTynHOCTb onnatbl 3a 0byue-
HU1e — 3TO XapaKTePVCTMKA, KOTOpas MOXeET
nprBneYb Npexzae BCEro poautenein abu-
TYPVEHTOB, KOTOPbIE aKTUBHO MPUHUMAIOT
yuacTue B Bbibope MecTa yuebbl. B ycnosu-
AX MaPEHTOKPATMYECKOro NpuHLuMna opra-
HM3auWK BbiCWero 06pa3oBaHus, Korga ot
611arococTosHNA poanTenen n nx GUHaH-
CoBOro obecrneyeHns 3aBUCAT BO MHOTOM
BO3MOXHOCTb MOfyueHuss 06pa3oBaHUA
UX AETbMU, 3Ta XapaKTEPUCTUKa ABNAETCA
Haubonee aktyanbHoii [12. C. 114].

OueHka abutypueHtamu YpldY Kak
By33, B KOTOPOM [OCTaTOYHO HenpocTo
YUUTbCH, MOXHO PacCMaTpuBaTb [BOSAKO.
C ofHOW CTOPOHbI, CIOKHOCTb 06pa3oBa-
TENIbHOTO MPOLiecca MOXeET OTNYTHYTb Kak
cammx abuUTypUEHTOB, KOTOpble He XOTAT
(nnn He ymeloT) BKNagbiBaTb CUibl B 06-
yueHue, TakK W WX POAWTENEN, KOTopble,
6eCnoKoACh, UTO KX CbiH (JOUb) HE CMOXKeT
XOPOLIO YUUTbCA, @ «AEHbIV 3ariayeHbi»,
NoCTapalTCca HalTW By3 C Gonee nerkum
06pasoBaTeNibHbIM NPOLIECCOM Unn bonee
CHUCXOLUTENbHBIM OTHOLLEHWEM K MOXO
YCreBawLLMM CTYAEHTaM CO CTOPOHbI Ha-
YUHO-Nefarornyeckmx pPaboTHUKOB BY3a.
C Opyroi CTOpOHbI, NpU NPaBWIbHOW NO-
JINTVKE NPOABUXeHWA MofobHas oLeHKa
MOXET PaccMaTpUBaTbCA CKOpee No3uUTUB-
HO, HEXKENN HeraTuBHO. Beib NMEHHO BbICO-

SKOHOMMUYECKUE ACNEKTbI BbICLUETO OBPA30OBAHUA

Kue TpeboBaHWsA K CTyAeHTaM B mpoLecce
00yueHns MOTYT CTaTb 3a/lOrOM ycrexa B
nocneaytowein npodeccroHanbHon aes-
TENbHOCTW.

OLEHKA 3HAYMMOCTW XAPAKTEPUCTUK
BPEH[OA YPI3Y C UCMONb3OBAHUEM
HEMNAPAMETPUYECKOIO METOAA
CTATUCTUYECKOIO AHAJTU3A

[na cpaBHEHMA CTeneHM pa3nuuunii B
oueHKax pecnoHaeHToB YpldY n By30B-
KOHKYPEHTOB MO BblGpaHHbIM KpUTepUam
aBTopamy Obil UCMOMb30BaH Henapame-
TPUYECKMIA METOL, CTATUCTUYECKOTO aHaN-
3a - KpuTepuii OprgmaHa, BbINONHEHHbIN
C MOMOLLbBI0 NPOrpamMMHOTO  KOMMeKca
Statistical Package for the Social Sciences
(SPSS 20.0). MaHHbIN BMA CTAaTUCTNYECKOTO
aHanu3a Obin BbibpaH aBTOpaMK, TaK Kak
nepemeHHble, N0 KOTOPbIM CPaBHMBAKOTCA
BbIOOPKM, BblpaXKeHbl HE B METPUYECKON,
a B NOPAJKOBON LKane 1U3MepeHus, 4To He
MO3BONAET WCMONb30BaTb MHOrodaKTop-
Hblii AUCNEPCUOHHBIN aHanN3.

