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Pedepar:

1. 3 6ypxMBUM PO3BUTKOM PMHKOBOI €KOHOMIiKM KHTal0 IIOCUITIOETHCS i pOJIb MAPKETUHTY B IOT0 BUIIiN OCBITI, a
KOHKYpEHLLisl MK YHiBepCUTEeTaMU CTa€ BCe OisIblLI JKOPCTKOIO . ¥ 11bOMY KOHTEKCTi HEMUHYYUM € BUOIp peasnisaliii
cTparerii 6peHy YHiBEpCUTETY BifTIOBIIHO [0 3MiH 30BHIIIHBOTO CEPEOBUINA Ta IOTPEO PO3BUTKY YHIBEPCUTETY.
Jl7151 3a10BOJIEHHSI TOTPE6 PO3BUTKY PUHKOBOI €KOHOMIKM KuUTalo, 3 pO3BUTKOM COLialiCTUMHOI PUHKOBOI
€KOHOMIKY, I7100a7IbHOI0 iHTerpalLlielo, yHiBepCUTETH CTAIOTh BCE OijIblll PUHKOBO OPi€EHTOBAaHUMU . YHiBEpCUTET
TaKOX CcTae cpeporo KOHKYPEHTHOI 60pOThOU [J1s1 CTYIEHTIB B Pi3HMX (popMax KOHKypeHLii. CTBOpeHHs
BITi3HABAaHOTO YHIBEPCUTETCHKOTO OPEHIY CTBOPIOE XOPOIY OCHOBY [IJIsl YHIBEPCUTETY, 106 CKOPUCTATUCS [TEPUIOI0
MOJKJIMBICTIO y BeJIMYe3Hi¥ PUHKOBIM KOHKypPeHLii B kpaiHi Ta 3a KopoHOM . OTXe, 3aKJ1a5aM OCBIiTH HEOOXiTHO
IiJ1alTOBYBATUCS i, IOTpe6y 3aKOHIB PO3BUTKY caMoi BUILLOi OCBiTH. Peanizallis cTpaTerii 6peHy yHiBepcUTeTy €
noTpebo1o PO3BUTKY Ta TpaHC(pOpMallii yHiBEpCUTETY, a TAKOXK i BUIIEHHS OT0 3arajbHOi
KOHKYPEHTOCIIPOMOSKHOCTI. 3 PO3LMIMPEHHSAM KiJILKOCTI KUTaMCbKUX YHIBEPCUTETIB, BUILLA OCBiTa KuTaro

[IepeTBOPUJIACS 3 €JIiTApHOI Ha NOMYJISIPHY . TUIHY Ta piBHI KUTAIChKUX YHIBEPCUTETIB € OiJIbIlI OLIMPEHNMU Ta



MaIOTh OiJIbIll PI3HOMAaHITHI CTAaHIAPTH, @ BUOIP YHIBEPCUTETIB CIIOKMBAaYaMU BUILOI OCBIiTH TaKOX € GiblI

Pi3HOMAaHITHUM Ta palliOHAJIbHUM.

2. A successful brand is a recognizable product, service, person, or place that adds meaning to itself in such a way
that buyers or users perceive relevant, unique, sustainable added value that is likely to satisfy their needs. A brand
plays an important role in shaping an image, guaranteeing credibility, fostering trust, displaying individuality,
sharing value, and guiding consumption. Brands have therefore expanded from the narrow commercial sense to
include broad social branding, thus forming many brand categories, such as city brands and university brands.
University brand building aims to deal with increasing competition among universities under economic
globalization, promote university development, and handle employment volatility in the context of the knowledge
explosion and changing social mobility. Against the background of marketing and globalization of higher education,
many organizations and enterprises not only face stiff competition and quality problems in the market. Despite all
the current challenges, they need to implement brand management tools. The urgent task for universities was how
to apply the brand's marketing strategy to the brand management of universities, implement the optimal
distribution of tangible and intangible resources, create a good brand image, expand popularity and reputation and
gain competitive advantage.
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