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SOCIO-PSYCHOLOGICAL PROBLEMS AND MECHANISMS
OF BRAND COMMUNICATION IN THE SPHERE
OF EDUCATIONAL SERVICES

Abatract. The article deals with socio-psychological problems and
mechanisms of brand communication in the sphere of educational services. The
problems of providing of educational services in the present terms on the macro-,
meso- and micro levels of analysis are highlighted. The role of postgraduate
education with the support of educational services (in the context of ensuring the
continuity of education) is shown.

The essence and social-psychological mechanisms of brand communication in
general and in the process of providing educational services in particular are
analyzed. It is shown that brand communication in the sphere of educational services
is a complex of certain actions in the process of interaction of the personnel of
educational organizations (interpersonal, intergroup, mass) with consumers of
educational services that influence their thoughts, motives, attitudes, behavior, etc.
The result of effective brand communication is the attractive image of the educational
organization's brand in education services consumers.

The peculiarities of social-psychological mechanisms of influence (persuasion,
suggestion etc.) of a brand-communicator on the consumer of educational services
are highlighted. The advisability of development of psychological readiness of the
personnel of educational organizations for effective brand communication in the
sphere of educational services, which can be realized in the conditions of
postgraduate pedagogical education, is stated.

Keywords: brand, brand communication, socio-psychological mechanisms of
influence, educational services, personnel of educational organizations, postgraduate
pedagogical education.

Ounena bongapuyk

COLOIAVIBHO-IICUXOJOI'TYHI ITPOBJIEMHA TA MEXAHI3MU
BPEHJ0BOI KOMYHIKAILIL Y COEPI OCBITHIX IOCJIYT

AHoOTaWisA. YV cmammi poszensioaromsvcs coyianbHO-NCUXOI02IUHI 0coOaUBOCMI
ma mexamizmu opeHo-komyHikayii' y cgpepi ocsimmuix nocaye. Bucgeimneno npobaemu
HAOAHHs OCBIMHIX NOCNYe 8 YMOBAX CbO2OOEHHS HA MAKpO-, Me30- | MIKpOPIGHSX
ananizy. Okpecneno cneyuixy oceimuix nociye ma ix mapkemuney. Iloxazano ponw
RICAAOUNTIOMHOL OCBIMU ) CYNPOBOOI OCBIMHIX NOcaAye (V KoHmeKkcmi 3a06e3neyeHHs
HenepepeHoCmi 0Ceimu,).
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IIpoananizosano cymuicme i COYIAILHO-NCUXONIO2IUHI MEXAHIZMU OpeHO-
KOMYHIKayii 3a2a1om i 8 npoyeci HaA0aHHs 0C8IMHIX nociye, 3okpema. lloxkazano, wo
Openo-KoMyHiKayis y cgepi 0c8imHIX Nociye € KOMNIeKCOM NeGHux Oill y npoyeci
83a€MO0Ii  (MIDCOCOOUCMICHOL,  MIJICCPYNOBOL, MACOB80I) NEPCOHANy  OCBIMHIX
oOpeamizayiil 3i CNONCUBAUAMU OCBIMHIX NOCTY2, WO BNIUBAE HA IXHI OYMKU, MOMUBHU,
YCMAaHo8KuU, nogedinky mouwjo. Pesynemamom eghexmuenoi Openo-xomyHixayii €
npusabausuii 0opaz bpeHdy 0C8IMHbLOI 0pP2aHi3ayii y CROHCUBAYUIE OCBIMHIX NOCTY2.

Bucsimaeno ocobaueocmi  coyianbHO-NCUXONO2TUHUX — MEXAHIZMIE  BNIUBY
(nepekonanms, HaBil0BAHHS, 3APANCEHHS MA HACNIO0V8AHHS) OPEHO-KOMYHIKAMOoOpa Ha
cnooicusaya ocgimuix nocnye. Koncmamosano ooyinenicms po3eumky ncuxonio2idHol
20MOBHOCMI NEPCOHANY OCBIMHIX OpeaHizayiil 00 eeKmusHUX OPEeHO-KOMYHIKAYIU V
chepi  oceimmuix nocaye, AKi MOJNCHA 30IUCHUMU 8 YMOBAX NICIAOUNIOMHOL
neoazoziyHoi oceimu.

Karw4oBi ciaoBa: 6Opend, Openo-xomynikayii, coyianbHO-NCUXONOCIUHI
MeXanizmu 8nauUsy, 0C8IMHI NOCayeu, NepCcoHal OCBIMHIX Op2arizayil, NicaA0UNIOMHA
neoazociyna oceima.

