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1. Introduction
Changes in the economic environment lead to the

need for professional reorientation of professionals at dif-
ferent stages of their careers, as well as the development of 
new areas of professional activity. Such changes are char-
acteristic of the educational process itself and occur under 
the influence of various factors that affect the economy of 
individual regions, countries and the world as a whole. 
Therefore, with the development of globalization of the 
economy and business, higher education institutions 
(HEIs) face new goals, namely: training highly qualified 
professionals capable of working effectively in changing 
market conditions. This necessitates the active use of mod-
ern tools of marketing activities, namely, branding that 
affects the consumer, as well as his emotions, commitment 
to the product or service and loyalty [1].

HEI brand: 
– is one of the important criteria for the choice of

place of study by entrants and (or) their parents, especially 
if other conditions of choice are determined to be equal;

– allows you to form a personal brand for higher
education both in the learning process (among students 
of other institutions) and after graduation (in the employ-
ment process);

– provides information on the quality of education
or the level of competencies of the graduate;

– allows HEI to apply for a certain level of funding,
as well as support from the state; 

– HEI provides a relationship with the environment,
allows you to form a socially responsible image of an 
innovative institution that operates for the benefit of so-
ciety [2, 3]. 
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Today, a significant number of scientific papers 
are devoted to the study of general provisions of brand-
ing, its essence, functions and tasks [4], brand manage-
ment [5], the study of emotional aspects of consumer re-
lations with brands [6, 7], customer loyalty to the 
organization’s brand [8, 9], approaches to attracting cus-
tomers through brands [10, 11], factors influencing the 
attitude to the company and the intention to make a pur-
chase [12, 13] and aspects of the impact of advertising on 
brand loyalty [14]. Regarding high-
er education institutions, scientific 
works include such aspects as the 
application of branding in the activ-
ities of educational institutions 
were studied [15, 16], approaches to 
brand formation of higher educa-
tion institutions [3] and manage-
ment models [2, 17], expectations 
of students who will receive educa-
tion in a higher education institu-
tion that has its own brand, [18] and 
studying the impact of events on 
the formation of the brand of a 
higher education institution [19].

Based on the study of litera-
ture sources, it was found that the 
issues of assessing the public atti-
tude to the brand of the institution 
was not given enough attention.

Based on the study of litera-
ture sources, it was found that the 
assessment of public attitude to 
the HEI brand was not given 
enough attention, and the above 
research is devoted to some prob-
lems of brand formation in educa-
tional institutions.

In this regard, the aim of 
the article is to study the public 
attitude to the HEI brand, taking 
into account the specifics of its 
educational services and the spe-
cifics of the market of educational 
services.

2. Research planning (methodology)
When considering the HEI brand in the education 

market, it is necessary to consider its impact on different 
audiences.

The object of the study is the target audience of the 
National University of Pharmacy (NUPh), which is cur-
rently one of the most powerful HEIs in pharmaceuticals 
and the only pharmaceutical educational institution in 
Ukraine that provides relevant educational services for 
pharmacists not only in Ukraine, but also other countries 
of the world for several decades [15].

The main task of the work was to study the atti-
tude of target audiences to the HEI brand to further im-
prove the areas of its management, namely, in relation to:

– popularity of NUPh;

– benefits that graduates have after graduating from 
the prestigious HEI;

– elements of corporate culture that have a signifi-
cant impact on the brand and its promotion;

– efficiency of external and internal communications 
in the institution.

To achieve the goal and objectives of the study, we 
have developed a research algorithm that consists of 5 stag-
es (Fig. 1).

3. Materials and methods
Research methods: theoretical (analysis and syn-

thesis of scientific literature and normative sources, gen-
eralization, analytical, comparative and logical); empiri-
cal (description, comparison, questionnaire, mathematical 
and statistical).

Materials: questionnaires of respondents, which 
were applicants for higher education and graduates (as 
consumers of educational services), employees of NUPh 
(as providers of educational services) and entrants (stu-
dents and school leavers) (as potential consumers of edu-
cational services). 

