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AHOTANIA

AKTyaJIbHiCTh po0OTH.

B yMoBax 3arocTpeHHs KOHKypEeHLi Ha pUHKY OCBITHIX IMOCIYT, 1eMOTrpadiyHuX
3MIH Ta Uu@dpoBi3alii KOMYHIKAIii Aexami OUIbIIOr0 3HAYEHHS HaOyBaloOTh
HeMaTepiaJibHl YUHHUKH KOHKYPEHTOCIPOMOXKHOCTI 3aKjIa/11B OCBITH, 30KpemMa OpeH,
penyraiisi Ta J0Bipa UUIBOBUX ayguTOpid. BpeHa OCBITHBOrO 3akiady BUCTYIA€
CTpATeriyHUM IHCTPYMEHTOM 3aJIy4eHHsI alITypI€HTIB, (POPMYBaHHS MAPTHEPCHKUX
3B’SI3KIB 13 poOOTOAABISIMU Ta 3a0e3MeUeHHsI EKOHOMIYHOi CTIMKOCTI 3aKiamuy.
Oco0iMBO akTyaJlbHUM 1€ € JJIs 3akiajiB (axoBoi MEpeaBUINOI OCBITH, SKi
(YHKIIIOHYIOTh Y KOHKYPEHTHOMY CEpEeZOBHIII Ta OOMEKEHUX pecypcax. Y 3B s3Ky 3
MM 00paHa TeMa MaricTepchbKoi poOOTH € aKTyallbHOIO Ta Ma€ MPAKTUYHE 3HAYCHHSI.

KurouoBi ciioBa: OpeHi OCBITHBOTO 3aKjajy, OCBITHIM MapKETHHT, YHiKaJIbHA
IIHHICHA  M[pOMO3uIlis, UU(pPOBI  KOMYHIKalli, 3aJy4eHHS  abITypIEHTIB,
KOHKYPEHTOCHPOMOXKHICTh, HOBOPO3AIIBCHKHM MOMITEXHIYHUHN (HaXOBHM KOJIEK.

Mera pobotu — po3poOKa CTpaTeTiyHUX MeXaHI3MIB (OpPMYBaHHS Ta
npocyBaHHs OpeHay HOBOPO3AIIECHKOTO MOMITEXHIYHOTO (PaxoBOTO KOJEIKY Y
KOHKYPEHTHOMY CEpPEeIOBHIII Ta OOIPYHTYBAaHHS iX €KOHOMIYHOT €(peKTHBHOCTI.

O0’exkT nmocaizKeHHsT — JiSUTBHICT HOBOPO3MIIBECHKOTO TMOMITEXHIYHOTO
¢daxoBoro koyeKy y cdepi hopMyBaHHS Ta IPOCYBaHHS OPEHTY.

IIpeamMeT aociizkeHHsT — MEXaHI3MH, THCTPYMEHTH Ta YIPABIIHCHKI MIIXOMN
10 ¢hopMyBaHHS 1 IPOCYBaHHS OpeHAy 3akiiany ¢haxoBoi MepeBUIOT OCBITH.

CTpykTypa Ta 06cAr podoTH cTaHOBUTH: 157 c., 14 puc., 25 tabm., 2 tomarkw,
36 iHbOpMAIIITHUX HKEepe.

Po3ninu kBagigikaniiHoi podooru.

Y mepmomy posmini  «TeopeTHko-MeTomuuHi OCHOBH (OPMYBaHHS Ta
MPOCYBaHHs OpPEHIy OCBITHHOTO 3aKJIaly» PO3KPUTO CYTHICTh OpPEHIY B OCBITHIH
chepi, y3araapbHeHO cyd4acHl minxomu 10 (GopMyBaHHS OpEHI-IIEHTUYHOCTI,
VHIKaJIbHOI IIHHICHOT TPOMO3WINi Ta BHU3HAYEHO pOJb OpeHay y 3abe3nedeHHi
KOHKYPEHTHUX TepeBar 3aKkjiaay OCBITH.