Enena bonpapuyk

COLUAJIBHO-IICUXOJOTUYECKHUE ITPOBJEMbI
U MEXAHU3MbI BPEH10OBO KOMMYHUKAILIUU
B COEPE OBPA3OBATEJ/IBHBIX YCJIYI

AHHOTAUMSA. B cmamwe paccmampusaomcsi coyuaibHO-NCUXON0SUYECKUE
0CODEeHHOCMU U MeXaHU3Mbl OPeHO-KOMMYHUKayuu & cghepe 00pasz08amenbHuX yCiye.
Oceewenvl  npobnemvl npedocmasnenusi 00paA308amenbHblX YCaye 6 YCI0BUAX
Hacmosiue2o Ha MAaKpo-, Me30- U MUKpoyposHsax ananusa. Onpedenena cneyuguxa
obpazoeamenvublx ycaye u ux maprkemunea. Iloxazana ponv nocieouniomHo2o
00pa3zo6anus 8 CONPOBOICOCHUU  00PA308AMENLHLIX  YClye (8  KOHmMeKcme
obecneyeHUsl HenPepvbleHOCMU 00PA308aAHUSL).

IIpoananusuposanvl CywyyHOCMb U COYUATLHO-NCUXONIOSUYECKUE MEXAHUIMbL OPEeHO-
KOMMYHUKAUUU 8 YeloM U 6 npoyecce npedoCmaeieHus 00paz08ameibHblx YCiye 8
yacmuocmu. lloxazano, umo OpeHO-KOMMYHUKayus 6 cghepe 00pa308amelbHbIX VCye
npeocmasiisien. coooll KOMNIEKC ONPeOesieHHbIX OeliCmBUll 8 npoyecce 83aumooetiCmeust
(MEIHCIUYHOCIHO20, — MENHCSPYNNOBO20, — MACCOB020) NEePCOHANA  00PA306AMENbHbIX
opeanusayuil ¢ nompeoumensimMyu 00paz08amenbHblX YCiye, Ymo 6Iusem Ha UX MbICIU,
MOMUBLL, YCMAHOBKU, NOBeOeHUe U Momy nooooHoe. Peszynomam 3ghghexmusnoti Opero-
KOMMYHUKayUu — NpUeieKamebHblti oopas Openoa o6pazo8amenbHoll OpeaHu3ayuu y
nompebumenetl 00pazo6amenbHvIX YCiye.

Ocgewenvt  0ocobenHOCMU — COYUATLHO-NCUXOTIO2UHECKUX — MEXAHU3IMO8
go30eticmeusi  (Yoexcoenusi, 6HYUIEHUs, 3apaxdceHus U noopaxcauusi) OpeHo-
KOMMYHUKamopa Ha nompeoumens obpasoeamenvuvix ycaye. Koncmamuposana
yenecooopasHoCcmsy — pazeUmMusi  NCUXONOSUYECKOU  20MOBHOCMU  NEePCOHANA
00paA3068aMeENbHBIX OPeaHU3AYUL K IPheKkmuUsHbIM OPEHO-KOMMYHUKAYUAM 8 cqhepe
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00pazoeamenvublX  Yciye, KOmMopvle  MOJNCHO  OCYWeCmeums 8  YCI0BUSX
HOCNe0UNIOMHO20 Neda202uiecko20 00pa3o6aHus.

KiwueBble cioBa: 0Operd, OpeHO-KOMMYHUKAYUU, COYUATbHO-NCUXOIOSUYECKUE
MeXaHu3Mvl 8030elicmausl, 0opazoeamenvhble YCiyeU, NepPcoHAl 00PA308amenbHbIX
opeanuzayuil, noc1eOunioMHoe nedazocuieckoe 0opazosanue.

Problem definition

In modern socio-economic and cultural terms there are the transformation of
the paradigm of the educational process in the direction of shifting the emphasis from
the accumulation of information to the acquisition of means for its receipt, awareness
of the goals for which these means were created, the development of the ability to set
own goals in the process of education. This contributes to the emergence of various
types of educational institutions of state and non-state ownership, which realize their
goals by different methods and in different conditions.

As a result, some pedagogical innovations, their purpose, content and results
are not always clear to parents, and the expectations that are formed on the basis of a
general idea of an educational organization in potential users of educational services
are not always relevant to what their children actually receive'.

In addition, due to the difficult demographic situation that has developed in
Ukraine, competition between educational institutions for recruiting potential
students is increasing year by year.

