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The article is devoted to the actual problem of higher educational establishment brand
creating and raising with the help of branding tools and clarifying the peculiarities of pro-
fessional orientation work as its strategy.

Creation of applied developments and identification of reserves for increasing so-
cio-strategic potential of higher education institutions’ brands are of particular relevance
nowadays. To enhance the promotion of Kyiv National University of Culture and Arts as a
branding strategy, professional orientation work among schools and colleges graduates,
has been selected.

Taking into account educational services specificity provided by this higher educational
establishment, branding in this sphere can be defined as a set of methods, techniques and
ways that enable to bring higher educational establishment developed brand to the con-
sumer of educational services, having formed in his mind the image of this institution and
thereby providing effective assistance to the applicant in the perception and analysis of the
distinctive features and benefits of an educational institution.

The main objects of higher educational establishment branding are specific products —
educational service, corporate culture, staff, managers, students and graduates.

KNUC&A professional orientation work, which has established itself as a strategy for
the strengthening of higher educational establishment brand, has its advantages and spe-
cifics in comparison with other educational institutions.

Through the personal image of university head, higher educational establishment brand
upgrading is taking place.

Professional orientation work as a branding strategy turned out to be a long-term ac-
tion plan aimed at ensuring and continuously strengthening the commitment and loyalty of
the socio-cultural environment to higher education institution. The main common formats
of professional orientation are analyzed: mentoring programs, internships, volunteer ac-
tivity, action "Gap Year".

Key words: brand, branding strategy, professional orientation work, educational ser-
vice, Kyiv National University of Culture and Arts.
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Cmamms npucesiueHa akmyansHili npobaemi cmeopeHHs: ma nidsuujeHHs 6pexda 3a-
Kaady euwjoi oceimu 3a donomozoi iHcCmpymeHmapio 6peHouHzy ma 3’acy8aHHs ocoOu-
socmeli 3acmocysaHis npogopienmayitiHoi pobomu sk tiozo cmpamezii.

CmeopeHH NPUKJIAOHUX PO3POOOK i 8UABJIEHHS pe3epsis nideuleHHs CoYialbHO-cmpa-
meziuHo20 nomeHyiany 6peHdis 3axk1adie 8UU0i 0c8imu HUHI € 0C0OUBO HA Ydaci. [Ins nio-
cuneHHs npomouii Kuiscvk02o HayioHaibHO20 yHigepcumemy KyJavmypu i mucmeymse siK
6peHduHz080i cmpamezii 6yn0 06paHo npogopieHmauitiny po6omy ceped MoJ100i, IKOW €
BUNYCKHUKU WK | Konedxie.

3eaxcarouu Ha cneyudiky oceimuix nocaye, Ky Haoae yeii 3aknad euwoi oceimu, OpeH-
OJuHe y uyiti cghepi MoxcHa susHauumu K CyKynHicmes memodis, nputiomis i cnoco6ie, ki 003-
sosa10mb dosecmu po3pobseHuli 6peHd suuly 0o CnoXcus8aua 0C8imHix nocaye, copmy-
easwu 6 tiozo ceidomocmi imioxc uiei ycmanosu i mum camum Hadaswiu diegy donomozy
abimypienmy y cnputiHammi ma aHanisi 8ioMiHHUX 0coOueocmeli i nepesaz HABUAILHO-
20 3axknady.

OcHo8HUMU 06’ekmamu OpeHOUH2Y 8UULY € CheyudiuHuli npodyKm — 0C8imms nocuyaa,
KOpnopamueHa Kyivmypd, nepcoHa, KepigHuKu, cmydeHmu ma eunyckHuKuU.

Tpodecitino-opienmauyiiina po6oma KHYKiM, aka 3apekomerndysasia cebe K cmpame-
2is nidcunenHs 6peHda suuly, Mae coi nepesazu ma cneyupiky y nopieHsHHI 3 iHUWUMU BU-
wamu.

3a paxyHoK 0cob6ucmozo imioxncy KkepieHuka suwly 8id06ysacmucs niosuujeHHs 6peHda eu-
1020 HABYAILHO20 3AK1ADY.