Mpy npoBefeHUN HenapameTpUYeCKo-
ro AMCnepcroHHoro aHanmsa PpuamaHa
npoBepAeTcA rMnoTesa 06 oTCyTCTBUM pas-
NNYUA MEXTY HECKONMbKMMMW 3aBUCUMbIMIA
BbibopKamu. Kputepuin OpramaHa ncnonb-
3yeT MPUHUMN PaHXMPOBaHUA 3HAYEHWI
pAAa MOBTOPHBIX N3MEPEHMWI 4N1A Kaxaon
nepemeHHoii BbibopkW. Yem bonblie pas-
NINYAIOTCA BbIOOPKM MO M3yyaeMomy mpu-
3HaKy, Tem 60Jiblue SMNMPUYECKoe 3Haye-
HUe BbIYMCAAEMOrO Kputepua Xu-KBagpat
(x)), MO KOTOPOMY ONpefenseTcs ypoBeHb
3Hauumoctn [11]. Dopmyna ana Bbluncie-
HuA KoaddnumenTa y* NupcoHa MMeeT cre-
Byowuin Bng;

72 =2 R —F,)*/F],

rae F, n F - COOTBETCTBEHHO SMMUPUYe-
CKMe 1 TeopeTuyeckme 4acToTbl paccMa-
TPMBAeMOro pacnpegeneHus; n - 4ucio
cTeneHei cBo6oabl.

Takxe yuuTbiBaeM B aHanu3e 3Ha-
YEHMe  aCMMMNTOTMYECKON  3HAUYMMOCTU
(p-ypoBeHb). CraTncTMyecKas 3HaUMMOCTb
pe3ynbTaTa aHann3a AaHHbIX TEM BblLLe, YeM
MeHbLLE 3HAYEHME acCMMNTOTNYECKON 3Ha-
ummocTun. Pe3ynbraT cunTaeTca pgocToBep-
HbIM, €C/IN p-ypoBeHb He npesbiwaet 0,05.

AsTopamu 6b110 BbIABUHYTO HECKOMBKO
rmnores.

[lna NnpoBepKM Kaxxaon runotesbl npo-
BepAnacb CTaTMcTyeckas JOCTOBEPHOCTb
YTBEPXAEHNA O TOM, YTO OLEHKN PECMOH-
LEHTOB, NPeACTaBeHHbIe B UCCNef0BaHNM
BY30B, MO BblGpaHHbIM XapaKTepucTUKam
3HauMMO He pasnuuaiotca. B pesynbrate
OblNK paccunTaHbl 3HAYEHNA CPEAHMX PaH-
FOB OLEHKM KaXAoro By3a MO AaHHbIM
XapaKTePUCTMKAM, a TakXe CTaTUCTUKM
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Fig. 1. Evaluation of the USUE brand by the first-year students

of the distinctive features of modern youth
is their strong desire for individuality, be-
ing different from others. Logically, more
attention is being given to developing
the capabilities that permit them to stand
out from the crowd. Such aspirations of
the young generation are fully taken into
account in USUE, where there are not just
numerous educational courses, but also
suggestions concerning social interaction,
scientific work, personal growth, volunteer
activity, etc.

The second apparent peculiarity of the
young generation is their determination to
build a career and earn a handsome salary.
For this reason, the perception of the uni-
versity as a prestigious educational institu-
tion, the graduates of which are in demand
in the labour market, is undoubtedly a clear
advantage. Affordable university fee is the
characteristic that first and for most attracts
applicants’ parents who actively take part
in the choice of the university. This feature
is especially relevant in the conditions of
domination of the parentocracy principle
of higher education system organization,
when child’s education largely depends on
the wealth of parents and must conform to
it[12.P.114].

The applicants’ opinion concerning
the difficulty of studying in USUE can be
viewed in two ways. On the one hand, the
complexity of an educational process may
deter both potential students, who can-
not (or do not want to) put in their efforts
to gain knowledge, and their parents, who
being anxious that their son (daughter) will
not be able to study well, though “the mon-
ey have already been paid’, will try to find
a university with easier learning process or
more lenient treatment of poorly perform-
ing students on the part of the faculty. On

the other hand, if the promotion policy is
framed correctly, this fact may be perceived
positively rather than negatively, because
it's high requirements to students during
education that are the key to future success
as a professional.