In total, during the 2019–2020 academic year, 
2,315 people were interviewed by random sampling, in-
cluding: 320 applicants for higher education, 125 employ-
ees of NUPh, 1,550 entrants, 320 graduates. The choice 

Fig. 1. Algorithm for conducting research on the attitude of target audiences to the 
HEI brand

Stage 1 

Stage 2 

Study of the attitude of target audiences to the popularity and 
positive attitude to NUPh

Stage 4 

Stage 3 

Study the attitude of target audiences to the advantages and 
disadvantages that graduates have after graduation

Study of the attitude of target audiences to the elements of corporate 
culture that have a significant impact on the brand and its promotion 

Systematization and analysis of the results of the survey and the formation 
of directions for the development and improvement of the educational 
brand and the effectiveness of its external and internal communications

Analysis of scientific works and research on the formation of 
corporate culture and public attitude to higher education institutions 

Defining target audiences and conducting a survey of 
respondents by areas and forming samples of respondents 

Formation of the purpose of researches 

Definition of objects of the research 

Definition of research methods 

Development of a questionnaire for different target audiences 

Preparatory stage of the study 

Analysis of the opinions of target audiences and conducting a survey of 
respondents in the areas of the research 

Statistical processing of survey results using the appropriate 
mathematical and statistical apparatus and modern software

Stage 5 
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of respondents and the definition of research problems is 
due to the fact that our view, this approach allows us to 
get a better idea of studying the attitude of target audienc-
es to the NUPh brand on a wide range of problems of 
institution development.

Questionnaires were developed for all groups of 
respondents, which, in addition to information about the 
respondents, contain a part that defines the purpose of 
the study, as well as a part with closed, open and com-
bined questions (providing the opportunity to offer their 
answers). 

It should be noted that the questionnaires contain 
general questions, as well as different ones for all studied 
categories of respondents. As for the different issues, they 
are based on the fact that the educational brand exists in 
two areas, in particular: the brand for entrants, graduates, 
graduates as consumers of educational services, and the 
brand for HEI worker, which perceives work in a particular 
institution as prestigious and desirable.

In order to determine the divergence of respon-
dents’ opinions, the concordance coefficient was as-
sessed. If the opinions of experts completely coincide, 
this coefficient is equal to 1, otherwise it is equal to 0. 
The significance of the concordance coefficient was de-
termined using Pearson’s χ2-test, which is compared with 
tabular data based on the number of degrees of freedom. 
Given that the χ2-criterion is larger than the tabular value, 
the agreement of experts is not accidental [20].

For all groups of respondents, the concordance 
coefficient exceeds 0.75, which indicates the conver-
gence of respondents’ opinions. Pearson’s χ2 test exceeds 
the tabular value, i.e., the agreement of experts is not 
accidental.

4. Research results 
It is determined that the HEI brand is a unique and 

recognizable system of designations, which includes the 
name of the institution, graphic image (logo), sound sym-
bols and attributes (Brand Attributes), i.e., “functional or 
emotional associations assigned to this brand by consum-
ers of educational services and potential customers. and 
HEI social partners. Associations can be positive and 
negative, have different strengths and importance for dif-
ferent segments of the market of educational services” [19].

According to the experience of leading foreign 
HEI, important components of the brand of the institu-
tion are:

– educational service with all its inherent charac-
teristics;

– the reputation of educational services provided 
by HEI, as a set of characteristics, expectations, associa-
tions that are perceived by the consumer of educational 
services and attributed to them (brand-image);

– benefits to be provided by the brand owner to 
consumers of educational services and directly related to 
the HEI mission;

– image of HEI in the perception of the target audi-
ence and the public [3, 16].

Thus, there is no doubt that in order to improve the 
position of HEI in the world rankings and improve the effi-

ciency of its operation, it is necessary to study the attitude of 
the target audience and the public to the HEI brand.

