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Óïðàâë³ííÿ áðåíäîì óí³âåðñèòåòó â öèôðîâîìó ñåðåäîâèù³
Ïðåäìåòîì äîñë³äæåííÿ º îðãàí³çàö³éíî–óïðàâë³íñüê³ òà êîìóí³êàö³éí³ ìåõàí³çìè ôîðìóâàí-

íÿ, ðîçâèòêó òà ï³äòðèìêè áðåíäó óí³âåðñèòåòó â óìîâàõ òðàíñôîðìàö³¿ îñâ³òíüîãî ñåðåäîâèùà.

Ìåòîþ äîñë³äæåííÿ º ôîðìóâàííÿ òåîðåòèêî–ìåòîäè÷íèõ îñíîâ óïðàâë³ííÿ áðåíäîì óí³âåð-
ñèòåòó â óìîâàõ öèôðîâî¿ òðàíñôîðìàö³¿ ç óðàõóâàííÿì çì³í ó ïîâåä³íö³ ö³ëüîâî¿ àóäèòîð³¿, êàíàë³â 
êîìóí³êàö³¿ òà âèêëèê³â ðåïóòàö³éíî¿ êîíêóðåíö³¿.

Ìåòîäè äîñë³äæåííÿ ó ðîáîò³ çàñòîñîâàíî ìåòîäè êîíòåíò–àíàë³çó öèôðîâèõ êîìóí³êàö³é, àíàë³çó 
é ñèíòåçó, ìåòîä åêñïåðòíèõ îö³íîê, ñîö³îëîã³÷íå îïèòóâàííÿ ñåðåä çäîáóâà÷³â îñâ³òè òà àá³òóð³ºíò³â, à 
òàêîæ SWOT–àíàë³ç äëÿ îö³íêè ñèëüíèõ ³ ñëàáêèõ ñòîð³í áðåíäó ÇÂÎ â öèôðîâîìó ñåðåäîâèù³.

Ðåçóëüòàòè ðîáîòè. Ó äîñë³äæåíí³ âèçíà÷åíî, ùî åôåêòèâíå óïðàâë³ííÿ áðåíäîì óí³âåðñèòåòó â 
öèôðîâó åïîõó âèìàãàº: ïåðåõîäó â³ä ³íôîðìàö³éíîãî äî åìîö³éíîãî áðåíäèíãó; àêòèâíîãî âèêîðè-
ñòàííÿ ñîö³àëüíèõ ìåðåæ, â³äåîêîíòåíòó òà ïåðñîíàë³çîâàíèõ öèôðîâèõ ñåðâ³ñ³â; çàëó÷åííÿ ñòóäåí-
ò³â ÿê áðåíä–àìáàñàäîð³â; ïîñò³éíîãî ìîí³òîðèíãó öèôðîâî¿ ðåïóòàö³¿ ÷åðåç àíàë³òè÷í³ ïëàòôîðìè.

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â. Ðåçóëüòàòè äîñë³äæåííÿ ìîæóòü áóòè âïðîâàäæåí³ â ñè-
ñòåìó ñòðàòåã³÷íîãî óïðàâë³ííÿ óêðà¿íñüêèõ ÇÂÎ, êîìóí³êàö³éí³ ñòðàòåã³¿ ðåêòîðàò³â, â³ää³ë³â ìàð-
êåòèíãó òà ì³æíàðîäíèõ çâ’ÿçê³â, à òàêîæ ó ïðîöåñ ðîçðîáêè öèôðîâèõ ïëàòôîðì áðåíäóâàííÿ.