That 1s why the staff of educational organizations must think about the benefits
of their educational organizations over others, should turn to marketing in the sphere
of educational services as an activity in which the creation, information, delivery and
exchange of proposals that are of value to consumers, clients, partners and society as
a whole are provided’. Important in this is the problem of creation of educational
organization’s brand that will adequately reflect its uniqueness and will help to
distinguish education organization among others.

Accordingly, the problem of effective brand communication in the sphere of
educational services is being actualized.

Objectives are to reveal the features and socio-psychological mechanisms of
effective brand communication in the sphere of educational services.

Analysis of recent publications

It should be noted that some aspects of the problem have been the subject of
attention of researchers. Thus, within the framework of organizational and economic
psychology, the psychological aspects of marketing, including the psychology of the
behavior of consumers of services (D.Kahneman, J.Coffee, etc.), psycho-social

" daseea M. B. TIcuxomoriuna MiAroToBka KepiBHMKIB 3araibHOOCBITHIX HABYATBHHX 3aKIamiB 10 (OPMyBaHHS
MIO3UTHBHOTO IMIJUKY OCBITHBOI OpraHizamii : aBroped. auc. HaK 3700yTTS HayK. CTYI. KaHJ. IICHXOJI. HayK : CIIeIl.
19.00.07 «Ilemaroriuna ta BikoBa ncuxonoris» / M. B. ®aneesa ; JIBH3 «VYHiBepcUTEeT MEHEIKMEHTY OCBITH». —
Kwuis, 2010. — 20 c.

? Kapnios E. B. IIcuxonorus npoiBiKeHus 06pa30BaTeNbHEIX YCIYT B CHCTEME OTKPHITOrO 06Pa30oBaHKs : JUC. ... J-pa
mcuxoi. Hayk : crmen. 19.00.05 «CommansHast ncuxonorus» / E. b. KaproB ; MockoBckHi TOC. OTKPHITHIN MeA. YH-T
nMm. M. A. lllonoxosa. — 2004. — 503 c.
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support of marketing activity in general and in the services sector in particular
(B. Zazykin, Y. Karpov, etc.), psychological problems of the competitiveness of
educational organizations (L. Karamushka, O. Fil, etc.), psychological training of
competitive  education managers, etc. (O.Bondarchuk, N. Kolominsky,
L. Karamushka and others), in that among them, to the formation of a positive image
of educational organizations (O. Bondarchuk, M. Fadeyev, etc.). On the other hand,
the problems of creating brands that will ensure consumer loyalty (Y. Brovkin) and,
accordingly, effective brand communication and their socio-psychological
mechanisms (J. Aaker, N. Antonova, L. Homolska, F. Vinokur, etc.) are studied.

However, the psychological aspect of brand communications and their socio-
psychological mechanisms in the sphere of educational services are studied
insufficiently.

Main text

According to the results of theoretical analysis of literature and
practices of activities of educational organizations, we can conclude that brand
communication in the sphere of educational services is a complex of certain actions
in the process of interaction of the personnel of educational organizations
(interpersonal, intergroup, mass) with consumers of educational services that
influence their thoughts, motives, attitudes, behavior, etc. The result of effective
brand communication is the attractive image of the educational organization's brand
in education services consumers.

In general, three levels of brand communication and their socio-psychological
mechanisms in the sphere of educational services should be distinguished at:

e the level of society and public expectations regarding the functioning of the
educational sector;

e the level of educational activity in the context of the functioning of
educational organizations;

o the level of personality of the staff of educational organizations and their
psychological readiness for effective brand communication in marketing activities in
the sphere of educational services.

As regards the characteristics of the problems of -effective brand
communications in the sphere of educational services at the level of society, first of
all, it should be pointed out that the social expectations regarding the quality of
educational services are relatively high, and, at the same time, insufficient account of
the specifics of such services in social practice.

1;2;14; 16

! Anronenko M. B. CoranbHasi TICHXONOTHS TOBEPHS © IHC. ... A-pa TCHXOJ. Hayk : cmem. 19.00.05 «ComuanbHas
ncuxosorus» / Y. B. Autonenko. — Spocnasib, 2006. — 498 c.

? Bepesenko B. B. BpeHI-KOMMYHHKAIMH B PaKypce COBPEMEHHBIX HAYUHBIX KoHuemmwii [Enextponmuii pecypc] /
B. B. Bepesenko. — Pexum nmocryma : http://vk.com/topic-78986453 30922375

"* ®enbcep I. Tlcuxonorus notpeburencii u pexiama / I'. denbcep. — Xapbko : I'ymanuTaprsri mestp, 2009. —
704 c.