To this end, a study was conducted to identify the 
opinions and associations of the target audience related to 
the perception of the brand of the institution and its most 
important attributes.

At the first stage of the study of the attitude of the 
target audience to the HEI brand, the factors that deter-
mine the popularity and positive attitude to the institu-
tion were studied. At this sub-stage of the study, the 
study of the opinions of two categories of respondents – 
higher education and NUPh staff.

According to seekers for higher education, the 
most important factor is the positive feedback about the 
institution (14 % of respondents). The second place is 
occupied by high quality educational services and the 
involvement of well-known scientists and practitioners 
(12 % each factor). The presence of scientific schools, the 
presence of traditions and active participation of the in-
stitution in public life take third place (11 % each factor). 

9 % of respondents consider the use of advertising is 
important. Also, important, according to higher education 
seekers, was the provision of HEI with modern classrooms, 
library, dormitories, etc. (8 %). Relatively small value for 
higher education seekers has the history of establishment of 
the institution and its state status (6 % each factor).

The distribution of respondents’ opinions on the pop-
ularity and positive attitude to NUPh is presented in Fig. 2.

It should be noted that the widespread use of ad-
vertising, according to respondents, indicates the high 
importance of the institution’s communication policy, 
active use of advertising activities, PR and other methods 
of promotion not only for successful sales of educational 
services, but also for forming a positive image.

According to NUPh staff who participated in the 
survey, all the studied factors are approximately equal in 
importance and range from 8 % to 12 %. However, such 
factors as the state status of the institution and its mate-
rial and technical base, respondents identify as the most 
important factors (12 %). 

The second place in importance is occupied by 
positive feedback from employers about graduates of the 
institution, the time of the institution, the presence of 
scientific schools, the presence of traditions and active 
participation of the institution in public life (10 %).

Regarding the importance of widespread use of ad-
vertising to promote educational services provided by 
NUPh, its importance was noted by 10 % of respondents. 
The high quality of educational services and the involve-
ment of well-known scientists and practitioners as factors 
influencing the attitude to NUPh, noted 8 % of respondents.

The distribution of respondents’ opinions on the pop-
ularity and positive attitude to NUPh is presented in Fig. 3.

The entrants’ answers to a similar question were 
distributed somewhat differently. Thus, in their opinion, 
the most important factors are the state status of HEI, 
positive feedback about the institution and the high qual-
ity of educational services (13 % each factor). 11 % of 
respondents noted the material and technical base of the 
institution and participation in public life.
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The presence of traditions and the time of exis-
tence of the institution (10 % each) occupy an important 
place for entrants. Information about these factors en-
trants receive when visiting the “Open Days” and from 
the website of the institution.

Factors such as the availability of science schools 
and the involvement of well-known scientists and practi-
tioners play a minor role for entrants (6 % each), as a 
small number of them plan to link their lives with science 
and have no clear idea of the pharmaceutical education 
system. Regarding the use of advertising, 7 % of entrants 
noted its sufficient role.

The distribution of opinions of entrants who par-
ticipated in the survey is presented in Fig. 4.

In the second sub-stage of the third stage of the 
study, we studied the opinion of higher education students 
about studying in an institution with it is own brand.

The questionnaire asked a set of questions about 
the possibility or impossibility of considering HEI a 
brand. For example: “What was the main reason for 
your choice of NUPh?”. The survey found that 88 % of 
higher education respondents surveyed believe that 
NUPh is a brand, and only 12 % believe that they study 
at HEI, which is not a brand. 

Also, important, in our opinion, is to study the 
attitude of higher education students to HEI after the 
first month of study. A set of questions was asked 
about the attractiveness of classes; learning condi-
tions; living conditions in the dormitory, etc. For ex-
ample: “What difficulties arose during the period of 
adaptation to student life?”. 86 % of the surveyed ap-
plicants for higher education positively characterize 
their impressions of learning and have no reason to 
complain.

