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Îñîáëèâîñò³ óïðàâë³ííÿ áðåíäîì çàêëàäó 
âèùî¿ îñâ³òè â öèôðîâîìó ñåðåäîâèù³

Ïðåäìåòîì äîñë³äæåííÿ º óïðàâë³íñüê³ òà êîìóí³êàö³éí³ ìåõàí³çìè ôîðìóâàííÿ, ðîçâèòêó é ï³ä-
òðèìêè áðåíäó çàêëàäó âèùî¿ îñâ³òè â óìîâàõ öèôðîâîãî ñåðåäîâèùà, ç óðàõóâàííÿì òðàíñôîðìàö³¿ 
îñâ³òí³õ ïðîöåñ³â, çðîñòàííÿ ðîë³ öèôðîâèõ ïëàòôîðì òà çì³íè ïîâåä³íêè îñíîâíèõ ñòåéêõîëäåð³â.

Ìåòîþ äîñë³äæåííÿ º îá´ðóíòóâàííÿ òåîðåòèêî–ìåòîäè÷íèõ çàñàä óïðàâë³ííÿ áðåíäîì çà-
êëàäó âèùî¿ îñâ³òè â öèôðîâîìó ñåðåäîâèù³ òà âèçíà÷åííÿ îñîáëèâîñòåé éîãî ñòðàòåã³÷íî¿ ðåàë³-
çàö³¿ â óìîâàõ ïîñèëåííÿ êîíêóðåíö³¿ íà ðèíêó îñâ³òí³õ ïîñëóã, çðîñòàííÿ â³äêðèòîñò³ ³íôîðìàö³é-
íîãî ïðîñòîðó é ãëîáàë³çàö³¿ îñâ³òíüî¿ ä³ÿëüíîñò³.

Ìåòîäè äîñë³äæåííÿ. Ó ðîáîò³ âèêîðèñòàíî çàãàëüíîíàóêîâ³ òà ñïåö³àëüí³ ìåòîäè äîñë³äæåí-
íÿ, çîêðåìà àíàë³ç ³ ñèíòåç äëÿ óçàãàëüíåííÿ òåîðåòè÷íèõ ï³äõîä³â äî áðåíä–ìåíåäæìåíòó âèùî¿ 
îñâ³òè, ñèñòåìíèé ï³äõ³ä äëÿ äîñë³äæåííÿ âçàºìîçâ’ÿçêó ì³æ óïðàâë³íñüêèìè ð³øåííÿìè, öèôðî-
âèìè êîìóí³êàö³ÿìè òà áðåíäîâîþ ³äåíòè÷í³ñòþ çàêëàäó, ³íñòèòóö³éíèé àíàë³ç äëÿ âèçíà÷åííÿ ðîë³ 
âíóòð³øí³õ ³ çîâí³øí³õ ñòåéêõîëäåð³â ó ôîðìóâàíí³ áðåíäó, à òàêîæ ìåòîäè ïîð³âíÿëüíîãî àíàë³çó 
äëÿ âèÿâëåííÿ òðàíñôîðìàö³¿ òðàäèö³éíèõ ³ öèôðîâèõ ï³äõîä³â äî óïðàâë³ííÿ áðåíäîì.

Ðåçóëüòàòè ðîáîòè. Ó äîñë³äæåíí³ äîâåäåíî, ùî öèôðîâå ñåðåäîâèùå ñóòòºâî çì³íþº ïðèðî-
äó áðåíäó çàêëàäó âèùî¿ îñâ³òè, ïåðåòâîðþþ÷è éîãî ç ìàðêåòèíãîâîãî ³íñòðóìåíòó íà ñòðàòåã³÷íèé 
óïðàâë³íñüêèé ðåñóðñ. Îá´ðóíòîâàíî, ùî áðåíä ó öèôðîâîìó ïðîñòîð³ ôîðìóºòüñÿ ï³ä âïëèâîì ÿê îô³-
ö³éíèõ êîìóí³êàö³é, òàê ³ ðåàëüíîãî äîñâ³äó âçàºìîä³¿ ñòåéêõîëäåð³â ³ç îñâ³òí³ìè, íàóêîâèìè òà óïðàâ-
ë³íñüêèìè ïðîöåñàìè. Âèÿâëåíî, ùî ï³äâèùåíà ïðîçîð³ñòü, ³íòåðàêòèâí³ñòü ³ øâèäê³ñòü ïîøèðåí-
íÿ ³íôîðìàö³¿ çóìîâëþþòü íåîáõ³äí³ñòü ³íòåãðîâàíîãî ï³äõîäó äî áðåíä–ìåíåäæìåíòó, ÿêèé ïîºäíóº 
öèôðîâ³ òåõíîëîã³¿, ³íñòèòóö³éíó êóëüòóðó òà ñòðàòåã³÷íå óïðàâë³ííÿ ðîçâèòêîì çàêëàäó âèùî¿ îñâ³òè.