Âèñíîâêè. Â óìîâàõ öèôðîâî¿ òðàíñôîðìàö³¿ åôåêòèâíå óïðàâë³ííÿ áðåíäîì óí³âåðñèòåòó ñòàº 
êðèòè÷íèì ÷èííèêîì éîãî êîíêóðåíòîñïðîìîæíîñò³. Ôîðìóâàííÿ âï³çíàâàíîãî, ðåëåâàíòíîãî òà 
ö³íí³ñíî îð³ºíòîâàíîãî áðåíäó âèìàãàº íå ëèøå òåõíîëîã³÷íî¿ ìîäåðí³çàö³¿, à é çì³íè óïðàâë³íñüêî¿ 
ïàðàäèãìè: â³ä ³ºðàðõ³÷íî¿ äî ïàðòíåðñüêî–ìåðåæåâî¿. Öèôðîâå ñåðåäîâèùå íå ëèøå âèêëèê, à 
é ïîòóæíà ìîæëèâ³ñòü äëÿ óí³âåðñèòåò³â, ÿê³ çäàòí³ àäàïòóâàòèñÿ òà ñòðàòåã³÷íî âèêîðèñòîâóâàòè 
öèôðîâ³ ³íñòðóìåíòè äëÿ ïîáóäîâè äîâãîòðèâàëî¿ âçàºìîä³¿ ç àóäèòîð³ºþ.

Êëþ÷îâ³ ñëîâà: óïðàâë³ííÿ, áðåíä óí³âåðñèòåòó, öèôðîâà òðàíñôîðìàö³ÿ, öèôðîâå ñåðåäîâèùå, 
âèùà îñâ³òà, áðåíä–ìåíåäæìåíò, ðåïóòàö³ÿ, ä³äæèòàë–ìàðêåòèíã, êîìóí³êàö³éí³ ñòðàòåã³¿, ëîÿëüí³ñòü.

IRYNA HNATENKO

University brand management in the digital environment
The subject of the study is the organizational, managerial and communication mechanisms for 

the formation, development and support of the university brand in the context of the transformation 
of the educational environment.

The purpose of the study is to form the theoretical and methodological foundations of university 
brand management in the context of digital transformation, taking into account changes in the behavior 
of the target audience, communication channels and the challenges of reputational competition.

Research methods. The work uses the methods of content analysis of digital communications, 
analysis and synthesis, the method of expert assessments, a sociological survey among education 
seekers and applicants, as well as SWOT analysis to assess the strengths and weaknesses of the HEI 
brand in the digital environment.

Results of the work. The study determined that effective university brand management in the 
digital era requires: a transition from informational to emotional branding; active use of social networks, 
video content and personalized digital services; engaging students as brand ambassadors; constant 
monitoring of digital reputation through analytical platforms.

Field of application of the results. The results of the study can be implemented in the strategic 
management system of Ukrainian higher education institutions, communication strategies of rectors, marketing 
and international relations departments, as well as in the process of developing digital branding platforms.

Conclusions. In the context of digital transformation, effective management of the university brand 
becomes a critical factor in its competitiveness. The formation of a recognizable, relevant and value–
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Problem statement. In today’s global digitali-
zation environment, universities are faced with the 
need to review traditional approaches to position-
ing and managing their brand. The digital environ-
ment forms new rules of communication, behav-
ioral models of target audiences, and interaction 
channels that significantly affect the perception 
of the image of a higher education institution. At 
the same time, competition between universi-
ties is growing both at the national and global lev-
els, which requires the formation of a recognizable, 
value–oriented brand capable of attracting appli-
cants, partners, and investors. Traditional meth-
ods of building an image are not effective enough 
in the conditions of information overload, virtual-
ization of communications, and reorientation of the 
youth audience’s attention to digital sources. In ad-
dition, the perception of the brand itself is chang-
ing: for a modern applicant, not only the academic 
recognition of the university is important, but also 
its digital presence, innovation, transparency, and 
ability to interact in the online environment. In this 
context, university brand management requires a 
comprehensive rethinking: it is necessary to inte-
grate modern digital tools, develop effective com-
munication strategies, strengthen reputation pol-
icy, and build a sustainable digital identity. At the 
same time, the question remains open: how uni-
versities can adapt their brand strategies to the 
conditions of the digital environment without losing 
academic authenticity and social authority.

Thus, the scientific need to study the management 
mechanisms of university brand formation in the con-
text of digital transformation, identifying its key com-
ponents, interaction channels, and factors influencing 
the target audience is becoming more relevant.

