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The article examines the digital environment as a key space for brand management of a mod-
ern university in the conditions of profound socio-economic, technological and institutional trans-
Jformations. It is substantiated that the digitalization of higher education, the globalization of the
educational services market and increased competition between higher education institutions
necessitate a rethinking of traditional approaches to the formation and management of a universi-
ty brand. It is proven that the university brand in the digital age is formed not only through educa-
tional programs and scientific achievements, but also through digital communications, online rep-
utation, network interaction with stakeholders and integration into the global information space.
The digital environment is considered as an integrated management space that combines strategic
vision, organizational culture, digital tools and feedback mechanisms. It is concluded that effective
management of the university brand in the digital environment is a prerequisite for increasing its
competitiveness, reputational capital and successful integration into the international educational
space.
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HNPPOBE CEPENOBUIIE AK ITPOCTIP YIIPABJIIHHA
BPEH/IOM CYYACHOT'O YHIBEPCUTETY B YMOBAX
TPAHC®OPMAILIIN

Y emammi docaidxceno yugppose cepedosuuie Ak Karo4osuil npocmip ynpasainus 6peHoom
CyMacnozo yHieepcumemy 6 yMo06ax 2AUOOKUX COUIAAbHO-EKOHOMIMHUX, MEXHOA02IMHUX ma
incmumyuiiinux mpancgopmauiii. O6Tpynmosano, wio yughposizauis euuioi oceimu, eaobaqizauyis
PUHKY 0C8ImHIX nocaye i noCUAeHH KOHKYPEeHUIl MiXc 3aKiadamu euuioi oceimu 3ymMo811010mo
HeoOXionicmb nepeocmucaeHHs mpaouyiiinux nioxodie 0o Gopmyeannsa ma ynpasaiHHs
yHigepcumemcokum opendom. /losedero, uio openo ynigepcumemy 6 yugpogy enoxy popmyemocsa
He auuwe vepe3 0C6IMHI npozpamu ma HAyK08i 0oCACHeHHA, a il uepe3 uugposi KomyHixauii,
OHAQIIH-penymauiro, mepedicesy 63aemodiro 3i cmeilikxoadepamu ma inmezpauyiro 6 2100a1bHUT
ingpopmauiiinuti npocmip. Ilughpose cepedosuuie poszeaanymo Ak inmezposanuil ynpasaiHcoKuil
npocmip, wo noeconye cmpameziune OauenHs, opeanizauiiny Kyavmypy, uugposi incmpymenmu
ma mexaHizmu 360pomH020 38°43KYy. 3podaeHo 6UCHOBOK, W0 eheKmueHe ynpasainHa OpeHoom
YHiéepcumemy 6 uugpoeomy cepedosuwi € nepedymMogor)  niOGUWEHHA 1020
KOHKYPEeHMOCnpoMONCHOCH, penymayiiinozo Kanimaay ma ycniwHoi inmezpauii' y mMi3cHapooHui
oceimmiil npocmip.
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mpancgopmayis, 3akaadu suwjoi ocgimu, 0C8imHuiil MmapKemuHe.
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Problem statement. The modern higher education system operates in conditions
of profound transformations caused by the development of digital technologies, the
globalization of the educational space and the change in the role of universities in
socio-economic development. Higher education institutions are increasingly acting
not only as centers for training specialists and generating scientific knowledge, but
also as active participants in the global market of educational and scientific services.
Under such conditions, the importance of intangible assets of universities is increas-
ing, among which the brand occupies a special place. The university brand becomes
an important factor in its attractiveness for applicants, students, scientific and peda-
gogical workers, international partners and investors. It builds trust in the quality of
education, determines the reputation of the institution in the national and interna-
tional environment, and also affects the positioning of the university in global rank-
ings. At the same time, digital transformation significantly changes the mechanisms
of brand formation and management, transferring them to the plane of online com-
munications, digital platforms and network interactions. Traditional approaches to
university brand management, which were based on hierarchical models of commu-
nication and control of information flows, are increasingly proving to be insufficient.
The digital environment is characterized by openness, high dynamism and the
involvement of a wide range of stakeholders, each of whom can influence the per-
ception of the university brand. This necessitates the scientific rethinking of the dig-
ital environment not only as a tool for promotion, but as a full-fledged space for man-
aging the brand of a modern university. The relevance of the study is due to the fact
that in the conditions of digital transformation, a qualitative change in the logic of
brand management of higher education institutions is taking place. Increased com-
petition in the global market of educational services, the development of distance and
blended learning, the spread of international educational platforms and ratings lead
to an increase in the role of digital communication channels in shaping the reputa-
tion of the university. Under such conditions, the university brand is formed not only
by the efforts of the administration or marketing departments, but also in the process
of constant digital interaction with various groups of stakeholders.