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â. Ðåçóëüòàòè äîñë³äæåííÿ ìîæóòü áóòè âèêîðèñòàí³ â ä³ÿëüíî-
ñò³ çàêëàä³â âèùî¿ îñâ³òè ïðè ðîçðîáëåíí³ ñòðàòåã³é ðîçâèòêó òà êîìóí³êàö³éíî¿ ïîë³òèêè, ó ïðàêòèö³ 
óïðàâë³ííÿ ðåïóòàö³ºþ é öèôðîâîþ ïðèñóòí³ñòþ óí³âåðñèòåò³â, à òàêîæ ó íàóêîâî–îñâ³òíüîìó ïðîöå-
ñ³ ïðè ï³äãîòîâö³ ôàõ³âö³â ó ñôåð³ ìåíåäæìåíòó, ìàðêåòèíãó òà ïóáë³÷íîãî óïðàâë³ííÿ îñâ³òîþ.

Âèñíîâêè. Óïðàâë³ííÿ áðåíäîì çàêëàäó âèùî¿ îñâ³òè â öèôðîâîìó ñåðåäîâèù³ íàáóâàº ñòðà-
òåã³÷íîãî çíà÷åííÿ òà ïîòðåáóº ñèñòåìíîãî ïîºäíàííÿ óïðàâë³íñüêèõ, êîìóí³êàö³éíèõ ³ öèôðîâèõ 
³íñòðóìåíò³â. Åôåêòèâíèé áðåíä–ìåíåäæìåíò çàáåçïå÷óº ï³äâèùåííÿ êîíêóðåíòîñïðîìîæíîñò³, 
çì³öíåííÿ äîâ³ðè ñòåéêõîëäåð³â ³ äîâãîñòðîêîâó ³íñòèòóö³éíó ñò³éê³ñòü çàêëàäó âèùî¿ îñâ³òè. Öèô-
ðîâå ñåðåäîâèùå çà óìîâè ö³ëåñïðÿìîâàíîãî óïðàâë³ííÿ áðåíäîì ñòàº âàæëèâèì ÷èííèêîì ³íòå-
ãðàö³¿ óí³âåðñèòåò³â ó ãëîáàëüíèé îñâ³òí³é ³ íàóêîâèé ïðîñò³ð.
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Features of brand management of a higher education 
institution in a digital environment

The subject of the study is the management and communication mechanisms for the formation, 
development and support of a brand of a higher education institution in a digital environment, taking 
into account the transformation of educational processes, the growth of the role of digital platforms 
and changes in the behavior of key stakeholders.

The purpose of the study is to substantiate the theoretical and methodological principles of brand 
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Problem statement. The relevance of the study 
is due to the profound transformations of the high-
er education system under the influence of digita-
lization, globalization and increased competition 
in the educational services market, which radi-
cally change the conditions for the formation and 
perception of the brand of a higher education in-
stitution. In the modern digital environment, the uni-
versity brand is formed not only through tradition-
al marketing tools, but primarily through constant 
online interaction with stakeholders, openness of 
management processes, publicity of the results of 
educational and scientific activities and reputational 
effects of digital communications. The growing role 
of social networks, educational platforms and inter-
national digital ratings increases the dependence of 
the competitiveness of higher education institutions 
on the quality of brand management in the virtu-

al space, where any management errors or incon-
sistency of declared values with real practice quick-
ly acquire public resonance. At the same time, in 
domestic and foreign scientific literature, issues of 
brand management of higher education institutions 
are often considered fragmentarily, mainly from a 
marketing perspective, without due consideration 
of its strategic, institutional, and managerial nature 
in the digital environment. This necessitates a com-
prehensive scientific understanding of the features 
of brand management of higher education institu-
tions as an important factor in their sustainable de-
velopment, stakeholder trust, and integration into 
the global educational and scientific space.

Analysis of recent research and publica-
tions. The study used a set of scientific works and 
analytical materials devoted to brand management 
of higher education institutions in the context of dig-

management of a higher education institution in a digital environment and to determine the features 
of its strategic implementation in the context of increased competition in the educational services 
market, increased openness of the information space and globalization of educational activities.

