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PECULIARITIES OF USING SOCIO-COMMUNICATION
TECHNOLOGIES IN THE PROCESS OF DEVELOPING POSITIVE IMAGE
OF A HIGHER EDUCATION INSTITUTION

The purpose of the present article is to define the peculiarities of applying the socio-communicative
technologies in the formation of positive image of a higher education institution. The methodology of the
research is based on the general scientific and special methods of cognition such us analysis, synthesis, logical
method, monitoring and the method of visualization of the research results. The scientific novelty lies in the
fact that components of the higher education institution image creation are investigated in the context of their
qualitative and quantitative indicators. The peculiarities of applying socio-communication technologies in
the process of developing a higher education institution s positive image are determined. In the conclusions
the author determines that in the process of developing a unique, emotionally-colored image of an institution
of higher education in the consciousness of its target audience, it is necessary to take into account certain
peculiarities of using socio-communicational technologies such as the coverage of scientific activity of
teachers and students of the HEI, operational updating and provision of information on general issues about
educational activity, development and support of social activity of the institution, the opportunity to present a
visual demonstration of teacher s pedagogical abilities, advertising and increasing the popularity of the HEI
forming a positive attitude towards the organization of educational process.

Key words: positive image, higher education institution, socio-communicative technologies.

Bacunenko Banepia IOpiiena,
CHeriaicT 3 iHpOopMaIiiHOTO 3a0e3neueHHs
JloHenpKoTo HalioHATBHOTO YHiBepcuTeTy iMeni Bacuns Cryca

OCOBJMBOCTI BAKOPUCTAHHSI COIIIOKOMYHIKAIIMHNUX
TEXHOJIOT'T ITIPU ®OPMYBAHHI TO3UTUBHOI'O IMIJIKY
3AKJIAZTY BHIIIOT OCBITH

Mema docniosycennsn. Busnauumu ocodiueocmi 6UKOPUCMANHS COYIOKOMYHIKAYIUHUX MEXHON02I npu
Gopmysanni no3umueHo2o imioxcy 3akaady euwoi oceimu. Memooonozis 00cniodicenns 06a3yemves HA
3ACMOCYBAHHI 3A2ANILHOHAYKOBUX A CReYIATIbHUX MemoOi8 NIZHAHHS, 30KpeMd aHANI3Y, CUHMESY, J102IYHO20
Memoody, MOHIMOPUHeY ma memooy gizyanizayii pezynomamis oocnioxcenns. Haykoea nosusna. Posenanymo
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CKNIA008I POPMYSanHst IMIONCY 3aKAAY 8UWOT OCEIMU 8 KOHMEKCMI X SKICHUX Mad KiTbKICHUX NOKA3HUKIG.
Busnaueni ocobnueocmi suxopucmants coyioKOMYHIKAYIUHUX MEXHOL02IL Npu POpMYBaAHHI NOZUMUBHO2O
imioocy ocsimnboeo 3akiady. Buchnoexu. Busmaueno, wo npu cmeopenHi YHIKAIbHO20, eMOYIHO-
3a6apeneno2o 0bpa3zy 3axiady U0l 0ceimu 8 c8I0OMOCHI CB0€ET YinboBoi ayOumopii HeobXioHo 8paxo8ysamu
NeGHi 0COONUBOCMI BUKOPUCAHHS COYIOKOMYHIKAYIUHUX MEXHONO2I, a came: GUCBIMJeHHs IHpopmayii
npo Haykogy OisibHicmb suxiadavie ma cmydenmie 3BO, onepamusHe oHoeieHHs Ma HAOAHHS THDopmayii
w000 3a2aNbHUX NUMAHL 3 OCGIMHLOI OINLHOCMI, CMBOPEHH Md NIOMPUMKA COYIANbHOI AKMUBHOCMI
3aKAA0Y, MOJNCTUBICIb NPEOCMABNIeHHA HAOUHO20 O0eMOHCMPYBAHH Nedd202iuHux 30i0HOCmell BUKIA0ayd,
pekaamyeanns ma niosuweHus nonyusipnocmi 3BO, hopmysanns nozsumuerno2o 8iOHOUIeHH CIYOeHmie 00
Op2aHi3ayii Ha84aHHs.