EVALUATION OF THE IMPORTANCE OF THE
CHARACTERISTICS OF THE USUE BRAND
USING A NONPARAMETRIC METHOD OF
STATISTICAL ANALYSIS

To compare the degree of difference in
the respondents’ assessments of USUE and
its nearest rivals according to the selected
criteria the authors applied a nonpara-
metric method of statistical analysis - the
Friedman test that was completed using
the Statistical Package for the Social Sci-
ences (SPSS 20.0). The authors chose this
type of the statistical analysis, because the
variables, according to which the samplings
are compared, are expressed not in metric,
but in ordinal scale - the fact that does not
allow performing multivariate analysis of
variance.

In the course of the nonparametric
analysis of variance, the hypothesis about
the absence of differences between several
dependent samplings is being checked.
The Friedman test involves ranking of the
values of the row of repeated measure-
ments for every variable from the sampling.
The greater are the differences between the
samplings according to the selected criteri-
on, the greater is the empirical value of the
calculated chi-square (x°), which helps to
determine the level of significance [11]. The
formula for calculating Pearson’s chi-square
() takes the form:

22 =R ~F,)?/F,)

where F_ and F are empirical and theo-
retical frequencies of the distribution under

consideration respectively; n is the number
of degrees of freedom.

In addition, the analysis takes into ac-
count the asymptotic significance (p-level).
The lower the asymptotic significance is,
the higher the statistical significance of the
results of the data analysis is. The result is
considered significant if p-value is less than
0,05.

The authors suggested several hypo-
theses.

For the purposes of verifying every hy-
pothesis, the authors checked the statistical
validity of the statement that the respond-
ents’ assessments presented in the study
did not differ considerably in the chosen
characteristics. As result, there were cal-
culated the mean ranks of the assessment
of every university according to the given
characteristics as well as the statistics of the
Friedman test: chi-square (9 and p-value.

Hypothesis 1. The first-year students in
USUE assess equally the prestige of the di-
plomas of USUE, UrFU, USURT and USMU.

Verifying the first hypothesis we ob-
tained a quite considerable value of ¥
- 16,846, what signals that there are sub-
stantial differences in the respondents’
assessment. The p-value is 0,001, which
is significantly lower than 0,05, hence the
results are statistically valid. Thus, our hy-
pothesis is not confirmed and we may say
that the first-year students in USUE assess
differently the prestige of the diplomas of
the chosen universities. In the students’
view, the highest prestige is attached to the
diplomas of UrFU (the mean rank is 3,08);
the second place is taken by USUE (2,88),
USURT comes the third (2,67) and the last
oneis USMU (1,38).

Hypothesis 2. The first-year students
in USUE assess equally the prospects of
employment after graduation from USUE,
UrFU, USURT and USMU.

The results of checking of the second
hypothesis also prove the statistical signifi-
cance of the differences between respond-
ents’ assessments. The calculated value of
x? is quite considerable - 13,828, and the
p-value is 0,021. USUE applicants believe
that the graduates of USUE have the best
prospects of further employment (the
mean rank is 3,00), then comes UrFU (2,55),
USMU is in the third place (2,5), the last one
is USURT (1,63).

Hypothesis 3. The first-year students in
USUE assess equally the easiness of study-
ing in USUE, UrFU, USURT and USMU.

The analysis of the third hypothesis re-
sulted in a low value of x’= 1,364, and the
asymptotic significance p=0,714, which is
considerably higher than the acceptable

( The Issue Subject 9
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Puc. 2. CpeaHHe paHrv OLEHKM BY30B CTYAEHTaMMU-NEPBOKYPCHUKAMM

kputepua OpuamaHa: Kputepuit X 1 ackm-
NTOTUYECKAA 3HAYMMOCTb .

Tunomesa 1. lNepBokypcHukn Ypl3Y
OJMHAKOBO OLIEHUBAIOT MPeCTVK AUMIOMa
YpI3Y, Yp®Y, YpI'YMNC n YITY.

