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THEORETICAL BASIS OF FORMATION OF FUTURE TEACHERS’ READINESS TO
CREATE THE HIGHER EDUCATION INSTITUTION IMAGE

Education is an integral part of the life of society, on the development of which the
intellectual and spiritual potential of the country depends. With penetration of market
relations into the educational sphere, globalization of educational services, on the one hand,
and the peculiarities of the demographic situation in our country, on the other, the role of
marketing and PR technologies in shaping the image of higher education institutions is
difficult to overestimate. Thus, the theoretical foundations of formation of the readiness of
future teachers for creating the image of the education institution not only enhances the
importance of an individual university, but also influences formation of the image of
education as a whole.
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Introduction. Within the framework of globalization, the role of
universities in society is changing, which are considered as centers of not only
educational and scientific, but also innovative, economic and cultural activity.
Their main task is to provide a contribution to the socio-economic development
of the “knowledge society”. The reduction in state funding contributed to the
commercialization of the work of universities, which resulted in an increase in
the number of students, especially foreign ones, in the desire to earn additional
funds through grants, additional paid educational services, etc.

Globalization orients higher education towards implementation of the
market activities and makes changes in the research focus of the formation of
future teachers’ readiness to create the higher education institution image.

Considering the image issue, one should not miss such a characteristic of
the image as efficiency: the university goal, like any organization, is to form an
effective, favorable image that forms harmonious relations with the public. An
effective image increases competitiveness in the educational market. It attracts
applicants and the teaching staff, the teaching level rises and, accordingly, the
graduates’ level rises. This makes it easier for the organization to access various
resources: financial, informational, human, material. The image should be
targeted and consistent with the expectations of consumers of educational
services. For well-known universities, the task of building an effective image may
seem easy, since the previously acquired image helps to withstand the
competition. However, changes in the external environment can dramatically
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change the balance of power and affect the university image. To form a positive
and effective university image, which serves as one of the competitiveness
components in the educational services market, a system of events is needed:
marketing, PR, advertising, etc.

Consequently, there is a need for a comprehensive research analysis of
the theoretical bases of formation of future teachers’ readiness to creation of
the higher education institution image.

Analysis of relevant research. The subjects of the higher education
institution image formation are the institution itself and the image “creators”,
usually represented by the interest groups. Image is usually created as a result
of the interplay between two elements, as an integration of the information
presented by the organization and the selected communication instruments
(K. Boulding, J. E. Dutton, G. R. Dowling, P. Martineau). The important moment
In this case is that a particular education institution is an integrated part of the
higher education system, and its image is not absolute but related to the
iImages of other higher education institutions (Druteikiene et al., 2007).
Therefore, the entire higher education system could be considered as the
image subject of a higher education institution.

Special literature on imageology, marketing, public relations and
advertising shows that the “image” concept is often mixed with other,
semantically close, but not identical concepts of reputation, stereotype,
appearance, brand, image, media image (P. Kotler, M. Bergami).

Thus, the issues of the theoretical bases of formation of future teachers’
readiness to creation of the higher education institution image are becoming
relevant nowadays.

The aim of the article. To characterize the theoretical bases of formation of
future teachers’ readiness to creation of the higher education institution image.

Research methods: Solving the highlighted tasks, a set of methods of
scientific research adequate to them were used, theoretical: a comparative
analysis of the scientific definitions of the theoretical bases of formation of future
teachers’ readiness to creation of the higher education institution image, a
systematic analysis of traditional and innovative formation components of future
teachers’ readiness to creation of the higher education institution image.

Results. Image is a term that causes great debate among scientists all over
the world. Each author using this term gives it his own meaning. In the United
States of America, it was used various times as a synonym for the concepts of
reputation, brand, corporate identity, perception, attitude, communication.
J. Ballmer (Balmer, 1999) noted that the image has more in common with illusions
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and half-tones than with reality. This outdated approach assumed that companies
could create their image out of nothing and that their behavior and relationships
with customers mattered little. Outside the USA, the attitude towards the image
was somewhat different, more positive. In the writings of scientists from Greece
(Helms, 1994) and India (Parameswaran, 1995) image was studied as an integral
part of all relationships of the company with its target audiences. Also, the image
appeared in publications on international relations in the aspect of the countries
and regions image (Nagashima, 1970; Nagashima, 1977). The etymology of the
term “image” is associated with the Latin word “imago”, it is a tracing paper from
the English word “image”, which is translated as a look, an image. The term was
introduced into scientific circulation in 1955 by the American E. Bernays in the
book “Engineering of Consent” (bepHelic, 2013).