Research methods. The work uses general scientific and special research methods, in particular 
analysis and synthesis to generalize theoretical approaches to brand management in higher education, 
a systems approach to study the relationship between management decisions, digital communications 
and the brand identity of the institution, institutional analysis to determine the role of internal and 
external stakeholders in brand formation, as well as comparative analysis methods to identify the 
transformation of traditional and digital approaches to brand management.

Results of the work. The study proves that the digital environment significantly changes the 
nature of the brand of a higher education institution, transforming it from a marketing tool into a 
strategic management resource. It is substantiated that the brand in the digital space is formed under 
the influence of both official communications and the real experience of stakeholders’ interaction 
with educational, scientific and management processes. It was found that increased transparency, 
interactivity and speed of information dissemination necessitate an integrated approach to brand 
management, which combines digital technologies, institutional culture and strategic management of 
the development of a higher education institution.

Field of application of the results. The results of the study can be used in the activities of higher 
education institutions in the development of development strategies and communication policies, in 
the practice of managing the reputation and digital presence of universities, as well as in the scientific 
and educational process in the training of specialists in the field of management, marketing and public 
education management.

Conclusions. Brand management of a higher education institution in a digital environment acquires 
strategic importance and requires a systematic combination of management, communication 
and digital tools. Effective brand management ensures increased competitiveness, strengthening 
stakeholder trust and long–term institutional sustainability of a higher education institution. The 
digital environment, provided by targeted brand management, becomes an important factor in the 
integration of universities into the global educational and scientific space.

Keywords: brand of a higher education institution, brand management, digital environment, digital 
communications, educational services, reputation, strategic management, competitiveness of higher 
education institutions.
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italization. The basis of the literature base is mod-
ern theoretical approaches to brand management, 
strategic communications, digital reputation, as well 
as research into the impact of the digital environ-
ment on the transformation of management prac-
tices. The latest publications on the role of stake-
holders in the formation of the brand of higher 
education institutions, the importance of digital plat-
forms in building trust, and the challenges of global 
educational competition were taken into account. 
Special attention is paid to institutional aspects of 
management, academic integrity, and digital analyt-
ics as components of effective brand management.

Presentation of the main material. In the 
digital environment, the brand of a higher educa-
tion institution ceases to be exclusively a set of vi-
sual and reputational characteristics and is trans-
formed into a complex socio–digital construct, 
which is formed under the influence of informa-
tion flows, online interactions, digital content and 
network effects. The openness of the information 
space, the speed of message dissemination and 
the growing role of social media lead to the fact 
that the image and reputation of the institution are 
largely determined not only by official communica-
tions, but also by the perception of users of digital 
platforms, their reviews, public assessments and 
informal comments. Under such conditions, brand 
management requires constant monitoring of the 
digital environment and prompt response to rep-
utational challenges. The digital environment sig-
nificantly expands the possibilities of positioning a 
higher education institution, allowing it to broad-
cast its educational, scientific and social mission 
to a wide audience without spatial restrictions. At 
the same time, this increases the requirements for 
the integrity of the brand strategy, since any dis-
crepancy between the declared values   and the real 
experience of interaction with stakeholders quickly 
becomes public and negatively affects trust in the 
brand. In this context, digital reputation is not a de-
rivative, but a central component of the brand of a 
higher education institution, which is formed on the 
basis of the quality of educational services, the lev-
el of digital services, the openness of management 
and communication culture.

A feature of brand management of a higher ed-
ucation institution in the digital environment is the 
growth of the role of internal stakeholders as ac-
tive carriers of the brand. Scientific and pedagog-

ical workers, education seekers and graduates, 
through their own digital presence in professional 
networks, social platforms and scientific databas-
es, directly influence the formation of the institu-
tion’s brand image. This necessitates the integra-
tion of human resources management, academic 
culture, and digital communications into a single 
brand management system focused on building a 
shared identity and loyalty to the institution. The 
digital environment is also transforming the mech-
anisms of competition between higher education 
institutions, shifting the focus from local markets 
to the global educational space. Online education, 
open courses, international scientific platforms, 
and digital academic mobility services create a sit-
uation in which potential students evaluate the in-
stitution’s brand not only by formal accreditation 
indicators or ranking positions, but also by digital 
visibility, the quality of online content, and the ability 
to provide a modern educational experience. Brand 
management in such conditions involves strategic 
work to form a unique value proposition adapted to 
the expectations of a digitally oriented audience.