Fig. 2. Distribution of opinions of the surveyed applicants on higher popularity and positive attitude to NUPh: A1 – 
the history of HEI, A2 – the presence of traditions, A3 – state status, A4 – material and technical base (classrooms, 

dormitory, classrooms equipped with modern equipment, etc.) , A5 – the presence of scientific schools, A6 – 
participation in public life, A7 – the involvement of famous scientists and practitioners, A8 – positive feedback from 

employers about graduates, A9 – high quality educational services, A10 – the use of advertising

14 %

12 % 12 %
11 % 11 % 11 %

9 %
8 %

6 % 6 %

0%

2%

4%

6%

8%

10%

12%

14%

16%

А8 А9 А7 А5 А6 А2 А10 А4 А1 А3

Fig. 3. Distribution of opinions of interviewed employees about the popularity and positive attitude to NUPh: A1 – 
the history of HEI, A2 – the presence of traditions, A3 – state status, A4 – material and technical base (classrooms, 
dormitory, equipped with modern equipment, etc.), A5 – the presence of scientific schools, A6 – participation in 

public life, A7 – the involvement of famous scientists and practitioners, A8 – positive feedback from employers about 
graduates, A9 – high quality educational services, A10 – the use of advertising
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At the same time, 14 % of higher education stu-
dents had a negative impression of NUPh. This is due to 
difficulties in adapting to student life (8.8 %) and diffi-
culties in adapting to the study schedule (5 %); com-
plaints about living conditions in the dormitory (3.5 %) 
and dissatisfaction with the meaningful aspects of educa-
tion (3 %) (Fig. 5).

After conducting the questionnaire, the main ques-
tions of which are presented above, it should be noted that 
82.9 % of respondents are satisfied that they have received 
higher education in NUPh.

Thus, a positive assessment of HEI prevails among 
86 % of respondents, with 88 % of respondents surveying 
higher education believe that NUPh can be called a brand. 
At the same time, 14 % experience a “gap” between expec-
tations and realities, which suggests that HEIs, which are 
perceived as brands, have room for improvement.

In the next stage of the study, we studied the opinion 
of graduates about the benefits they have after graduating 
from the prestigious HEI.

According to 89 % of respondents, the advantages 
of prestigious HEI graduates include a high level of the-
oretical knowledge and practical skills (85 %), a high 
level of competitiveness in the labour market (81 %), 
possession of information technology needed to perform 
professional duties (80 %), career opportunities (75 %), 
employment guarantees (60 %), other (5 %).

The distribution of respondents’ opinions on the 
preferences of graduates of prestigious HEI is presented 
in Fig. 6.

The next stage of the research was to study the 
opinion of HEI employees on the influence of the rector’s 
personality on the image of the institution and increase 
the level of recognition of the HEI brand.

Fig. 4. Distribution of opinions of respondents about the popularity and positive attitude to NUPh: A1 – the history 
of HEI, A2 – the presence of traditions, A3 – state status, A4 – material and technical base (classrooms, dormitory, 

equipped classrooms with modern equipment, etc.), A5 – availability of scientifi c schools, A6 – participation in public 
life, A7 – involvement of well–known scientists and practitioners, A8 – positive feedback from employers about 

graduates, A9 – high quality educational services, A10 – use of advertising

13 % 13 % 13 %

11 % 11 %
10 % 10 %

7 %
6 % 6 %

0%

2%

4%

6%

8%

10%

12%

14%

А9 А8 А3 А4 А6 А1 А2 А10 А5 А7

Fig. 5. Distribution of opinions of higher education students on the satisfaction of NUPh after the fi rst month of study: 
B1 – diffi  culties in adapting to student life, B2 – diffi  culties in adapting to the study schedule, B3 – complaints about 

living conditions in the dormitory, B4 – dissatisfaction with meaningful aspects of learning
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Opinions of the interviewed NUPh employees 
were distributed almost equally: the rector should be an 
outstanding scientist – 88 %, and a good manager – 85 % 
of the answers. According to only 4 % of employees, the 
rector’s personality does not affect the brand of the insti-
tution, and 2.4 % of employees find it difficult to answer 
the question (Fig. 7).