In 1978, P. Browne (Browne, 1974) suggested that the first meaning of the
term image was “copy, replica”. He also cited a historical background that had
already appeared in the works of Aristotle, John Locke, David Hume and John
Stuart Mill, the image stood out as the main thinking element. In 1995, F. Kotler
and K. Fox defined the image as a set of ideas, beliefs and impressions that a
person has about an object (Kotler, 1995). F. Kotler and K. L. Keller attributed the
image to the subject of marketing, justifying this by the fact that companies are
actively working to create a strong and favorable image in the minds of their
potential customers. “Universities, museums, concert halls, non-profit
organizations use marketing to create a positive image for themselves, as it is one
of the main success components in the struggle for funds and audience”. (Csaszar,
2015). 20th century public relations and marketers used the image concept as a
complex concept of attitude, cognition, perception and belief (Belanger, 2014).

Commonly, image is described as an attitude regarding a specific object
created in the mind of an individual or a group, based on all visually and
verbally received information (Baker, 2001). A broader explanation of image
describes it as a “summation of ideas, feelings, comprehension and imagination
of an organization from the perspective of an individual or a group, which is
influenced by material and immaterial organizational elements,
communication, personal and social values” (Druteikiene, 2007).

Studying the differences between image and corporate identity, they
came to the conclusion that image is how consumers perceive the organization,
corporate identity is what means the organization uses to form a certain
perception. It was widely believed that emergence of the concepts of corporate
identity, image and reputation was a reaction to an increase in the general
level of competition in the world and increased pressure on business. The
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pressures were the acceleration of the product life cycle; weakening of
government control and regulation; globalization; shortage of highly qualified
staff; overestimated public expectations regarding corporate responsibility.
Some authors have put forward the idea that the organization image is a short-
term phenomenon and refers to the specific organization perception at a given
point in time (Bergami, 2000; Dutton, 1991). At the same time, many of them
had not seen the difference between the image concept in the meaning of the
message purposefully created by the company for its consumers, and the
artistic and psychological concept (Kotler, 1995).

From the point of social sciences view, one of the most developed
theoretical approaches to formation of future teachers’ readiness to create the
higher education institution image is impression management — the image is
considered as the impression that an individual or organization makes on
others. Many researchers define image as synonymous with reputation
(Dowling, 1993), but within this study framework, the image will be considered
as an independent concept (Dutton, 1994; Elsbach, 2003).

It should be noted that the process of the formation of future teachers’
readiness to create the higher education institution image does not go beyond
advertising and public relations, although this concept itself is much broader.
Many factors in the image formation are not completely clear, others should be
revised in the light of modern knowledge and experience.

In the twentieth century, in the scientific research course in the field of
business, the concept of corporate image was formulated. P. Martineau
(Martineau, 2003) and K. Boulding (Boulding, 1956) had a significant impact on the
growth of interest in the concept of image in a business context. K. Boulding
suggested the existence of a connection between the organization image and the
people’s attitude towards it. P. Martineau proved that a favorable image gave
stores a competitive edge. His research showed that shoppers tended to associate
themselves with certain stores. They felt more comfortable in those who
coincided with their idea of their own social position. According to P. Martineau,
non-price factors became the hallmarks of retail stores.

The formation and management complexity of the corporate image
P. Martineau associated with the need to interact with different target
audiences, each form has own idea of the company. In this regard, he put
forward the concept of a stereotypical image, the essence is that perception of
a company may differ among individuals and groups, while the stereotype
should be the same for all stakeholders.
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It should be noted that formation of future teachers’ readiness to create
the higher education institution image, is one of the PR activities tasks, therefore
the main tools used to build an image or correct it are tools of public relations. To
develop an effective program for optimizing the university image, it is necessary to
clearly understand the target groups that will get key messages and views,
opinions and assessments of which are important for the formation of future
teachers’ readiness to create the higher education institution image. The public
relations specialists of the university should build interaction with these groups.