An important feature of digital brand manage-
ment is the increasing importance of the analytical 
component of management. The use of digital tools 
for data collection and analysis allows higher edu-
cation institutions to better understand the behav-
ior and needs of target audiences, assess the ef-
fectiveness of communication channels, and adjust 
brand strategy in real time. This approach promotes 
the transition from intuitive brand management to 
an evidence–based model based on quantitative 
and qualitative indicators of digital interaction.

In the context of the digital environment, the issue 
of trust in the brand of a higher education institu-
tion becomes particularly relevant. Excessive infor-
mation saturation, the spread of unreliable data, and 
the growth of user criticality necessitate the forma-
tion of transparent and consistent communications. 
Brand management in such conditions should be 
based on openness, academic integrity, and respon-
sibility for public messages, since any reputational 
losses in the digital environment are long–term and 
difficult to correct. Thus, brand management of a 
higher education institution in a digital environment 
is a multidimensional process that combines stra-
tegic vision, institutional culture, digital technologies 
and communication practices. Its feature is con-
stant dynamics, dependence on stakeholder behav-
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ior and high sensitivity to the quality of digital inter-
actions. Effective brand management in the context 
of digitalization becomes not only a tool for increas-
ing the competitiveness of a higher education insti-
tution, but also an important factor in its sustainable 
development, academic reputation and integration 
into the global educational space.

Further development of brand management of a 
higher education institution in a digital environment 
is associated with the need to institutionalize digi-
tal communications and integrate them into the 
overall strategic management system. In this con-
text, the brand ceases to be a separate market-
ing tool and increasingly acquires the features of a 
management resource that influences decision–
making, resource allocation and the formation of 
long–term priorities for the development of the in-
stitution. The digital environment makes the brand 
dynamic, sensitive to changes in the external con-
text and internal management practices, which re-
quires a systematic approach to its support and de-
velopment. One of the key features of modern digital 
brand management is the need to align the stra-
tegic goals of a higher education institution with its 
public digital identity. Educational and scientific ac-
tivities, management decisions, international coop-
eration and social responsibility are reflected in the 
digital space and form a holistic view of the institu-
tion in the minds of stakeholders. In the event of a 
gap between strategic declarations and the actual 
digital behavior of the institution, a reputational im-
balance arises, which negatively affects trust in the 
brand and reduces its attractiveness for applicants, 
partners and the scientific community.

The digital environment also changes the time 
horizons of brand management of a higher educa-
tion institution. If previously the brand was formed 
gradually and was characterized by relative stabil-
ity, then in the conditions of digitalization it is con-
stantly in the process of rethinking and updating. 
The relevance of content, response to social chal-
lenges, participation in public discussions and the 
ability to adapt quickly become critical factors in 
maintaining a positive brand image. This requires 
management teams of higher education institu-
tions to acquire new competencies related to digi-
tal communication, crisis management and stra-
tegic analytics. An important aspect is that the 
digital environment contributes to increasing the 
transparency of the activities of higher educa-

tion institutions, making information about learn-
ing outcomes, scientific achievements, manage-
ment decisions and internal processes available. 
Such transparency, on the one hand, creates ad-
ditional opportunities for strengthening the brand, 
and on the other hand, increases the responsibil-
ity of the institution for the quality of its activities. 
Brand management in this case is closely linked to 
the management of educational quality, academic 
integrity and corporate culture, which become the 
basis for a sustainable positive perception of the 
institution in the digital space.

Taking into account the above, it is advisable to 
consider brand management of a higher education 
institution as an integrated system that functions 
at the intersection of strategic management, digi-
tal technologies and communication practices. It is 
advisable to present a summary of the key char-
acteristics of such management in the digital envi-
ronment in the form of analytical table 1, which re-
flects the transformation of approaches to brand 
management (Fig. 1).

Summing up the above, it should be noted that 
the digital environment not only expands the tools 
for brand management of a higher education insti-
tution, but also significantly complicates the brand 
management process itself, increasing the re-
quirements for the consistency of management 
decisions, the quality of communications and stra-
tegic consistency. Effective brand management in 
the digital space becomes a reflection of the ma-
turity of the management system of a higher ed-
ucation institution and its ability to adapt to the 
conditions of global competition and digital trans-
formation of the educational environment. Further 
consideration of the features of brand manage-
ment of a higher education institution in a digital 
environment should focus on the changing role of 
management decisions in the formation of trust 
and long–term loyalty of stakeholders. In the digi-
tal space, the brand ceases to be a static result of 
marketing efforts and increasingly acts as a reflec-
tion of the real quality of management, academic 
practices and organizational culture of the institu-
tion. Any management decision related to the edu-
cational process, personnel policy or scientific ac-
tivities is quickly reflected in the digital environment 
and affects the overall perception of the brand. The 
key effects of HEI brand management in the digital 
environment are shown in Fig. 2.
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Figure 1 Characteristic features of brand management of a higher education institution in a 
digital environment
Source: author’s development