Analysis of recent research and publications. 
In the process of preparing the article, a number of 
modern scientific sources were reviewed that high-
light the theoretical principles of brand manage-
ment, strategic management in the context of digi-
tal transformation, as well as the peculiarities of the 
functioning of organizations in the context of an in-

novative economy and a competitive environment. A 
review of scientific publications allowed us to form 
a comprehensive understanding of the researched 
issues and outline current scientific approaches to 
brand management of a higher educational insti-
tution. The works of Hnatenko and Kulikova (2016) 
emphasize the need to improve personnel man-
agement as one of the key factors for the effective 
functioning of the organization. This is important 
for the formation of the university’s internal brand, 
which is based on the involvement of employees in 
the formation of a positive image [1]. Hrekova and 
Guz (2024) consider the brand as a strategic tool 
for promotion, emphasizing the role of values   and 
communications in the positioning process. Their 
conclusions are of direct importance for under-
standing the specifics of the educational brand in 
the digital space [2]. The publication of Melnyk and 
Rudy (2024) reveals the features of digital busi-
ness transformation, which allows us to extrapo-
late these provisions to the sphere of higher educa-
tion, where profound technological changes are also 
observed [3]. The work of Raik (2025) is devoted to 
the problems of brand management in the context 
of cross–cultural interaction and digitalization. The 
experience of adapting brands to new cultural envi-
ronments can be adapted to the needs of interna-
tional university strategies [4]. A separate place in 
the review is occupied by the works of Zos–Kior et 
al. in particular, studies devoted to the development 
of labor potential (2020) and the improvement of 
management practices through career consulting 
(2018). These studies actualize the importance of 
HR branding and the internal image of the organi-
zation [5; 8]. The work of Khodakivska et al. (2021) 
contains an analysis of entrepreneurship models in 
the context of an innovative economy, with a focus 
on resource management, which is relevant in the 
context of resource provision of the brand strategy 
of HEIs [6]. The international publication of Hnaten-
ko et al. (2021) is also of interest, which considers 
the innovative potential of enterprises in crisis con-
ditions. Similar mechanisms can be effectively ap-

oriented brand requires not only technological modernization, but also a change in the management 
paradigm: from hierarchical to partnership–network. The digital environment is not only a challenge, 
but also a powerful opportunity for universities that are able to adapt and strategically use digital tools 
to build long–term interaction with the audience.

Keywords: management, university brand, digital transformation, digital environment, higher 
education, brand management, reputation, digital marketing, communication strategies, loyalty.
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plied to brand building in the context of changing ed-
ucational environments [7]. The work of Sharia et al. 
(2020) outlines the role of institutional mechanisms 
in the formation of an effective management model, 
which is important in the context of institutionalizing 
university brand communications [9].

An analysis of modern scientific sources confirms 
that university brand management in the context of 
digital transformation is an interdisciplinary problem 
that encompasses aspects of marketing, HR man-
agement, communication strategies, digital tech-
nologies and institutional economics. The works re-
viewed allowed us to deepen the theoretical basis of 
the study, identify key factors influencing brand for-
mation and determine the directions of its effective 
implementation in the context of a digital society.

Presentation of the main material. University 
brand management in the context of digital trans-
formation involves radical changes both in the con-
tent of the concept of «HEI brand» and in the tools 
for its formation and promotion. The university as a 
social institution is no longer limited to the functions 
of providing educational services and generating 
knowledge – it is turning into an active communica-
tor in the digital environment, where the brand be-
comes not only a visual marker, but a holistic system 
of reputational, communication and value guidelines.

The digital transformation of higher education en-
compasses several key vectors: the transition to 
hybrid learning models, digitalization of manage-
ment processes, the implementation of EdTech in-
novations, automation of student support servic-
es. At the same time, communication channels with 
target audiences are changing, which are increas-
ingly gravitating towards social networks, messen-
gers, video platforms and mobile applications [1–4].

In these conditions, there is a need to build a digi-
tal model of the university brand, which involves the 
inclusion of such key components (table 1).

Research shows that the perception of the HEI 
brand in the digital age is formed primarily through 

the experience of digital interaction. If previously the 
main channels were printed materials, participation 
in exhibitions and outdoor advertising, now the main 
attention is focused on how the university looks and 
behaves in the digital environment. The website, so-
cial networks, telegram channels, the interface of 
the distance learning platform – all this becomes 
part of the virtual reputation of the university [3–6].