Thus, formation of future teachers’ readiness to create the higher
education institution image is a process that develops under the influence of a
number of factors and interdependent actions, the result of perception by
various public groups of this organization. The image is interconnected with
such social categories as a person, a group of people, organizations and results
of their activities. In the public minds, the image idea as a value that influences
the success of any activity is becoming stronger. To determine the process role
of the formation of future teachers’ readiness to create the higher education
institution image, a complex scheme was drawn up in the form of Figure 1,
which shows how the five categories affect all stages of the described process.

As can be seen from the presented figure, the primary political task is the
formation of corporate identity (values and goals, corporate strategy,
organizational culture and structure), on the basis of which primary and
secondary communication related to the economic category is built.

Through the ethical category of stakeholders, the corporate image
formation and reputation takes place, which, under the influence of external
factors, stimulate tertiary communication, allow, with the feedback help, to
correct corporate identity and gain competitive advantages. A review of
numerous works by scientists and practitioners exploring various aspects of
Image formation has shown that image is a multi-faceted category. This makes
it possible to substantiate the possibility of considering the term “image” in
relation to a higher education institution acting as a subject of the services
market. Today the concept of “corporate image” is becoming more and more
applicable to the educational environment and its subjects. The image of a
higher education institution is an image specially designed for potential
consumers of educational services and other groups of stakeholders’, which
must meet their expectations and needs.
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Figure 1. The role of image in the formation of the higher education
institution competitiveness
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The main target groups, interaction with which are necessary to the
formation of future teachers’ readiness to create the higher education institution
Image, include applicants and their parents, university graduates, partners,
government bodies, the media, faculty and support staff, as well as students of
the university. It should be noted that formation of future teachers’ readiness to
create the higher education institution image, which forms the symbolic and
public capital of an organization or person (PR-subject), is one of the tasks of PR
activities, therefore, the main tools used to build an image or correct it are
technologies and tools of public relations. Public relations specialists use a variety
of technologies: media relations, event-marketing, sponsorship and charity,
investor relations, intracorporate communications, network and electronic PR, as
well as tools and techniques that facilitate their implementation.

It should be noted that formation of future teachers’ readiness to
creation of the higher education institution image, forming the symbolic capital
of an organization or person, is one of the tasks of PR activities, therefore, the
main tools for the formation of an image or its correction are public relations.
Developing an effective optimization program for the university, it is necessary
to clearly understand the target groups that will be addressed, key messages
and views, opinions and assessments of which are important for the formation
of future teachers’ readiness to creation of the higher education institution
image. With these groups, the interaction of the university’s public relations
specialists should be developed. They include:

1. Applicants and their parents as one of the priority target groups in
implementation of the university image strategy. The value of this group is due
to the challenge facing universities to expand the market for educational
services, increasing its volume by attracting the largest number of motivated
talented applicants. In accordance with the preferences of applicants, they
emphasize the high status of the university, the specialty prestige, the
education quality, employment opportunities, students’ social security.

2. University graduates are the target group, as they form the external
university image among employers and themselves will become parents of
potential applicants in the future.

3. It is important for the university to interact with a partners group —
employers, business representatives. The purpose of working with this
audience is media sphere and media education: achieving loyalty to the
university, to convince partners of the education quality. It is important to give
rational arguments in favor of this university graduates, under point out the
usefulness and education quality.
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4. Government, government bodies are needed to lobbying the interests
of higher education and the university itself, influencing efforts to resolve
issues of financing and other related university activities.

5. When building relationships with authorities, it is necessary to show
how the university understands the importance of social responsibility of the
organization, society, city, country: participation of teachers, students and
tellers in public life, charity events, etc.

6. The media is a target group that influences formation of future
teachers’ readiness to creation of the higher education institution image
through coverage of its activities and performance university evaluation.

7. The faculty and support staff are target internal audiences that play an
important role in the organization of the educational process and represents
the university to external audiences. The faculty and other staff jould take part
in the formation of the university mission and values and in managing it.