Figure 2. Key effects of HEI brand management in the digital environment
Source: author’s development
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A feature of the current stage is the increased 
interdependence between the brand of a high-
er education institution and its ability to innovate. 
The digital environment stimulates expectations of 
flexibility, openness to change, and willingness to 
experiment with new educational formats. In this 
context, the brand acts as an indicator of the in-
stitution’s innovative capacity, signaling to potential 
students and partners the level of its adaptation to 
modern challenges. The lack of digital dynamics or 
a formal approach to online presence gradually re-
duces the competitive position of the institution 
even with strong academic potential. An impor-
tant aspect of brand management in the digital en-
vironment is the balance between standardization 
and authenticity. On the one hand, higher education 
institutions are forced to adhere to certain stan-
dards of visual identity, communication style, and 
digital behavior to ensure brand recognition. On the 
other hand, excessive unification levels the unique 
features of the institution that shape its value in the 
minds of audiences. Effective brand management 
involves preserving the authenticity of academic 
tradition and institutional identity while simultane-
ously using modern digital formats of interaction.

The digital environment also enhances the role of 
crisis situations in the formation of a higher edu-
cation institution’s brand. Reputational risks asso-
ciated with information attacks, public conflicts or 
organizational failures can quickly become large–
scale. In such conditions, brand management goes 
beyond planned communications and turns into an 
element of anti–crisis management. The institu-
tion’s ability to respond promptly, provide clear and 
reasoned explanations and maintain an open dia-
logue in the digital space becomes critically impor-
tant for maintaining trust in the brand. In general, it 
can be stated that brand management of a higher 
education institution in the digital environment is a 
continuous process of strategic coordination of the 
mission, management practices and digital com-
munications. It is through the brand in the digital 
space that the institution broadcasts its ability to 
develop, responsibility to society and readiness to 
meet the challenges of modern education. In this 
sense, the brand becomes not only a tool for com-
petitive struggle, but also a mechanism for long–
term institutional sustainability and integration of a 
higher education institution into the global educa-
tional and scientific space.

Conclusions
The analysis conducted allows us to conclude that 

brand management of a higher education institu-
tion in a digital environment acquires a systemic and 
strategic nature, going beyond traditional marketing 
approaches. Digitalization transforms the brand into 
a dynamic management resource, which is formed 
under the influence of both official communications 
and the real experience of stakeholders’ interaction 
with the educational, scientific and management 
processes of the institution. Under such conditions, 
the brand becomes a reflection of the quality of in-
stitutional management, academic culture and the 
institution’s ability to adapt in a competitive educa-
tional environment. It is substantiated that the digital 
environment significantly changes the mechanisms 
for forming a reputation and trust in the brand of a 
higher education institution. Increased transparen-
cy, the speed of information dissemination and the 
active participation of stakeholders in the creation 
of digital content necessitate the transition to inte-
grated brand management, which combines stra-
tegic management, digital communications and in-
ternal organizational practices. The success of a 
brand in the digital space directly depends on the 
consistency of the declared values   of the institution 
with the real results of its activities.

It has been proven that effective brand manage-
ment in the digital environment involves the active 
role of internal stakeholders, in particular scientif-
ic and pedagogical workers, students and gradu-
ates, who, through their own digital presence, sig-
nificantly influence the formation of the brand image 
of the institution. This actualizes the need to devel-
op an internal communication culture, increase the 
digital competencies of staff and form a common 
institutional identity that supports the integrity of 
the brand in the conditions of an open information 
space. The generalization of the research results 
shows that the brand of a higher education institu-
tion in the digital environment performs not only a 
reputational, but also a strategic function, influenc-
ing the innovative capacity, international attractive-
ness and long–term sustainability of the institution’s 
development. Brand management in the digital for-
mat becomes a tool for increasing competitiveness, 
ensuring stakeholder loyalty and integrating a higher 
education institution into the global educational and 
scientific space. Therefore, effective brand manage-
ment of a higher education institution in the context 
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of digitalization requires a systemic approach based 
on a combination of strategic vision, digital technol-
ogies and the values of academic integrity. The im-
plementation of such an approach creates the pre-
requisites for the formation of a sustainable positive 
brand image capable of ensuring institutional sta-
bility and development of a higher education institu-
tion in the context of dynamic changes in the mod-
ern educational environment.
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