VY npyromy po3auini «AHaniTuuHe OOTpyHTYBaHHSI (POPMYBAHHS Ta MPOCYBaHHS

openay HoBOpO3AIbCHKOTO MOIITEXHIYHOTO (haXOBOTO KOJEIXKY» 3AIMCHEHO aHami3



TISUTBHOCTI KOJIEAXKY, JUHAMIKM MPUHAOMY Ta KOHTUHIEHTY CTYIAEHTIB, CTPYKTypHU
JIUEH30BaHUX OOCATIB 1 BapTOCTI HABYaHHS, a TaKOX JOCIIIKEHO pIBEHb
BITI3HABAHOCT1 OPEHy Cepell KIIFOUOBUX CTEHKXONIEPIB.

VY tperbomy po3auni «Po3pobka cTpaTeriyHux MexaHi3MiB (OpPMYBaHHS Ta
npocyBaHHsl OpeHny HOBOPO3IUIBCHKOTO MOMITEXHIYHOTO (HaXOBOTO KOJICIKY»
3alpONIOHOBAHO  KOMIUIEKC MPaKTUYHUX  3axofiB 13  (GopMyBaHHA OpeHa-
MO3ULIOHYBaHHS, LU(POBUX KOMYHIKAlLlll Ta CErMEHTalll ayguTopid, a TaKoX
3MIIHCHEHO €KOHOMIYHE OOTPYHTYBaHHS €(PEKTUBHOCTI 3aPOIIOHOBAHUX MEXaHI3MIB 13
BUKOPUCTAHHSIM ToOKa3HUKIB CPA, mporHo3oBaHOro NPUPOCTY KOHTUHIEHTY Ta
peHTa0eIbHOCTI IHBECTUIIIN Y OpeHI.

MeTonm xocaixKeHHs

VY po6oTi BUKOPHUCTAHO 3arajlbHOHAYKOBI Ta CHEIlajJbHI METOAU JOCIIIKEHHS,
30KpeMa: aHajli3 1 CUHTE3, y3arajJbHEHHS Ta MOPIBHSIHHS, CUCTEMHUHN 1 CTPYKTYpHHUIA
aHaji3, CTAaTUCTUYHUHN aHai3, METO/l aHKETyBaHHS, EKOHOMIYH1 PO3paxyHKH, rpadiuHi

MCTOOAU Ta MCTOAU JIOTTYHOTO y3araJlbHCHH:I.



ABSTRACT

Relevance of the study.

In the context of increasing competition in the educational services market,
demographic changes and the digitalization of communications, intangible factors of
competitiveness, such as brand, reputation and trust of target audiences, are becoming
increasingly important for educational institutions. The brand of an educational
institution acts as a strategic tool for attracting applicants, building partnerships with
employers and ensuring the economic sustainability of the institution. This is especially
relevant for vocational pre-higher education institutions operating in a competitive
environment with limited resources. Therefore, the chosen topic of the master’s thesis
is relevant and has practical significance.

Keywords: educational institution brand, educational marketing, unique value
proposition, digital communications, student recruitment, competitiveness, Novyi
Rozdil Polytechnic Professional College.

The purpose of the study is to develop strategic mechanisms for forming and
promoting the brand of Novyi Rozdil Polytechnic Professional College in a
competitive environment and to substantiate their economic efficiency.

Object of the study is the activity of Novyi Rozdil Polytechnic Professional
College in the field of brand formation and promotion.

Subject of the study is the mechanisms, tools and managerial approaches to
forming and promoting the brand of a vocational pre-higher education institution.

Structure and scope of the thesis: 157 pages, 14 figures, 25 tables, 2
appendices, 36 references.

Structure of the master’s thesis: The first chapter «Theoretical and
methodological foundations of forming and promoting the brand of an educational
institution» reveals the essence of branding in education, summarizes modern
approaches to brand identity and unique value proposition, and defines the role of
branding in ensuring competitive advantages.

The second chapter «Analytical substantiation of forming and promoting the

brand of Novyi Rozdil Polytechnic Professional College» analyzes the college’s



activities, student enrollment dynamics, licensed capacity, tuition fees, and examines
brand awareness among key stakeholders.

The third chapter «Development of strategic mechanisms for forming and
promoting the brand of Novyi Rozdil Polytechnic Professional College» proposes
practical branding measures, digital communication tools and audience segmentation
approaches, and provides an economic justification of the proposed mechanisms using
CPA indicators, projected enrollment growth and return on investment in branding.

Research methods.

The study applies general scientific and specialized research methods, including
analysis and synthesis, comparison and generalization, system and structural analysis,
statistical analysis, survey method, economic calculations, graphical methods and

logical generalization.
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