8. Students and listeners — the target audience, the behavior and opinion
of which influences the public perception of the university. In the case of an
effective communication of the teaching staff with students they become
devoted and grateful during the studying years. Thus, formation of future
teachers’ readiness to creation of the higher education institution image is
created by formation of external (image of educational services, consumers
educational services, leader, teachers, students and listeners, visual, social and
business image) and internal images. They are based on the unique
characteristics of the university, lifestyle and social status of all students’
parents, status of students, applicants, graduates and partners, on the nature
of the relationship between teachers, students, university leadership and
government bodies, starters, employers. In today’s market, everyone needs an
iImage and there is a need for the development and application of PR-
technologies for the formation of future teachers’ readiness to creation of the
higher education- institution image and effective management of it.

Conclusions. The relative novelty of image research, unclear concepts
and sometimes different approach to it in scientific literature complicate the
perception of a higher education institution’s image. Most publications see this
category as a multilevel process with the versatile and deep analysis of the
market, social culture, psychological features of the interest groups, their
sympathies and repulsions. Despite the existing conflict, image is perceived as a
fundamental attribute of an academic institution in creating favourable
conditions for its performance and development.
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Prospects of the further research. The further research prospects
include the scientific grounding of the model of formation of future teachers’
readiness to creation of the higher education institution image in the master’s
preparation process.
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PE3IOME

NoxoHa Hukonai. TeopeTnyeckne OCHOBbI GOPMMPOBAHMA TFOTOBHOCTU bByayuimx
npenogasaTtenen K CO34aHMNI0 MMUANKA YYPEKAEHMA BbicLero obpasoBaHuA.

ObpazosaHue Asnsemca Heomvemaemol Yacmeoto HuU3HU obwecmsa, om pa3sumus
Komopoli 3asucum UHMennekmyadnsHelli U  Oyx08HbI nomeHyuan cmpaxel. C
MPOHUKHOBEHUEM 8 06pazosamernvHyo chepy PbIHOYHbLIX OmHoweHull, enobanusayuel
obpazosamernbHbIX ycny2, ¢ 00HOU CMOPOHbLI, U 0cobeHHocmamMmuU Oemozpaghuyeckoli
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cumyayuu 8 Hawel cmpaHe, ¢ Opyeoli, ponb MapKemuHz208bix U PR-mexHonozuli e
GopmMuposaHUU UMUOIAG 8biCUUX y4ebHbIXx 3asedeHull C/A0MHO nepeoueHUmMs. Taxkum
obpasom, meopemuyecKue OoCHosU ¢opmMmuposaHuUA  20mosHOCMU bydywux
npenodasameseli K CO30QHUID UMUOMA y4YperdeHUA e8bicuie20 06pa308aHUA HE MOsbKO
ycunusaem 3HA4YUMOCMb 0MOesIbHO20 yHUB8epcumema, HO U 8aufem Ha (popmMuposaHue
umuoxa obpasosaHus 8 uesnom. [losmomy oO4YeHb BaHHO ydenams GOPMUPOBAHUID,
noodoepiKe U KOppeKkmuposKe meopemu4yeckux OCHO8 (hOPMUPOBAHUA 20mMO8HOCMU
6ydywux npenodasameneli K CO30aHUI0 UMUOXQA yYpercdeHuUA 8bicuie20 06pa308aHUA.

Knroueevble cnoea. meopemuyecKkue 0CHOBbI, hopMuUpPOBaAHUE, 20MOB8HOCMb BYOyu UXx
npernodasamerell, y4ypexcoeHue 8bicuie20 06pa308aHUA, UMUOIK.

AHOTAUIA

NoxoHa MuKona. TeopeTuyHi oOcHOBM POpPMyBaHHA TOTOBHOCTI  MaMbyTHIxX
BMKNAAA4iB 40 CTBOPEHHA iMiZXy 3aKnagy BULOI OCBITH.