MpoBepsAa nepsyio runotesy, nony-
UMM [OCTaTOYHO OOMbLIYID  BENNUMHY
xz - 16,846, uTO rOBOPUT O CyLLECTBEHHbIX
pa3nnumAX B OLEHKaX pecroHAeHToB. Ypo-
BeHb 0,001 3HaunTenbHo meHble 0,05 u
noLTBEPXAaeT CTaTUCTUYECKYI0 [OCTOoBep-
HOCTb pe3ynbTaToB MCCIefoBaHNA. Takum
06pa3om, Halla runoTes3a He MOATBEPXKAA-
€TCA, N Mbl MOXEM YTBEPXAaTb, UTO NEPBO-
KypcHukn Ypl3Y no-pasHomy oueHuBaloT
NPecTX JUNIOMOB PacCMaTPrBaeMbIX By-
30B. Hanbornee BbICOKO OLIEHMBAETCA npe-
ctux gunnoma Yp®Y - cpepHuin paHr 3,08,
gurnom YpldY Ha BTOpomM mecTe - 2,88,
Ha TpeTbem YpI'YMC - 2,67, Ha yeTBEpPTOM
YTy -1,38.

Tunomesa 2. lepBokypcHukn Ypl3Y
OAVHAKOBO OLIEHMBAIOT NEPCMEKTUBbLI TPY-
[OYCTPOMCTBA Mocsie OKOHYaHuA YpldY,
YpOY, YpI'YNIC n YITY.

Pe3ynbtaTbl NpoBepKn BTOPOW rMnoTe-
3bl TaKXe MOATBEPXAAIOT CTATUCTUYECKYIO
3HAUMMOCTb Pa3HULI MeXAy OLEeHKamm
pecnoHgeHToB. PaccumMTaHHOe 3HaueHue
X* VMeeT [O0CTaTOuHO 6GOMbluyl Bennun-
Hy - 13,828, a ypoBeHb acMMATOTAYECKON
3HauMmocT paseH 0,021. A6UTYpuUeHTbl
Ypl'3Y Haubonee BbICOKO OLEHMBAIOT Nep-
CMeKTMBbI JanbHeilero TpygoyCcTponcTBa
BbIMyCcKHMKOB YpI3Y — cpeanuin paHr 3,00,
3atem cnegyet oueHka Yp®Y - 2,55, Ha
TpeTbem mecte YITY - 2,5, Ha yeTBepTOM
Ypl'YNcC-1,63.

Tunomesa 3. lepBokypcHukn Ypl3Y
OAIMHAKOBO OLIEHVBAIOT JIETKOCTb 00yueHUs
B YpI Y, YpOY, YpI YNIC n YITY.

B pe3ynbrate aHanu3a no tpetbeit ru-
notese nonyumnu Hebonblioe 3HauyeHue
kpuTtepua x° — 1,364, a ypoBeHb acUMMTO-
Th4eckon 3Haummoctn p=0,714, uto 3Ha-
unTenbHo 6onblue JONYCTUMOTO 3HaYeHNA,
pasHoro 0,05. CnemoBaTenbHO, HyneBas
rNoTe3a MOXET OblTb OTK/IOHEHA C BEpPO-
ATHOCTbIO OLUMOKYM paBHoi 71,4%. unoTesa
He OTKNOHAETCA, 1 Mbl MOXeM YTBEPXKAaTb,
YTO CTAaTUCTUYECKM 3HAYMMOW PasHULbI
MeX[y oLeHKamun abuTypueHToB HeT. Mep-
BOKYPCHUKM YplY ofMHaKkoBO OLieHuBa-
10T CNIOXHOCTb U TPYAOEMKOCTb 06yyeHUs
B paccmMaTpmBaeMbiX By3ax.

lfunomesa 4. lepBoKypcHuKK YplIY
OAMHAaKOBO  OLEHMBAIOT  AOCTYNHOCTb
obyueHs 1 ypoBeHb onnatbl 3a 06paso-
BaTenbHble ycnyr B Yplay, Yp®Y, YplryncC
nYITY.