Kntrouoei cnosa: nozumugHuil imiodic, 3aK1a0 U0l 0C8imu, COYIOKOMYHIKAYIUHI MexHON02il.

Bacunenko Banepusa IOpvesna,
CIEIHUAIUCT 110 MHOOPMAIMOHHOMY 00€CIICUCHHUIO
JloHelKoro HalMOHAJIBHOTO yHUBEepcuTeTa nMeHu Bacuis Cryca

OCOBEHHOCTH UCITIOJIB30OBAHUSA CONUNOKOMMYHUKAIIMOHHBIX
TEXHOJIOT' A ITPU ®OPMUPOBAHUM ITO3UTUBHOI'O UMHUJIKA
YYPEXJIEHUSA BBICIIEI'O OBPA30OBAHUSA

Ienv uccnedosanusn. Onpedenums 0COOEHHOCHU UCTIONL30BAHUS COYUOKOMMYHUKAYUOHHBIX MEXHOIO02UL
npu  POpMUPOBAHUL  NOTOACUMETLHO2O UMUONCA YUPENICOeHUs. evicuieco 00pasosanus. Memoodonozus
uccinedosanus Oazupyemcs Ha NPUMEHEHUU OOWEHAYUHbIX U CHEeYUAIbHbIX Memo008 MNO3HAHUS, 8
YACTNHOCIU AHATU3A, CUHME3d, JI02UYECKO20 Memo0d, MOHUMOPUH2A U Memood GU3YaIu3ayuL pe3yibmamos
uccnedosanusi. Hayunaa mnoeusna. Paccmompenvt cocmagnsiowue popmuposanus umuoxica yupercoenus
8bICUIE20 00PA30BAHUSL 6 KOHMEKCME UX KAYeCMBEHHLIX U KOIUuecmeeHHvlx noxazameneil. Onpedenenvi
0CObEHHOCIIU UCNONB306ANUSL COYUOKOMMYHUKAYUOHHBIX MEXHON02UL NPU POPMUPOBAHUU NOTIONCUMETLHOO0
umMuodca 0bpasosamenvHoo yupedxcoenus. Bwieoowl. Onpedeneno, umo npu co30aHuu YHUKAILHOZO,
IMOYUOHATLHO-OKPAULEHHO20 00pa3a  YUpescOeHUs: Gblcuieco 00pa306anHusi 6 CO3HAHUL CBoell Yenegoll
ayoumopuu HeodXo00UMOo Y4umuleams onpeoenenuvle 0COOEHHOCU UCNONb308ANHUS COYUOKOMMYHUKAYUOHHBIX
MeXHON02UT, A UMEHHO. 0CEeUeHUEe UHPOPMAYUU O HAYUHOU OesIMETbHOCIU NPenooasameneti u CnyoeHmos
YBO, onepamusnoe obnosnenue u npedocmasienue unpopmayuu no oowum 8onpocam 0o oopazosamenbholl
odessmenbHOCmu, Co30anue U N000ePHCKA COYUATLHOU AKMUBHOCTU 3A8€0eHUS, BO3MONCHOCTNb NPeOCMasLeHUs
HA2NAOHOU OeMOHCIMPAYUY Ne0d202U4ecKux cnocobHocmell nPenooasames, PeKiamuposanue 1 noebluleHue
nonyasiprocmu YBO, popmuposanie nonosicumensHoco OmHOWEHUs. CMy0eHmos K 0p2anu3ayuu 00y4eHusl.