Ocsima € HeBiO'EMHOK 4YacMUHOK XUmmA cycninecmea, 8i0 pPO38UMKY AKOI
3an1exume iHmenekmyanoHuli ma Oyxo8HUll nomeHyian KpaiHu. I3 MPOHUKHEHHAM 8
0C8iMHIO cehepy pUHKOBUX 8IOHOCUH, 2nobanizauyieto ocsimHix nocnayz, 3 00Ho2o 6OKy, ma
ocobnusocmamu O0emozpagpiyHoi cumyayii 8 Hawil KpaiHi, 3 iHWO020, pPoab 20MOBHOCMI
malibymHix euknada4vie 00 CMBOPEHHA iMiO#y 3aKnady e6uwoi oceimu CKAAOHO
nepeoyiHumu. TaKUM YUHOM, meopemuyYHi OCHOBU (hOPMYBAHHA 20MOBHOCMI MalibymHix
8UKn1a0a4ie 00 CMBOPEHHA IMIOHY 3aKnady sUWOT 0C8IMU He MinbKU MiOCUMOE 3HAYUMICMb
OKpemMo20 yHigepcumemy, a U 8MaUBA€ HA (POPMYBAHHA iMidxy ocgimu 8 yinomy. Tomy
Oyxce 8ax1uso npudinamu yeazy popmMysaHHI, Nidompumuyi U Kopu2y8aHHO MeopemuYHuUX
OCHO8 (hopMyB8aHHA 20mMo8HOCMi MalbymHix suknada4yie 00 CMBOPEHHA IMIOHY 3aK1A0Y
guWoi ocsimu. Y cmammi po3Kpumo cy4yacHi meopemuyHi nioxoou 00 GPOpPMy8aAHHA
2omosHocmi malibymHix euKnadavie 00 CMEOPEHHA IMIOHCY 3aKnady euw,oi oceimu AK
esiemeHmMa (io20 KOHKYpPeHMOoCnpoOMOXHOCMI.

KoHKkypeHuia € 0O0Hiero 3 Halibinbw 8aXaAUBUX O3HAK PUHKOBOI eKOHOMIKU ma
PO3YMIEMbCA AK CyrnepHUUMa8o Mix« cyb'ekmamu puHKy. Bci Oii yux cyb'ekmie 3i cmeopeHHA
ma 36ymy mosapis i nocnye, ynpasniHHA 8upobHUUMBOM, OPMYyB8AHHA Ma peanizayii
cmpameziYHuUX ma makmu4HuUx 3a80aHb CIPAMOBAHI Ha me, wob su3HaYumMu cynepHuKis,
cmeopumu KOHKypeHmHy nepesazy. KoHKypeHuia cnpusae 36az2a4yeHHio nponosuyii, ir
MpUCMOCY8AaHHA 00 MiHAUBUX nompeb HaceneHHA, NocmilHOMYy 6UBEOEeHHK HA PUHOK
Hosux, binbw O0CKOHANUX mosapis i nocnye.

3miyHumu enacHi no3uyii 8 KOHKYpeHMHOMY cepedosulyi MOIKHA Pi3HUMU
cnocobamu, y momy yucai U 3a 0onomozoro imioxcy 3aknady suuwoi oceimu. Y cmammi
onucaHi PR-mexHonoeii, o 3acmocosyromsca 011 ¢hopmMy8aHHA 20mosHocmi mMalibymHix
8UKNA0AQ4Yi8 00 CMBOPEHHA iMIOXY 3aKAA0Yy 8UW0I ocgimu: iMiOxy 0C8imHbOI nocnyau,
CroXusa4vie oceimHix nocayz, 8HympiwHe020 imioxcy 3BO, imiOxucy KepisHUKa, 8uknadadyie
ma cmydeHmis, 8i3yanbHo20, couyianbHo20 ma  bi3Hec-imidxcy  yHigepcumemy.
AxkmyanizosaHi maki PR-mexHonoezii, HeobxiOHi 018 nobydosu i peanizayii imioxc-cucmemu 8
yHieepcumemi, sk media relations, event-marketing, cnoHcopcmeo ma 6aazodiliHicme,
iHeecmop pineliwH3, mexHonozii mimbindiHaa.

Knwoyoei cnoea. meopemuyHi OCHO8U, (OPMYBAHHA, 20MOBHICMb MalibymHix
B8UKnadayis, 3aK1a0 suw,0i oceimu, imio.
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