Tpogopienmauiiina po6oma sk cmpamezis OpeHOUH2Y 8UA8UNACS 00820CMPOKOBUM
naaxom Oiil, axuti cnpamosanuti Ha 3abe3neueHHs i nocmitiHe 3MiyHEHHS NPUXUILHOCMI
ma J10sL16HOCMI COYIOKYIbIMYPHO20 cepedosuuia 00 euuty. IIpoaHanizoeaHo 0CHOBHI noulu-
peHi popmamu npogopieHmauii: npozpamu MeHmMopcmeda, CMmaxiy8aHHs, 80J0HMeEPCbKOI
disnvHocmi, akyisa «BinvHull pik».

Knrouoesi cnoea: 6perHd, 6peHdurzosa cmpamezis, npogopieumayiiina poboma, ocgim-
Hs nocayea, Kuiscokuti HayioHabHUll yHiBepcumem KyJismypu i mucmeyms.
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The problem formulation

During fifty years of activity, Kyiv National University of Culture and
Arts has gained a number of distinctive features, first of all, an efficient and
prompt response to time challenges that require a holistic implementation
and adequate response. Today, university’s powerful side and potential op-
portunity are universally recognized scientific and creative schools, expe-
rience of organizing educational process at world level standards, full ap-
proved cycle of modern specialists’ preparation in the field of culture and
arts. However, the most tangible modern challenge is the tight competi-
tion in the educational services market. High school constantly needs edu-
cational technologies’ modernization, there is a clear compliance require-
ment with European standards of university community development.

The entry of Ukraine into world and European economic, educational
and informational space is conditioned by the need to increase competitive
position of domestic educational institutions, which depends on the im-
provement of universities’ marketing activities, in particular, using brand-
ing tools in the field of social communications, competitive environment
and consumers market of educational and scientific services ( Plisenko,
2016).

Now the concept of branding has proven to be one of the most promis-
ing ideas for strengthening the image of higher educational establishment.
However, in practice, their application generates many new unsolved prob-
lems related to branding methodology development, strategies improve-
ment and brand socio-ethical potential strengthening. In particular, there
is a shortage of practical experience in brand development, requiring new
approaches, tools and models. In this regard, problem statement of study-
ing youth professional orientation as a brand strategy of Kyiv National Uni-
versity of Culture and Arts is relevant.

The purpose of the study is the process of higher educational institution
brand forming with the help of branding tools and clarifying the specifics
of professional orientation usage as its strategy.

Actual scientific researches and issues analysis

Conceptual and methodological basis of branding theory was estab-
lished in fundamental works of foreign scholars such as F. Kotler (Kotler F.,
2011), A. Willer (Willer, A., 2004), S. Kumber and others. Main models and
branding tools are presented in the studies of foreign and domestic experts
S. Van Gelder, A. Dlygach, V. Pertsiia, and others.

There are three directions of modern scientific approaches to the es-
sence of professional orientation that have emerged in foreign and Ukrain-
ian science: motivational theories (A. Maslow, F. Herzberg, V. Frumm,);
structural theories (E. Ginsberg, N. Axelrod, G. Forsch);"individuality" or
"self-understanding development” theories (J. Holland, L. Tyler, D.Super,
B.Fedoryshyn).
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Scientific novelty lies in the fact that for the first time on Kyiv National Uni-
versity of Culture and Arts example, features of its brand increasing with the
help of professional orientation work as a branding strategy are investigated.

Statement of basic material

Modern educational services market is in difficult economic and demo-
graphic crisis. Reducing the number of students for higher educational in-
stitutions means reducing its funding by the state, correspondingly, leads
to a competitive struggle for educational services consumers. According
to S. Semeniuk, educational institution competitiveness is the provision
of long-term benefit from educational services consumers, as well as the
conquest of a certain market share and ability to resist the redistribution
of market in favor of other educational activity subjects (Semeniuk, 2013).
Therefore, potential entrants, while choosing a university for study, first of
all, think about its authority, image and brand.

So the urgent need is creation of applied developments and identifica-
tion of reserves for increasing socio-strategic potential of higher educa-
tional institutions’ brands. At the same time, branding as the world-re-
nowned technological practice of designing and implementing university
quality mark implies the presence of a strategy as a certain roadmap, pur-
posefulness and sequence of concerted actions for the long-term perspec-
tive, includes a range of reputation or image components in the marketing
activity of the university. In particular, in order to strengthen the educa-
tional brand of Kyiv National University of Culture and Arts, as a branding
strategy, professional orientation work among graduates of schools and col-
leges was chosen.