To empirically confirm the role of digital chan-
nels in the formation of the university brand, an on-
line survey was conducted among target audienc-
es: applicants, students and graduates (n = 412). 
The aim of the study was to identify the most sig-
nificant factors that influence the perception of the 
university brand in the digital environment. The re-
sults obtained show that over 87% of respondents 
consider transparent communication (availability 
of information, timely responses, activity in social 
networks) to be a key factor in building trust in the 
HEI brand. About 72% noted visual recognition and 
style as an important component, while 68% em-
phasized the online accessibility of educational and 
administrative services. This means that a digital 
brand cannot exist separately from the digital user 
experience. Additionally, a comparative analysis of 
the effectiveness of the use of basic digital tools by 
domestic universities was conducted. The results 
are summarized in Table 2.

As the table shows, the official website and Ins-
tagram remain the most powerful channels of in-
teraction and influence on the audience. Telegram 
channels are becoming increasingly popular due 
to the efficiency of messages and mobility. On the 
other hand, mobile applications, despite their po-
tential, demonstrate an insufficient level of devel-
opment, integration and promotion. These results 
indicate the need for a comprehensive rethink-
ing of the digital strategy of universities. Outdat-
ed or passive channels not only reduce the effec-
tiveness of branding, but can also cause distrust 
on the part of the youth audience, for whom digital 

Source: proposed by the author

Table 1. Key elements of a university’s digital brand

Brand component Content
Digital identity Visual elements, UX/UI design, creative visualization, logo, guideline
Information transparency Open access to data, electronic offices, interactive platforms
Service availability Mobile applications, electronic submission of documents, adaptive online services
Reputational stability Online reviews, rating position, participation in international programs
Communicative activity Interactivity in social networks, digital events, influencers among students
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communication is a familiar environment for inter-
action. Changing behavioral patterns of consumers 
of educational services, the growing importance of 
digital communication channels and the intensifi-
cation of reputational competition transform the 
university brand from a formal symbol into a mul-
tidimensional platform of trust, dialogue and social 
partnership. In this context, the ability of higher ed-
ucation institutions to develop emotionally relevant 
messages that resonate with the values   of the dig-
ital generation is of particular importance.

An effective university brand should reflect not 
only academic quality, but also an atmosphere of 
trust, openness, inclusiveness and innovation. The 
above means that brand management moves into 
the realm of not only PR activities, but also internal 
organizational culture, where every employee and 
student becomes a bearer of reputation. Analyti-
cal data shows that universities that actively form 
their digital identity demonstrate higher rates of ap-
plicant engagement, more stable ranking positions 
and better adaptation to changes in the external 
environment. At the same time, the lack of a holis-
tic brand strategy in the digital dimension leads to 
reputational fragmentation, low level of recognition 
and loss of competitive advantages. Digital trans-
formation opens up new horizons for universities: 
the ability to personalize the educational experience, 
instantly respond to students’ needs, create inter-
active learning environments and form global edu-
cational communities. But at the same time, it re-
quires a high level of managerial sensitivity, strategic 
thinking and readiness for constant renewal [4–8].

To summarize, we can say that the university 
brand in the digital age is not a logo and a slogan, 
but a living interaction, a visualized culture, an inno-
vative space that reflects values, mission and the 
ability to be flexible in times of change. One of the 
key challenges of digital transformation in the high-
er education system is to rethink the concept of 

«trust» as the basis of effective branding. If in clas-
sical marketing theory, trust was formed mainly 
through the quality of services and reviews, then in 
the digital environment it depends much more on 
emotional interaction, message integrity and con-
sistency of the organization’s online behavior.

The university’s digital brand becomes a reputa-
tional reflection of the user experience. Students, 
teachers, parents, employers, partners – they all 
interact with the university through digital plat-
forms, and each stage of this interaction affects 
the overall perception of the HEI. If the website is 
inconvenient, the Instagram page is outdated, re-
sponses to requests in messengers are untimely 
– even high academic performance does not com-
pensate for the loss of reputational capital.