At the same time, in the practice of higher education management, a fragment-
ed approach to brand management is often observed, when digital tools are used in
isolation, without integration into the overall development strategy of the university.
This leads to a blurring of brand identity, incoherence of communications and a
decrease in the effectiveness of management decisions. The problem becomes partic-
ularly acute in the context of the transformation of the role of universities as innova-
tive and social centers capable of influencing regional and national development.

Insufficient theoretical and methodological development of university brand man-
agement issues in the digital environment complicates the formation of holistic brand
management models adapted to modern transformations. The lack of a comprehensive
vision of the digital environment as a management space limits the ability of universi-
ties to effectively position themselves, form a sustainable reputation and integrate into
the global educational space. In this regard, there is a need for scientific research into
the digital environment as a space for brand management of a modern university.

Analysis of publications. In scientific research, the issue of the brand of higher
education institutions is considered mainly within the framework of educational mar-
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keting, strategic management and reputation management. Most authors emphasize
that the university brand is formed through a combination of the quality of educa-
tional programs, scientific activity, organizational culture and social responsibility. At
the same time, modern works increasingly emphasize the role of digitalization as a
factor in the transformation of educational communications and competitive strate-
gies of universities [ 1-4]. At the same time, an analysis of scientific publications shows
that the digital environment is mostly considered as a set of separate tools for brand
promotion, in particular official websites, social networks, online advertising and rat-
ings [5-9]. This approach does not allow to fully reveal the managerial potential of the
digital environment, since it leaves out the issue of integrating digital communica-
tions into the system of strategic brand management of the university. The role of
internal stakeholders in brand formation in the digital environment, mechanisms for
coordinating digital communications, and tools for assessing the effectiveness of
brand management in the context of digital transformations also remain understud-
ied. This confirms the existence of a scientific gap and the relevance of further
research in this area.

Presentation of the main results. The digital transformation of the higher educa-
tion system is leading to profound changes in the way universities function, their
interaction with the external environment, and the formation of reputational and
symbolic capital. In the conditions of the knowledge economy, the university is
increasingly emerging not only as an educational and scientific institution, but as a
complex socio-economic organization integrated into global information, communi-
cation, and innovation networks. Under such circumstances, the university brand is
transforming from an auxiliary marketing tool into a strategic management resource
that ensures trust, recognition, and long-term competitiveness of a higher education
institution. In the traditional model of university development, the brand was formed
mainly through academic reputation, historical heritage, quality of educational pro-
grams, and scientific achievements. These factors remain important in modern con-
ditions, but the digital environment significantly changes the mechanisms of their
perception and transmission. Information openness, the speed of content distribution
and multi-channel communications lead to the fact that the university brand is
formed in a constant mode of interaction with a wide range of stakeholders, includ-
ing applicants, students, graduates, employers, international partners, state institu-
tions and society in general. In this context, the digital environment ceases to be just
a channel of information and acquires the features of a full-fledged brand manage-
ment space. The university's digital environment should be considered as an integrat-
ed set of online platforms, information systems, digital services and communication
practices, within which the formation, transmission and adjustment of brand identi-
ty takes place. It combines the official digital resources of the university with informal
communicative spaces, where public opinion and reputational perceptions of the
institution are formed. Under such conditions, brand management acquires a net-
work character and requires the university not only to control messages, but also to
have the ability to engage in constant dialogue, adapt and strategically align digital
communications with overall development goals [1-4].