Taking into account the specifics of educational services provided by
Kyiv National University of Culture and Arts, branding in this sphere can
be defined as a set of methods, techniques and ways that allow to bring de-
veloped brand of educational institution to educational services consum-
er, forming in his mind the image of this institution and thereby provid-
ing effective assistance to the entrant in the perception and analysis of the
distinctive features and benefits of educational establishment. That is, in
this context, higher educational institution brand is emerging as a factor
in the probable consumers expectation of educational services in obtain-
ing a specific benefit as a result of learning, taking into account not only
the receipt of one or the other specialty, but also further career growth
(Kucherak, 2013).

Current globalization processes necessitate the need in analysis and
critical comprehension of foreign professional orientation experience and
possibilities of its introduction into national practice of KNUC&A profes-
sional orientation work.

At the current stage of educational strategies development in Ukraine
there is an intensification of professional orientation work, diversification
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of its forms. In addition to traditional tests, questionnaires, consultants on
the choice of profession, appeared so-called occupational tuning ("profes-
sional audition"). Excursions to educational institutions and various cam-
paigns have become popular, mentoring is developing, professional orien-
tation and career development departments have been opened at schools
and universities.

5 popular professional orientation formats are practiced worldwide. We
specify them a bit.

1. Theme parks. The most famous of them created Walt Disney (1955) —
Disney Land, which he turned into a fantastic world of his cartoons heroes
into reality. Later, “Disney” company opened the Epcot Park, a model of the
world that it will be in the future, combining entertainment and education
into a single concept of edutainment. The format of theme parks became
used for professional orientation.

The most famous project, the city of professions Kidzania, appeared in
Mexico in 1999. Today Kidzania parks exist in 25 cities around the world.
It's a huge adult life simulator — a city with corporations and shops, hospi-
tals and universities where you can build a career, work and spend money,
learn to work in a team and build a reputation. In the same concept works a
small Minicity Park in Ljubljana.

2. Mentoring programs. This is a meeting with a person who has already
gone a long way and can share his experience in choosing a university,
building a career, life achievements and success.

Interestingly, there are new forms of mentoring: online, speed-men-
toring (for appointment with a conditioned mentor one hour is given with
a certain periodicity), or, for example, mutual (peer-to-peer) mentoring,
when peers or close in education, social level people help each other. This
project is actively being implemented at KNUC&A, in particular, in the
work of "Leaders Star Club".

3. Internship. This is perhaps the most popular format of professional
orientation — free or paid internship in own country or abroad. For exam-
ple, Go Overseas project has assembled dozens of existent all-around pro-
grams on its site: from studying business in London to work as a transla-
tor in Ukraine.

While studying at the university, students have the opportunity to un-
dergo an internship in one of the many metropolitan museums, conduct
research in the library, get acquainted with diplomatic missions within a
five-week internship at the United Nations Organization, while receiving
a scholarship, or teach at school under the supervision of a more experi-
enced teacher.

This practice has been successfully implemented in our university. Thus,
in recent years, students have been trained both in Ukraine and in many
European countries. In particular, in Verkhovna Rada of Ukraine, V. I. Ver-
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nadskyi National Library of Ukraine, Ministry of Foreign Affairs of Ukraine,
embassies of Estonia, India. Within the framework of the memorandum on
cooperation with the partner universities, students are trained at Warsaw
Management Academy, Danubius University in Galaca (Romania), London
Business School “Apsley”, Academy of Theater Arts and Cinema (Tel Aviv,
Israel), Budapest Film Academy, The Korda Filmpark in Budapest (Hunga-
ry), Academy of Fine Arts in Vienna (Austria), Italian National Film School
in Rome (Italy) and others. (Poplavskyi, 2017)

4. Volunteer activity. Unlike internship programs, such programs (vol-
unteer programs) are aimed at solving social problems: teaching children
from low-income families, helping non-profit organizations.