There is no doubt that identifying elements of cor-
porate culture that have a significant impact on the brand 
and its promotion is important enough to improve the 
HEI brand.

According to NUPh employees, the elements of 
corporate culture include the following: NUPh devel-
opment strategy (75 % of answers), effective commu-
nications (74 % of answers), introduction of effective 
management technologies (69 % of respondents), cre-
ation of conditions for self-realization of employees 
(61 % of respondents), ensuring discipline (56 % of 
answers), democratic relations with staff and higher 
education (52 % of respondents), collegiality in deci-
sion-making (43 % of respondents answered), remu-

neration (42 % of answers), other (9 % of respondents) 
(Fig. 8).

According to almost all NUPh employees inter-
viewed, building their own brand is impossible without 
the introduction of innovative teaching methods, ele-
ments of dual education, integration of science and ed-
ucation – 96 % of respondents said so. The rest – 4 % of 
respondents – had difficulties with answering. At the 
same time, respondents believe that it is necessary to 
consider the requirements of employers for future pro-
fessionals – so said 81.6 % of respondents.

Also among the main areas that contribute to the de-
velopment and improvement of the educational brand, ac-
cording to NUPh staff, is the continuous improvement of 
the quality of educational services – 91 % believe, intensifi-
cation of international cooperation – 86 %, active involve-
ment in scientific, volunteer and cultural life and research-
ers (79 %) and applicants for higher education (73 %), 
building relationships with employers – 62 %, intensifying 
the use of channels for disseminating information about the 
institution (60 %) and events that take place in it (58 %) (Fig. 9).

Fig. 6. Advantages of prestigious HEI graduates: C1 – high level of theoretical knowledge, C2 – practical skills,  
C3 – high level of competitiveness in the labour market, C4 – possession of information technology needed to perform 

professional duties, C5 – career opportunities, C6 – employment guarantees, C7 – other
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Fig. 7. The influence of the rector’s personality on the reputation of NUPh and raising the level of HEI brand awareness: 
D1 – the rector must be an outstanding scientist, D2 – the rector must be a good manager, D3 – the rector’s personality 

does not affect the brand, D4 – difficult to answer questions
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5. Discussion of research results 
From the generalized results of the survey of all 

categories of respondents it can be concluded that the 
main factors of popularity and positive attitude to NUPh 
are the positive shouts of employers about graduates, the 
presence of traditions and participation in public life.

88 % of surveyed applicants for higher education 
are convinced that NUPh has an educational brand. Also, 
the applicants expressed a positive opinion about the in-
stitution after the first month of study and 86 % of the 
surveyed applicants for higher education have no reason 
to complain.

Graduates mentioned following advantages after 
graduating from the prestigious HEI – a high level of the-
oretical knowledge (89 %) and practical skills (85 %), a 
high level of competitiveness in the labour market (81 %), 

high skills of information technology needed to perform 
professional responsibilities (80 %), career opportunities 
(75 %), employment guarantees (60 %), other (5 %).

According to NUPh employees, the main elements 
of corporate culture include the existence of NUPh devel-
opment strategy (75 % of responses), effective communi-
cation (74 % of responses) and the introduction of effec-
tive management technologies (69 % of respondents). 
Also, 91 % of employees surveyed said that the rector of 
the institution should be an outstanding scientist and a 
good manager (88 % and 85 % of answers, respectively).