A feature of university brand management in the digital environment is the com-
bination of strategic and operational dimensions. On the one hand, the brand should

AKTYAIJIbHI TIPOBJIEMU EKOHOMIKU Ne 4 (298), 2026



PUBLIC MANAGEMENT AND ADMINISTRATION 531

reflect the mission, values, and long-term vision of the university's development, and
on the other, be flexible and sensitive to changes in the external environment, tech-
nological trends, and expectations of target audiences. It is the digital environment
that creates the conditions for such flexibility, providing real-time feedback and the
ability to quickly adjust communication strategies. Brand management of a modern
university in the context of digital transformation is based on a combination of orga-
nizational, communication, and technological factors. Digital tools allow integrating
the educational, scientific, international, and social activities of the university into a
single symbolic field, within which the brand acts as a generalized reflection of the
quality and uniqueness of the institution [3-7]. At the same time, the effectiveness of
such management depends on the consistency of digital initiatives between the uni-
versity's structural units and their compliance with the overall brand strategy.

To summarize the transformation of approaches to university brand manage-
ment in the context of digitalization, it is advisable to compare the traditional and
digitally oriented brand management models, which are presented in Table 1.

Table 1. Transformation of approaches to university brand management
in the digital environment, suggested by the author

Comparison criterion Traditional brand Brand management in a digital
management model environment

Logic of brand formation Hierarchical, centralized Networked, interactive

Main communication Official publications, offline Digital platforms, online

channels events communications

Role of stakeholders Passive consumers of Active participants in brand
information formation

Speed of image Low High, real-time

adjustment

Character of reputation Relatively stable Dynamic, responsive to feedback

The above comparison shows that the digital environment fundamentally
changes the very logic of university brand management, transforming it into an open
system in which reputation processes are dynamic and multi-vector in nature. Under
such conditions, the ability of the university to integrate digital communications into
strategic management becomes of key importance, ensuring the integrity of the brand
image and its correspondence to the real results of its activities. An important theo-
retical aspect is the understanding of the university brand as an intangible asset that
accumulates trust, symbolic capital and social recognition. In the digital environ-
ment, this asset is constantly in the process of reproduction and transformation, since
each interaction with the university's digital resources affects the perception of the
brand. That is why brand management in the digital era goes beyond marketing func-
tions and becomes a component of the overall university development management
system.

In this context, it is advisable to consider the digital environment not as an exter-
nal factor, but as an internal management space within which management decisions,
organizational culture and strategic priorities of the university are formed. This
approach allows us to move from the fragmented use of digital tools to systemic brand
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management focused on long-term development and international competitiveness.
Further understanding of the digital environment as a space for managing the univer-
sity brand requires addressing the managerial dimension of digital transformations. In
the digital age, the university brand is formed not only through communication mes-
sages, but also through managerial practices that determine the quality of digital serv-
ices, the openness of management, and the level of integration of educational and sci-
entific processes into the digital space. The digital environment becomes an environ-
ment for daily interaction of the university with its target audiences, and therefore a
space for constant confirmation or, conversely, subversion of declared brand values
[6-9].

University brand management in the digital environment is closely related to the
processes of institutional trust. The conditions of digital transparency determine that
the reputation of the university is formed on the basis not only of official information,
but also of the experience of users' interaction with digital educational platforms,
administrative services, electronic communications and public digital images of
teachers and students. Thus, the university brand emerges as the result of consisten-
cy between strategic statements and the real quality of digital governance.

A feature of the current stage of transformation is that the digital environment
integrates the internal and external contours of brand management. Internal man-
agement decisions regarding the digitalization of the educational process, the devel-
opment of electronic document management, digital support for scientific research
and academic mobility are directly reflected in the external brand image of the uni-
versity. In the absence of systematic management, these processes can form a frag-
mented or contradictory image, which reduces the trust and recognition of the high-
er education institution at the national and international levels. The digital environ-
ment also changes the pace and nature of university brand management. If in tradi-
tional conditions the brand was formed gradually and relatively stably, then in the dig-
ital space it acquires a dynamic nature and requires continuous management support.
Each event, communication or management decision can have an instant reputa-
tional effect, which increases the responsibility of the university management for the
consistency of the digital strategy with brand positioning. An important aspect of
brand management in the digital environment is the formation of a single manage-
ment vision of the role of the brand in the development of the university. In the
absence of such a vision, digital initiatives remain fragmented, and the brand remains
declarative. Instead, system management involves integrating digital transformation
into the overall university development strategy, where the brand acts as an indicator
of the quality of management, innovation, and openness of the educational and sci-
entific system. In this context, it is appropriate to summarize the key management
mechanisms for the formation of a university brand in the digital environment, which
is reflected in Fig. 1.