Volunteer activity in KNUC&A is being actively implemented accord-
ing to the professional orientation direction. Every year university organiz-
es professional orientation tours to schools, colleges of different regions of
Ukraine. We invite graduates to visit University of Culture in order to get ac-
quainted with future professions, academic staff and infrastructure of the
educational institution. Faculties conduct a preliminary introductory crea-
tive competition. To enhance KNUC&A image, we invite well-known per-
sonalities and media faces to become the leaders of the courses, including
stage art (A. Seitablaiev, Ostap and Dmytro Stupky, V. Horianskyi, M. Boklan,
V. Moiseenko, etc.), musical art (T. Yanytskyi, A. Ivanysh, V. Yesypok, etc.),
cinema and television (R. Shyrman, P. Maga, G. Reshetnyk, N. Sharalapo-
va, M. Barnych, O. Balaban, etc.), choreography (G. Chapkis, R. Poklitaru,
O. Leshchenko, M. Vantuch, etc.). There is a recruitment for the author's
course "PR Sharks", which was introduced by the head of the university.

At the same time, the most active and sociable students are involved in
professional orientation campaign, "Applicant headquarters" was created.
During the graduates' visit to the university, they tell about the benefits of
studying, prospects of realizing themselves in the future profession. For-
mer applicants understand the significance of their actions for future stu-
dents. Important is the ability to interest, formulate information, pass it on
an accessible form to applicants.

KNUC&A strategic task is talented youth support, development promo-
tion, country talent search and education, based on patriotic attitude to-
wards Alma Mater and Ukraine. That is why project creation for creative
specialties "A Talented Entry without a Queue" is organic. Under the con-
dition of the contest for a specified period, the applicant must publish in
his social networks his own interesting and original creative work with the
hashtag "A Talented Entry without a Queue ". Following the evaluation of
contest jury, as a reward, 20 winners receive certificates for studying at the
university (Poplavskyi, 2017).

5. "Gap Year". In Europe and the United States, many school graduates
take a pause in learning to better understand where to enter, calmly pre-
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pare for submission of documents to the college or the university. Gap year
after school is a time when young people personally choose what experi-
ence to gain, and various projects provide this assistance.

Considering that in Ukraine the boom of professional orientation initi-
atives begins, most of the world's formats are hard to reach for young peo-
ple, in particular, internships, and mentoring still lives within education-
al institutions or is in the sphere of charitable foundations responsibility.

Consequently, we will identify elements by which KNUC&A brand was
formed and which is intensifying and acquiring new qualities in the pro-
cess of professional orientation among graduates. The main objects of ed-
ucational institution branding are educational service, corporate culture,
staff, managers, students and graduates.

The quality of educational services is confirmed by highly qualified sci-
entific and pedagogical staff, usage of modern educational technologies,
international cooperation, which involves joint research work, internship
for teachers, students' practice abroad and others.

Here formed corporate culture and values which based on educational
services uniqueness and allow applicants to trust the brand of our univer-
sity. Corporate values have formed leadership, teachers and students be-
havior.

All educational process participants are involved with brand building
activities, so they are in direct contact with the applicants. A. Wheeler ar-
gues that brand content and its ideas need to be explained to employees all
the time. Brand creating is the largest investment that an organization can
make (Wheeler, 2004).

The main role in branding policy formation belongs to executives be-
cause they should convey corporate spirit, enthusiasm to all employees, as
well as students, graduates and applicants.

During the long-term branding policy, KNUC&A leaders form a sense of
commitment to higher educational establishment for current students and
graduates. This means that then, regardless of any conditions and factors,
applicants will try to get education at this university, and after university
graduation they will become a tool for brand promoting. For example, Kyiv
National University of Culture Arts graduates are proud to receive educa-
tion here.

For the sake of future and current first-year students "Star Leaders
Club" was created. Today in Ukraine there is a great demand for expe-
rience, new idea and clear position. The country needs real leaders for
whom the most valuable thing is name, reputation and steadfast princi-
ples. So, the university’s task is to educate such people, help them real-
ize their creative ambitions, and promote their leadership in the chosen
profession. "Star Leaders Club" is a startup for successful students and
KNUC&A image project, which runs under the guidance of experienced
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mentors-teachers. The club includes active students — heads of different
activity spheres departments: public and political, cultural and artistic,
media technologies, PR and journalism, business and service, research,
information policy and cyber security, etc.