Knwouesvie  cnoea: — nonojcumenvHwviti  UMUOdNC,  yupedcoeHue 0bpazosanus,

COYUOKOMMYHUKAYUOHHbLE MEXHOIOCUU.

eblculeco

Urgency of the research. Nowadays, many
higher education institutions (HEI) constantly
have to face certain difficulties in implementation
of their educational activity. First of all, these
difficulties are caused by the demographic crisis
in Ukraine, decline in the popularity of Ukrainian
education, lack of operational information to
university entrants on annual changes in the rules
of admission to higher education institutions,
short supply to “non-prestigious” specialities
in the natural sciences (such as “Chemistry”,
“Physics”, “Biology”), lack of funding from the
Ministry of Education, etc.

The current situation requires from higher
education institutions the system transformation,
creation of such conditions of operation, in which
the Ukrainian HEI will be recognized and have
high authority among competitors and their target
audience. Implementation of these conditions is
impossible without creating a unique image of
the institution.

Among the existing tools and instruments
of creation of a positive image, the primary role
should be allocated to the use of socio-commu-
nication technologies. It is socio-communication
technologies, which are an innovative tool that,
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during the transition to the information society,
enables the use of modern information technolo-
gies for manipulating the consciousness of peo-
ple, and creating a favorable positive impression
on the higher education institution among its tar-
get audience.

Analysis of recent researches and publica-
tions. The issue of forming an image as a compo-
nent of the competitiveness of a higher education
institution and an aspect of growth of its economic
indicators is considered in the works both of domes-
tic [6, 8, 10] and foreign authors [1, 3].

N.V. Horbenko [12], in her work, empha-
sizes the fact that the image of a higher educa-
tion institution should be focused on the end user
of services provided by the education institution
and subordinated to the necessity to capture his
desire and the mood of perception.

The problem of formation of a personal (in-
dividual) image of a person as one of the main
components of formation of the corporate im-
age of a higher education institution in the sys-
tem of social communications is considered by
the author K.V. Diuzheva [13]; the definition of
main components of the image of an education
institution and the development of practical rec-
ommendations for its formation are noted in the
works of Yu.M. Karpenko and N.L Karpenko
[14], N.V. Mamai [16]; Sung-Un Yang, Minjung
Sung [4] consider the formation of a university
image through the prism of influence of the iden-
tity brand, external prestige and reputation.

The peculiarities of the technology of form-
ing an image as one of the types of socio-commu-
nication technologies are considered in the work
of O.M. Kholod [17]. The use of such Internet
technologies as a website, a virtual library, a sys-
tem of online education Moodle and their influ-
ence on the image formation of an education in-
stitution is noted in the work of M.S. Kovalchuk
[15].

Utefan Vladutescu [5] analyzes the use of
social networks as a basis for socio-communica-
tion activity and Janet Fulk [2] defines the use
of modern communication technologies in social
activity of society.

These authors studied a wide range of issues
on the mentioned subject. However, the process

of the image formation of a higher education in-
stitution, taking into account the peculiarities of
applying socio-communicational technologies in
the modern information space, has not been fully
investigated and it has determined the purpose of
this research.

Purpose of the article is to determine the
peculiarities of the use of socio-communication
technologies in the formation of a positive image
of a higher education institution.

Presentation of basic materials. At present,
the image of a higher education institution is per-
ceived as an image, which has an emotional color
created in the public consciousness. Such image
is determined by a certain correlation between the
various aspects of activity of this institution and
is transmitted to the external environment [7].

Consequently, the image is a “marketing in-
strument, which must be precisely targeted at the
end consumer and subordinated to the desire to
capture his wish and changes in mood and social
status” [12].

The peculiarity of formation of a positive
image of a higher education institution is the fill-
ing with the positive content of the institution’s
image that, in its turn, influences on the growth
of trust in it, increase of prestige, authority and
sphere of influence [16].