Comparing the results, it is worth noting that sci-
entists consider the status of the institution (public or 
private) to be a priority factor in the popularity and posi-
tive attitude towards HEI. Thus, according to the results 
presented in the research [14, 21], it is noted that prefer-

Fig. 8. Distribution of elements of corporate culture that affect the reputation of NUPh and increase the level of HEI 
brand awareness: E1 – availability of NUPh development strategy, E2 – availability of effective communications, 

E3 – introduction of effective management technologies, E4 – creating conditions for self–realization, E5 – providing 
disciplines, E6 – democratic relations with the staff and students of higher education, E7 – collegiality in decision–

making, E8 – remuneration, E9 – other

75 % 74 %
69 %

61 %
56 %

52 %

43 % 42 %

9 %

0%

10%

20%

30%

40%

50%

60%

70%

80%

Е1 Е2 Е3 Е4 Е5 Е6 Е7 Е8 Е9

Fig. 9. The main directions of promoting the development and improvement of the educational brand: F1 – continuous 
improvement of educational services, F2 – intensification of international cooperation, F3 – active involvement of 

practitioners and scientists, F4 – active involvement of higher education in scientific, volunteer and cultural life, F5 – 
building relations with employers, F6 – intensifying the use of channels for dissemination of information about the 

institution, F7 – events that take place in it
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ence is given to public higher education institutions, the 
prestige of the diploma (51 % of higher education stu-
dents in the first year), affordability (32), further employ-
ment (28 %) and ease of learning prospects (23 %).

Regarding the perception of the HEI brand by en-
trants, researchers [9] note that the factors of choosing an 
educational institution that are important for entrants in-
clude prospects for future employment (35 % of respon-
dents), affordability (32 %), self-realization (29 %) and 
prestige diploma (25 %).

The main directions of promoting the development 
and improvement of the educational brand are identified, 
which are based on the constant improvement of the qual-
ity of educational services; intensification of internation-
al cooperation; active involvement in the scientific, vol-
unteer and cultural life of the institution of practitioners 
and scientists and applicants for higher education; inten-
sifying the use of channels for disseminating information 
about NUPh, etc.

Study limitations are due to the fact that the vast 
majority of respondents were related to or had informa-
tion about NUPh.

Prospects for further research should be the de-
velopment of effective marketing communications to 
promote the brand of educational services in the market, 
including abroad, as well as the development of an appro-
priate program and set of measures to involve entrants, 
employers and other stakeholder groups in this process.

6. Conclusions
1. It is proved that important components of the 

brand of the institution are educational services with all 
its inherent characteristics; image of educational ser-
vices; the benefits that the brand owner will provide to 
consumers of educational services and are directly relat-
ed to the mission of HEI, as well as the reputation of HEI 
in the perception of the target audience and the public.

2. The study of the attitude of the target audience 
to the HEI brand allowed us to conclude that:

– regarding the popularity and positive attitude to 
NUPh, the most important factors, according to applicants 

for higher education, are positive feedback about the insti-
tution, high quality educational services and the involve-
ment of well–known scientists and practitioners; according 
to NUPh employees who took part in the survey – the state 
status of the institution and its material and technical base; 
according to the entrants – the state status of HEI, positive 
feedback about the institution and the high quality of edu-
cational services; the influence of the rector’s personality 
on the reputation of HEI is highly appreciated;

– in terms of the benefits that graduates have after 
graduating from the prestigious HEI, the most important 
are theoretical knowledge and practical skills, as well as 
competitiveness in the labour market and mastery of infor-
mation technology needed to perform professional duties;

– regarding the elements of corporate culture that 
have a significant impact on the brand and its promo-
tion, it is important to have a strategy for the develop-
ment of NUPh, the introduction of effective manage-
ment technologies and create conditions for 
self-realization of employees.

3. According to the analysis of the results of the 
survey, proposed areas that promote the development and 
improvement of the educational brand. Among them: 
constant improvement of the quality of educational ser-
vices due to the introduction of modern teaching meth-
ods, the use of dual education, involvement of specialists 
in the educational process, etc.; intensification of interna-
tional cooperation (exchange of research and teaching 
staff, graduate students, graduates, joint research, etc.); 
building relations with employers, intensifying the use of 
channels for disseminating information about the institu-
tion and events that take place in it, improving marketing 
communications in promoting the brand of educational 
services in the market.
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