The above mechanisms demonstrate that university brand management in the
digital environment is a multidimensional process that encompasses strategic, orga-
nizational, and institutional aspects of activity. The effectiveness of such management
is determined not by the number of digital tools, but by the level of their consistency
with the university’s mission and values. The digital environment also creates the pre-
requisites for the formation of a new model of university competitiveness, in which
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the brand acts as an integral indicator of the quality of educational, scientific, and
management processes. Universities that are able to transform the digital environ-
ment into a space for systematic brand management gain advantages in attracting
applicants, developing international partnerships, and building a sustainable academ-
ic reputation.

Strategic

Formation of a holistic and recognizable brand image

Integrating brand strategy into the university's overall digital
development strategy

-

/

Organizational

|
Vs

Communicative

| Coordination of digital initiatives of structural units Reducing image fragmentation

[ Managing digital channels of interaction with stakeholders [ Increasing trust and engagement ]
IR

7

Institutional

Ensuring transparency and openness of management processes Strengthening reputational capital |

Fig. 1. Component dimensions, contents of the management mechanism and its
impact on the university brand in the digital environment in the digital environment,
suggested by the author

Summarizing the above, it can be argued that the digital environment in the con-
text of modern transformations ceases to be an auxiliary element of university brand
management and acquires the status of a key management space. It is in it that the
combination of strategic decisions, organizational practices and communication
processes takes place, which determine the socio-economic role of the university and
its position in the national and global educational space. This approach creates a the-
oretical basis for further research into applied models of university brand manage-
ment in the context of digital transformation and increased competition in the edu-
cational services market.

Conclusions. As a result of the theoretical study, it is substantiated that the digi-
tal environment in the context of modern transformations acts not only as a commu-
nication tool, but as a full-fledged space for university brand management, within
which its values, reputation and competitive advantages are formed, transmitted and
tested in practice. It is proven that the brand of a modern university acquires a sys-
temic character and depends on the consistency of strategic management decisions,
the quality of digital services and the level of institutional trust on the part of key
stakeholders. It has been established that digital transformation changes the very logic
of university brand management, transferring it from the plane of image communica-
tions to the plane of management of educational, scientific and administrative
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processes. Under such conditions, the brand ceases to be exclusively the result of
information policy and increasingly reflects the real state of the university's digital
maturity, management efficiency and the institution's ability to adapt to dynamic
changes in the educational environment.

It is substantiated that the integration of the university brand into the digital
environment ensures a combination of internal and external management contours.
Internal management decisions regarding the digitalization of the educational
process, the development of electronic infrastructure, the support of scientific activ-
ities and the management of human capital directly affect the perception of the uni-
versity in the digital space. The discrepancy between the declared brand values and
the real quality of digital management practices leads to the loss of reputational cap-
ital and a decrease in trust from students, partners and society. It has been proven that
effective management of the university brand in the digital environment is possible
only if a holistic management approach is formed, within which the digital strategy of
the university's development is consistent with its mission, strategic goals and long-
term positioning. This approach allows you to transform digital tools from auxiliary
means of communication into mechanisms for creating sustainable competitive
advantages in the national and global educational space. It has been found that the
digital environment enhances the dynamism of the university brand, which necessi-
tates the need for continuous management monitoring, adaptation and adjustment of
the brand strategy. The brand in the digital reality is formed in real time, responding
to management decisions, public communications and the quality of interaction with
target audiences. This increases the role of managerial responsibility and strategic
coherence in the university's brand management system.
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