The concept of the university’s «digital identity» 
is gaining particular importance. It is not just a set 
of logos, colors, and slogans, but a structured nar-
rative that conveys the institution’s mission, val-
ues, traditions, and uniqueness in formats that are 
easily perceived by the digital generation. These can 
include a series of student success stories on In-
stagram, professional videos from laboratories, in-
teractive campus maps, digital profiles of teachers, 
etc. A separate role is played by the brand’s visu-
al culture, which must be adapted to different plat-
forms and remain recognizable even in the dynam-
ic feed content of social networks. Visual uniformity, 
inconsistency of styles, and lack of visual logic on 
university pages reduce the level of trust and are 
perceived as a sign of chaos in the organization. No 
less important is the brand language – tone of voice, 
which should be authentic, friendly, modern, without 
excessive formality, but not lose authority. The youth 
audience is extremely sensitive to falsehood, exces-
sive pathos or stereotypes in communication. An-
other strategic aspect is the institutionalization of 
digital communication. The university should move 
from a fragmented presence in the media to sys-

Source: summarized by the author

Table 2. Effectiveness of digital communication channels of universities

Digital tool Usage level 
(%)

Subjective assessment of 
effectiveness (1–5)

Official website 100 4.7
Instagram 84 4.5
Telegram channel 61 4.2
YouTube 49 4.1
Facebook 38 3.9
Mobile application of the Higher Education Institution 22 3.6
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temic brand management. This implies the presence 
of a team responsible for communication policy, dig-
ital analytics, content creation and crisis communi-
cation. The presence in the media space should be 
strategically directed, based on clearly defined tar-
get audiences, value accents and regular monitor-
ing of performance indicators [6–9].

Brand management in the digital economy is al-
so closely related to the technological readiness of 
the university. It is not only about the presence of 
an LMS platform or electronic document manage-
ment, but also about the use of big data, user be-
havior analytics, chatbots, personalized informa-
tion environments, adaptive platforms for learning 
and communication.

It is also worth considering that a digital brand is 
a constant process of interaction, not a one–time 
project. The brand platform must adapt to new 
trends, test formats, be open to dialogue and criti-
cism, and respond to feedback. Dynamics and flex-
ibility are the main advantages of brands in the digi-
tal environment. Finally, it is important to emphasize 
that a successful university brand is the result of the 
synergy of the administration, teachers, students, 
and alumni. All of them are carriers and relays of the 
brand in the digital space. That is why it is impor-
tant to form an «internal brand» – that is, a culture 
of loyalty, pride in the university, and readiness to be 
its ambassador in the public space.

Conclusions
As a result of the study of theoretical, method-

ological and applied aspects of university brand 
management in the context of digital transforma-
tion, the following generalizations were made. The 
university brand in the digital era acts as a strate-
gic tool for reputational positioning, attracting tar-
get audiences and ensuring the competitiveness 
of a higher education institution. It acquires the 
meaning of an integrated system of visual, emo-
tional and communication elements adapted to 
the dynamic digital environment. Digital transfor-
mation significantly changes approaches to brand 
management: not only visual identity and academ-
ic achievements come to the fore, but also digital 
behavior, communication tone, adaptability to plat-
forms, speed of feedback and flexibility in managing 
the digital user experience. The results of empirical 
analysis confirm that the most effective channels 
of communication with the target audience are of-

ficial websites, social networks (in particular Ins-
tagram and Telegram) and digital student support 
services. Insufficient attention to these channels 
reduces the level of trust in the brand. Successful 
brand management involves the institutionalization 
of communication policy: the creation of profes-
sional teams, the development of digital promotion 
strategies, constant monitoring of digital reputa-
tion, the formation of an internal brand and the in-
volvement of students as active brand ambassa-
dors. The value component of the brand becomes 
crucial: digital youth gravitate towards authentic, 
open, innovation–oriented universities that broad-
cast not only academic status, but also social re-
sponsibility, emotional closeness and humanity in 
digital communication. The university brand be-
comes a dynamic and adaptive process that re-
quires constant updating of approaches, readiness 
for change and strategic thinking in conditions of 
high uncertainty and information competition.
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