KNUC&A professional orientation, which has proven itself as a strate-
gy to enhance university brand, has its advantages and specifics in com-
parison with others educational establishments. So, every Saturday, Open
Days are held for graduates from all regions of the country, who seek to
implement in the creative sphere. Meaningful consultations on prestig-
ious specialties, conditions of entry, possibilities of studying in Europe-
an educational programs are given to applicants. Deans, representatives
of scientific and pedagogical staff, creative courses and workshops lead-
ers, students, representatives of self-government bodies are always pres-
ent at the meetings. Pupils receive promotional products: books, booklets
of faculties that cover university activities and demonstrate its capabili-
ties. A"tidbit" of such communication is meeting with KNUC&A honorary
president M. Poplavskyi, who answers all youth questions, motivates for
university admission, tells about the specifics of education, prospects in
future profession, student life, about the events being held, master class-
es, active leisure: show programs, entertaining events, concerts and cre-
ative meetings, etc.

At present, KNUC&A has identified an innovative concept of develop-
ment as a priority area of work. The approach to both students and teaching
staff in the modern democratic, professional and strategic direction is com-
pletely changing. In particular, the latest education technologies are being
introduced, namely: distance education, double diploma, dual education,
material and technical base is updated.

Innovative communicative activity is being actively implemented. So,
KNUC&A and all its departments have actively joined social networks —
Facebook, Instagram, Twitter. Due to the information waves as a managed
way of disseminating information to target audiences (rector, vice-rectors,
deans have their own accounts), information is disseminated, the universi-
ty life is comprehensively covered, communication with each student and
applicant, as well as with their parents is maintained. For this purpose,
there were created "creative groups" of active students.

So, social networks act as a branding tool: they form a positive pub-
lic opinion about the university, through social networks monitoring,
KNUC&A image and reputation are studied, which makes it possible to
have feedback with applicants and students, and it gives the possibility to
foresee a reaction to various events and activities, and also find new ways
to influence and motivate potential entrants.

An important role in professional orientation work plays University
website, which is also a branding tool. It supports university philosophy
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and corporate culture, is constantly updated, has interesting and informa-
tive information for entrants.

Very interesting to university entrants is virtual interaction with the
university leader, who leads the headings with hashtags #papa_pohano-
ho_ne poradyt (daddy does not advise bad), taking on the role of "father"
for a thousand students, whose vocation is to share his experience with
young people in the format of minute-videos. Morning headings #secrets of
youth and #delicious breakfast with Mykhailo Poplavskyi also found their
audience. The heading #nostalgia is past memories, archival photos, vid-
eo clips of virtual communication initiator. #Mykhailo_Poplavskyi_asks is
a heading created for audience monitoring. Post writers respond to various
questions that help to monitor the students' point of view on various top-
ics (Poplavskyi, 2017).

Thus, through the personal image of university head, higher education-
al establishment brand upgrading is taking place.

As a result, entrants in the choice of educational institution are guid-
ed by its image and popularity. At the same time, studying at Kyiv Nation-
al University of Culture and Arts, students feel their elitism and exclusivi-
ty, what future entrants will strive for.

That is, Kyiv National University of Culture and Arts brand causes pos-
itive emotions, has a good reputation, is recognizable among other educa-
tional institutions of Ukraine and world.

Conclusions

Consequently, in KNUC&A, which positions itself as an elite higher edu-
cation institution, works a professional team that develops, constantly im-
proves special approach to professional orientation and entrants selection,
creates special conditions for students’ education and training. This con-
firms the importance of introducing into educational system of innovative
programs, marketing technologies and brand building directions. There-
fore, professional orientation work as a branding strategy has undeniable
advantages. Firstly, it enables higher education institution to provide a per-
manent refreshment of university entrants who will not need additional
motivation for educational services gaining. Secondly, created concept of
KNUC&A branding represents the university as a successful educational
institution that has its own cultural and artistic specificity, high rating and
recognized not only in Ukraine but also abroad.

Professional orientation work as a branding strategy turned out to be a
long-term action plan aimed at ensuring and continuously strengthening
the commitment and loyalty of socio-cultural environment to higher edu-
cational establishment.

Professional orientation at Kyiv National University of Culture and Arts
is successfully implemented, has its own specifics and traditions that meet
the modern requirements in educational market.
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