The process of the image formation of a
higher education institution will be considered
from the standpoint of the main goal of HEI it-
self. The main goal is to provide educational ser-
vices. Therefore, the image of educational ser-
vices is an obligatory component of the image of
a higher education institution. It is also necessary
to specify the subjects of activity: who provides
educational services and to whom they are pro-
vided. “Who provides” refers directly HEI and its
professorial teaching staff (PTS); “To whom it is
provided” — students.

Thus, the process of the image formation of
a higher education institution, according to the
author, consists of the image of educational ser-
vices, the image of HEI itself, the image of the
PTS and the image of students.

Let us consider each of these components
in the context of their qualitative and quantitative
indicators (Table 1).
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Table 1 — Indicators of the main components of the image formation of a higher education institution

A component
No. of the 1.m age Quantitative indicators Qualitative indicators
formation of
HEI
1 | The 1image of | number of specialities; price for the | accordingtowhichdirections oftraining
educational | year of study depending on the chosen | higher education is provided; available
services speciality,educationaldegree(bachelor, | forms of study (full-time, part-time,
master), forms of study; number of | online); what disciplines are taught in
classroom (lecture, practical) hours for | each speciality (on each course), their
each discipline content part; quality of the knowledge
provided
2 | The image of a | number of graduating departments/ | availability of attributes (anthem,
higher education | faculties/scientific institutes; number | emblem and flag); holding traditional
institution itself | of educational buildings; number | holidays (First-Year Debut, Faculty
of dormitories; number of students | Day, Student’s Day, etc.); carrying out
enrolled by the Admission Committee; | of scientific conferences; availability
the place among All-Ukrainian/ | of scientific/professional publications;
International ratings of HEI; number | participation in regional/All-Ukrainian/
of educational/computer classrooms; | International projects
distance  of  dormitories  from
educational buildings; distance of
educational buildings from each other/
from the city center; amount of salaries
of lecturers/student  scholarships;
proportion of “lost” students during
the academic year
3 | The 1image of | number of lecturers with a degree | compliance with certain requirements
the professional | (candidate/doctor of sciences) and | and standards in teaching; lecturer’s
teaching staff degree (Doctor/Professor); number of | satisfaction level; availability of
members of the Academy of Sciences; | advanced training; previous experience
number of lecturers with knowledge | (in which institutions worked, on which
of a foreign language of level B2 and | positions)
above; number of scientific works
in professional/foreign publications;
work experience (number of years);
number of female/male lecturers
4 | The image of a | number of first-year students, who | participation of students in the
student entered HEI with excellentindependent | regional, All-Ukrainian, International
external evaluation; number of | conferences/olympiads; student’s
scientific works in professional/foreign | satisfaction level; rating of studying
publications; number of employed | students; from which schools the
students (graduates) in the specialty; | students entered HEI, in which
number of foreign students specialities.

It should be noted that the formation of a
positive image of a higher education institution is
accompanied by some targeted information work.
In the modern informational and educational en-
vironment, the implementation of such work is
impossible without the use of socio-communica-
tion technologies (SCT).

Therefore, D. Gavra notes that socio-com-
municational technologies represent a targeted,
systematically organized activity, which has an
action plan and is aimed at solving socially im-
portant problems [11].

Stages of development of socio-communi-
cational technologies are given in Fig. 1.
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Theoretical stage: determination of technolization
purpose, its objects. internal andexternal functional

relations

Methodical stage:' development of the scheme for object
management, detalization of the corresponding procedures

and operations

Procedural stage: organization of practical activity on
technological project preparation

Figure 1 — Stages of development of socio-communicational technologies

Let us distinguish one more definition of the
concept of socio-communication technologies,
which is more appropriate to use in the process of
formation of a positive image of a higher educa-
tion institution. According to the author O. Kholod,
socio-communication technologies mean “a sys-
tem of manipulative action-complexes, aimed at
changing the behavior of society” [17].

One of the types of socio-communication
technologies is the technology of formation of an
image, the main purpose of which is to create the
necessary image of the person involved (a per-
son, a social institution, a country, etc.) with the
help of various action-complexes [17].