lMpu npoBepke AaHHOW runoTesbl pac-
CUMTaHHOE 3HaueHne y° UMeeT 6OoNbLuyIo
BeNIMUnHY — 72,899, a ypoBeHb acCMMNTOTH-
yeckon 3HaunmocTu paseH 0,000, uto cau-
JeTenbCTBYeT O CTAaTUCTUYECKM 3HAYMMOW
pasHuLe Mexay oLeHKaMy abuTypreHTOB.
PaccunTaHHble cpegHMe paHrn no Kpute-
pWYio «[OCTYMHOCTb ONAaTbl» FOBOPAT O TOM,
4TO NEepBOKYPCHUKM YpI' Y cumTaioT Hambo-
nee [JOCTYNHOM onnaty 3a obyueHue B YITY
(cpepHui paHr - 3,19), Ha BTOPOM MecTe —
YplaY (2,64), Ha TpeTbem - YpI'YMC (2,13).
Hanbonee BbICOKOI peCMOHAEHTbI CUATAOT
onnaty 3a obyuyeHne B Yp®Y (paccuutan-
HbI1 CPEeAHMI paHr AOCTYNHOCTM -1,69).

lfunomesa 5. [MepBokypcHuKK Ypl3Y
O[IMHAKOBO OLEHMBAOT BO3MOXHOCTb Ca-
mopeanu3zauuu B YpldY, Yp®Y, Yprync
nYITY.

AHanu3upya nAatylo runoTesy, nony-
Yaem 6OMblUYI0 BEUUYMHY KpuTepua x° -
87,066, a ypoBeHb acCMMNTOTUYECKON 3Ha-

SKOHOMMUYECKUE ACNEKTbI BbICLUETO OBPA30OBAHUA

ummocTn pasHbiM 0,000. Takum obpasom,
runotesa 06 ofMHaKOBOW OLEHKE PECroH-
LeHTamMn BO3MOXHOCTI Camopeanu3aLum B
pasHbIX By3ax oTBepraetca. PaccumtaHHble
CPepHMe paHrm roBopAaT Ham O TOM, YTO
nepBOKYpCHUKK YpIDY cuutaloT Hamnyuy-
Wen BO3MOXHOCTb CaMopeanu3aumn BO
BpemA 0byuyeHNA B CBOEM BY3e, PaHr OLeH-
K 3,36 Ha BTopom mecTe — YpOY (2,89), Ha
TpeTtbem — YpI'YNC (2,34), Ha yeTBEpTOM —
YITY (1,60).

CpepHue paHrn oLeHKM BY30B MO AaH-
HbIM XapaKTepucTWKam MpefCcTaBneHbl Ha
puc. 2.

3AKNTIOYEHUE

bpeHg Ypl3Y cTyaeHTbl BOCMpUHUMAIOT
KaK «By3 C NPeKpacHbIM/ BO3MOXHOCTAMY
ANA camopeanu3auuy JIMYHOCTW, AOCTa-
TOYHO Nerknm obyyeHnem 1 CpaBHUTENbHO
BOCTYMHON OMaToW, XOopollei nepcrek-
TUBOWN AanbHenWwero TPyAOYyCTPOWNCTBa ”
NPeCTUXHbIM AUNNoMom». CpaBHEHUE AaH-
HbIX ONPOCa NePBOKYPCHUKOB 1 CTYAEHTOB
CTapLUMX KypcOB MO3BOMMUIO BbIABUTb He-
3HaunTenbHble PaCcXOXeHns B BOCMpW-
ATUM W oueHKe OpeHpa: CTyAeHTbI-CTap-
LIEeKYPCHUKM BOCMPUHMMAIOT 0OyyeHue B
BYy3e 1 onnarty 3a 0byueHne MeHee TAXKKNM
bpemeHeM MO CpaBHEHWIO C MEPBOKYPC-
HUKaMK. B LLlenom MOXHO C yBepPeHHOCTbIO
3aABUTb O HE3HAUUTENbHbIX M3MEHEHMAX
BoCnpuATKs bpeHpa YpldY cTyaeHTamm Ha
MPOTAXKEHNUU BCEro 06yUeHms.

Pe3ynbTaTbl CCnegoBaHWA NokKasanu:

® XapaKTepucTukK, onpegpenaioLue
BbI6OP MecTa yuebbl abuTypreHTa, MOX-
HO pa3gennTb Ha Te, KOTOpble OTpaXa-
0T YHUKanbHoe npeumylectso YpldY,
1 Te, KOTOpble MPUCYLLM 1 APYTUM By3am
ropopfa;

® CTaTUCTUYECKN 3HAuYMMble OTANYKA
B OLIEHKE NepBOKYpPCHMKamu bpeHga Yploy
MO CpaBHeHWI0 C OPeHAaMn KOHKYPEHTOB
MoKa3anu, YTo TONbKO MO KpUTEPUIO «ier-
KOCTb 0byueHUs B By3e» CTaTUCTUYECKN
3HauMMOW Pa3HMLibl B OLIEHKE BY30B He Bbl-
ABneHo. CTyeHTbl OIMHAKOBO OLieHUBAIOT
CI0OXKHOCTb W NErKOCTb 06yyeHns B pas-
JINYHBIX BY3aX;

® CTyfieHTbl 0C000 BbIAENAT OpeHA
Ypl2Y cpean KOHKYpPeHTOB MO BO3MOXHO-
CTW JanbHenLlero TPyAoYyCTPONCTBa U Ca-
Mopeanu3aunm IMYHOCTY;

e CW/IbHble CTOPOHbI OpeHaa YpldY
C TOYKW 3peHVA CTyAeHTOB 2-4 KypcoB
onpefensalTca UX CTPEMIEHNEM K pa3HO-
006pa3HOI Hay4yHOW, Y4eOHON 1 CTyaeHyYe-
CKOW KM3HW, YTO OHW B MONHON mepe (no
MHEHUI0 6OMbLIMHCTBA OMPOLLEHHBIX) MO-
ryT NOAYYUTb B CTEHAX ajlbMa-MaTep;
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value of 0,05. Consequently, the null hy-
pothesis may be rejected with the prob-
ability of mistake that equals 71,4%. The hy-
pothesis is not rejected and we may argue
that there is not a statistically significant
difference between the applicants’ assess-
ments. The USUE first-year students assess
equally the complexity of education in all
researched universities.

Hypothesis 4. The first-year students
in USUE assess equally the accessibility of
education and the level of university fees in
USUE, UrFU, USURT and USMU.

The results of checking of the fourth
hypothesis demonstrated that the value
of x?is quite high and equals 72,899, while
the asymptotic significance is 0,000, what
indicates a statistically significant differ-
ence between the applicants’ assessments.
The calculated mean ranks for the criterion
“affordable university fees” signify that the
USUE first-year students consider university
fees in USMU (the mean rank is 3,19) to be
the most affordable, the second place is
occupied by USUE (2,64), the third is taken
by USURT (2,13). In the respondents’ opin-
ion the education in UrFU (the mean rank
equals 1,69) is the most expensive.

Hypothesis 5. The first-year students in
USUE assess equally the opportunities for
self-actualization in USUE, UrFU, USURT and
USMU.

The analysis of the fifth hypothesis re-
sulted in a high value of 2~ 87,066, and as-
ymptotic significance of 0,000. Hence, the
hypothesis about the respondents’ identi-
cal assessment of the opportunities for self-
actualization is clearly rejected. The calcu-
lated mean ranks indicate that the first-year
students in USUE believe that their univer-

Easiness of
studying [

Affordable

university fees

Opportunities for
self-actualization

Hl USURT M USMU

assessments by the first-year students

sity creates the best opportunities for self-
actualization during the learning process
(the mean rank is 3,36), UrFU is in the sec-
ond place (2,89), USURT is in the third (2,34),
the fourth is taken by USMU (1,60).

The mean ranks of the assessments
of the universities according to the given
characteristics are presented in Fig. 2.