Let us consider peculiarities of the use of
socio-communication technologies in formation
of one of the main components of formation of
the image of a higher education institution — the
image of educational services.

Name of SCT: website of an education in-
stitution.

Peculiarities of the use. Highlighting of in-
formation by providing a common access to op-
erative curricula for each academic year, each spe-
ciality. The operative curriculum, which is scanned
and posted on the official website of an education

institution, provides information on the names of
disciplines, in which semester they are studied and
how many hours are devoted to them.

Transparency in the implementation of edu-
cational services is ensured by providing a com-
mon access to prices (a price list) for each year of
study in the chosen speciality signed by the head
of HEL

Name of SCT: online learning platform
(e.g., EFront, Moodle, Mirapolis Learning Man-
agement System).

Peculiarities of the use. Every year online
education is becoming increasingly popular in
both the European and the Ukrainian educational
community. Provision of educational services for
the online learning students (without excluding
both part-time and full-time forms) is possible, if
there are courses developed on certain education-
al platforms. To inform entrants and their parents
about the content of courses studied in a particular
speciality, the teacher can provide a guest access
not only for students, but also for other groups of
users. In addition, in order to avoid possible cor-
ruption schemes on the part of the lecturer, stu-
dents of the online educational platform can see
the results of estimation for both their work and
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the work of their group mates (using the object
“Journal of Grades”).

Another element of formation of the image
of an education institution is the image of a high-
er education institution itself, the peculiarities of
which are discussed below.

Name of SCT: website of an education in-
stitution.

Peculiarities of the use. The website should
include the faculty pages, which will cover the
basic information about their activity and con-
tacts for communication. The standard structure
of the faculty page on the official website of HEI
can consist of the following elements: general in-
formation about the faculty (year of foundation,
location, history); structure of the dean’s office:
full names of the staff, positions, contacts; the
list of departments with the specialities they pro-
duce, the structure of the departments: full names
of the head and lecturers with all the academic
titles and scientific degrees. Thus, the target audi-
ence (entrants, partners, other HEIs) will be able
to immediately contact the faculty management/
employees to resolve the existing issues.

Highlighting of information on scientific
activity is possible through the placement of an-
nouncements about conferences, Olympiads and
other scientific events in the newsfeed on the first
page of the website.

A positive moment may also lie in the op-
erational update and provision of information on
the first page of the website on the list of entrants
during the admission campaign of education in-
stitutions.

Name of SCT: social networks.

Peculiarities of the use. Creation and support
of social activity of a higher education institution is
possible through the use of information resources of
social networks: groups in Facebook, official pages
in Instagram, channels in Telegram. To attract and
maintain the attention of the target audience, it is
necessary that the frequency of records in the above
resources must be not less than 1-2 times for two
days. In this case, the content must be linked:

1) with the university life: highlighting of
information on the official events, holidays, days
of open doors with indication of time and place
of holding;

2) with the results of scientific achieve-
ments of lecturers and students: highlighting of

information on internship abroad or winning in
various competitions and olympiads;

3) with information on general issues relat-
ed to educational activity, changes in the rules of
the admission committee regarding admission to
HEI, etc. [9].

Obligatory conditions for creation and dis-
tribution of such records shall include the indica-
tion of an official source, the addition of photo,
video and audio content to attract the attention
of the audience, the ability to add comments, so
that users can evaluate entries or ask clarification
questions to the administrator.

Name of SCT: periodicals.

Peculiarities of the use. Availability of the
conference collections of local, regional, All-
Ukrainian and international levels, scientific/pro-
fessional journals and newspapers give a higher
education institution the opportunity to cover the
results of scientific activity and scientific achieve-
ments of the professional teaching staff, employ-
ees of a higher education institution, students
and education grantees. Another advantage is the
ability to establish partner/friend relationships
with scholars in various fields, with other partner
education institutions by providing the opportu-
nity to be published in their scientific collections,
thereby promoting and increasing the popularity
of collections, as well as HEIs, in which they are
printed.