CONCLUSION

Students perceive the USUE brand as
“a university with excellent opportunities
for self-actualization, quite easy process
of studying and comparatively affordable
university fees, good prospects of further
employment and prestigious diploma”. The
comparison of the results of the survey of
the first-year and senior students indicated
only slight differences in the perception
and assessment of the brand: senior stu-
dents consider education in the university
and university fees to be a much lesser bur-
den than the first-year students do. Largely,
we may confidently state that there are in-
significant changes in the perception of the
USUE brand by its students throughout the
period of their studies.

To bring the paper to a close, let us sum-
marize the main points of the research:

e the characteristics that influence an
applicant’s choice of the place to study can
be divided into those that represent the
unique advantage of USUE and those in-
trinsic to other universities of the city;

o the statistically significant differences
in the first-year students’ assessments of
the USUE brand compared to its competi-
tors’ brands showed that the “easiness of
studying in the university” is the only crite-
rion which does not have a statistically sig-
nificant difference in the assessment of the

¢
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universities. The students treat identically
the complexity and easiness of studying in
different universities;

o the students put the USUE brand in a
special place among competitors in terms
of the possibilities of future employment
and self-actualization;

o from the viewpoint of the second-,
third-, and fourth-year students the strong
sides of the USUE brand are determined by
students’ aspirations to diverse scientific,
educational and student life and the pos-
sibility to enjoy it in their alma mater men-
tioned by the majority of respondents;

o despite the fact that the first-year
and senior students perceive the university
brand through different characteristics, the
assessment of the USUE brand according to
the suggested parameters is virtually iden-
tical. This testifies to the uniform image of
the brand throughout the whole period
of education, and is especially important
when designing the university communica-
tion policy and attracting new applicants.
There is a high probability that after enroll-
ment a student will not be disappointed
and the university promises will be fulfilled.

The findings of the research may be
taken into account while constructing the
USUE brand in the educational services
market. This is particularly relevant in the
conditions when only few of the universi-
ties occupy a truly unique position [7. P. 16].
Moreover, the results could form the basis
for further research of brand perception
and evaluation by representatives of vari-
ous groups - consumers of the university
brand. m
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© HECMOTPA Ha TO UTO CTYAAEHTbI-NEPBO-
KYPCHUKM W CTyAEeHTbl, obyualowmecs Ha
2-4 Kypcax, BOCmpuHUMaloT 6peHf By3a
uepe3 pasHble XapaKTepUCTWKKM, OLieHKa
6peHaa YplaY no npenoxeHHbIM napame-
Tpam NpPaKTUYECKN He OTNYAEeTCA. ITO CBU-
[eTenbCTBYeT 0 efnHCTBe 0bpa3a bpeHaa y
CTY[leHTOB B TeuyeHne Bcero nepuoga oby-
UeHWsA, YTO BeCbMa BaxkHO npw pa3paboTke

) 4

KOMMYHWKaLMOHHOW NOAUTUKN YHUBEPCH-
TeTa U NPUBNEYEHNMN HOBbIX abUTYPUEHTOB.
Bbicoka BepOATHOCTb TOrO, UTO, NOCTYNUB B
Ypl'3Y, cTyaeHT B nocnegytoLemM He pa3oya-
pyeTca B cBoeM Bbibope, a 0bellaHna 6peH-
[Ja YHuBepcuTeTa OyyT BbIMOMHEHbI.
MNpepactaBneHHble pe3ynbTaTbl MOXHO
yunTbiBaTb NpU GOPMUPOBaHMM NO3ULMN
6peHaa YplaY Ha pblHKe 06pa3oBaTesbHbIX

SKOHOMMUYECKUE ACNEKTbI BbICLUETO OBPA30OBAHUA

ycnyr. 370 0cobeHHO aKTyasnbHO B YC/IOBU-
AX, KOTAa N1Lb HeKoTopble By3bl 3aHWUMa-
0T AENCTBUTENbHO YHUKANbHYIO MO3ULMIO
[7. C. 16]. Kpome TOro, OHM MOryT CTaTb
OCHOBOW ANs AaNnbHEeNLWnX NCcneaoBaHni
BOCMPUATAA W OUeHKM bpeHaa npeacTa-
BUTENAMM pasHbIX rpynn — notpebutenei
6peHaa yHuBepcuTeTa.
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