Peculiarities of the use of the socio-commu-
nication technologies of the image of the profes-
sional teaching staff is presented below.

Name of SCT: information resources for
tracking citation of scientific publications.

Peculiarities of the use. One of the indicators
for assessing the quality of the scientific activity
of the professional teaching staff is citation of its
articles. For example, if a teacher has his own ac-
count in Google Scholar, then any Internet user
will be able to find out the information about cita-
tion of his scientific publications and their index-
ing in the Google Scholar search engine. Another
tool for tracking citation of scientific articles is the
international scientific database Scopus. Function-
al features of such database are similar to Google
Scholar: if a lecturer has his own account in Sco-
pus, then it is possible to track citation of his ar-
ticles in Scopus and Web of Science journals. It
should be noted that the more lecturer’s scientific
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papers are cited, the greater authority and respect
he has in the scientific society.

Name of SCT: social networks.

Peculiarities of the use. The lecturers’
personal pages in social networks, the groups
they are subscribed to, the list of their “virtu-
al” friends — all this allows the users, includ-
ing students, university entrants, their parents
and other HEI employees, to learn more about
the personal life of lecturers, their interests
and preferences. This information can almost
always be found in open access, so lecturers
need to be more closely related to the content
of records they publish, what they comment on
and, if there is a need and opportunity, to hide
the page from visitors, to add only proven us-
ers to friends.

To clearly demonstrate his pedagogical
abilities, the lecturer can record video lectures
and put them on his own channel on YouTube
(for example, within YouTube channel of the
faculty or university). As part of such video lec-
ture, the lecturer will be able to demonstrate his
oratorical abilities, the level of knowledge of
the material and the availability of studying the
questions raised. After watching a video lecture,
the users will be able to leave their comments/
wishes about the submitted materials, and the
lecturer will be able to make a choice: to follow
them or not.

Let us consider the formation of a student’s
image using socio-communication technologies.

Name of SCT: website of an education in-
stitution.

Peculiarities of the use. A student’s academ-
ic success is a key to the effectiveness of studying
at HEIL. Highlighting of the students’ academic
achievement may be possible by providing ac-
cess to the student progress rating by the results
of session in the newsfeed on the main page of
the website.

Timely presentation of information on the
academic progress of all students, in the open ac-
cess, demonstrates the transparency of the exami-
nation session at a higher education institution and

ensures the formation of a positive attitude of stu-
dents towards arrangement of studying at HEI.

To create the interest of the target audience
to certain specialities by eliminating ambigui-
ties regarding the questions of future employ-
ment from prospective students and their par-
ents, it is possible to provide information about
successful graduates with their full names, their
specialities, the year of graduation and the place
of employment, stating the occupied position,
on the pages of faculties of HEI.

Scientific novelty. The components of for-
mation of the image of a higher education in-
stitution in the context of their qualitative and
quantitative indicators have been considered.
The peculiarities of the use of socio-communi-
cation technologies in the formation of a posi-
tive image of an education institution have been
mentioned.

Summarizing the above, one can conclude
that the process of formation of a positive im-
age of a higher education institution in the mod-
ern informational and educational environment
is accompanied by the use of such socio-com-
municational technologies as an educational
institution’s website, online learning platform,
social resources of social networks, periodicals,
information resources for tracking citation of
scientific publications.

It should be mentioned that when creat-
ing a unique, emotionally colored image of a
higher education institution in the conscious-
ness of its target audience, it is necessary to
take into account certain peculiarities of the
use of represented socio-communication tech-
nologies, namely: highlighting of information
on the scientific activity of lecturers and stu-
dents of HEI, operational update and provision
of information on general issues of educational
activity, creation and support of social activity
of the institution, opportunity to present a visu-
al demonstration of the lecturer’s pedagogical
abilities, advertising and increasing the popu-
larity of HEI, formation of a positive attitude of
students towards the arrangement of studying.
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