'® Gabay J. Brand Psychology: Consumer Perceptions, Corporate Reputations / J. Gabay. — UK : Kogan Page, 2015. —
440 p.
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Thus, educational services are not material; therefore their quality can be
comprehended before the moment of provision only indirectly through formalization
and visual representation of the most important for a certain target group of
information (curricula, programs, methods and forms of services, licenses, diplomas,
etc.). This requires a special effort by the staff of educational organizations to
convince consumers of the quality of future educational services, which is hampered
by the insufficiently high status of educators in the community”.

Among the peculiarities of educational services, one should also note the
inseparability of services from the entities providing them, and, consequently,
instability in quality, which is exacerbated by the lack of strict standards for the
processes and results of providing services, the variability of consumers of
educational services, the impossibility of establishing clear criteria for assessing the
quality of the «man-man» system.

It is worth noting the relative duration of the provision of educational services
and, at the same time, delaying the display of effectiveness and the dependence of the
results on the conditions of the future life of the recipient of educational services.

The specifics of the providing of educational services include the need for
further support services (continuity of education) due to natural human aging
forgetting information and knowledge in terms of constant change® *°. Such support
can be provided in postgraduate pedagogical education, which acquires a special
status as the institution that is best prepared for the training of adults and can provide
their education throughout life.

At the same time, the status of postgraduate pedagogical education as a
continuous education throughout life is not defined in society sufficiently clearly, as a
consequence, institutions of postgraduate education are sometimes perceived as
minor, which providing only additional knowledge to basic education. In addition,
the question of the framework standards of postgraduate education at the state level,
despite all its relevance, is only at the stage of staging”.

As for the characterization of brand communications issues in the field of
educational services in the context of the functioning of educational organizations, it
should be pointed out above all, the uncertainty of the content of their activities, the
constant change of course, the purpose of training, insufficient educational and
methodological provision of educational activities, etc.

> Boupapuyk O. I. TIpo61eMy TICHXOIOTiUHOT TOTOBHOCTI KEPIBHHKIB MPO(eCiiHO-TEXHIUHNX HABYATBHHX 3aKIAiB JO
MapkeTrHTY ocBiTHIX mocimyr / O. L. bormapuyk, C. B. KazakoBa // AkryanbHi mpoOieMH ICHXOJOTi : 30. HayK. Tp.
Iacturyty nemxomorii imeHi I'. C. Koctioka HAIIH Vkpainu ; 3a pen. C. JI. Makcumenka, JI. M. Kapamymku. — Kwuis,
2014. — T. I «Opranizamiiina rncuxosnorisi. EkoHoMmiuHa nicuxosoris. ComianbHa nicuxonioris». — Bum. 41. — C. 70-75.

? bnauzen P. DddexTHBHbIe GH3HEC-KOMMYHUKALMHA. [I[PHHIMIBL U MPAKTHKA B 510Xy HH(opMarmu / P. Brangen. —
CII6. : ITurep, 2000. — 384 c.

* Boraapuyk O. I. CoriabHO-IICHXOIOriYHI OCHOBH OCOBUCTICHOTO PO3BUTKY KEPIBHHKIB 3aralbHOOCBITHIX HABYAIBHHX
3aKJaaiB y npodeciiiniit aisibHOCTI : MOHOTpadis / O. 1. Bounapuyk. — Kuis : Haykosuii cBit, 2008. — 318 c.

? Kapnos E. B. [Icuxonorus npoiBiKeHus 06pa30BaTeNbHbIX YCIYT B CUCTEME OTKPHITOrO 06Pa30OBAHKS : JC. ... JI-pa
ncuxon. Hayk : cnerl. 19.00.05 «Coumanbnas ncuxoinorusi» / E. b. KaproB ; MOCKOBCKHMI TOC. OTKPBITHIA TI€A. YH-T
nm. M. A. lllonoxosa. — 2004. — 503 c.
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That is why it is advisable to apply a marketing (dialogue) approach to brand
communications, which involves studying various characteristics of consumers of
educational services (social, psychological, demographic, etc.) in order to create a
brand of educational organization that can maximally respond to their requests. For
this approach, brand communication’ subjects try to influence each other implicitly,
unobtrusively, convincing, comparing, arguing, choosing those forms of self-
promotion and advertising that may appeal to the interlocutor, attracting him®.

The main brand communication partners in the education sector are the brand
communicator (the staff of the educational organization («producer» of educational
services) and the recipient (consumer), in the process of interaction of which on the
basis of constant feedback, there is the exchange of messages through various
channels — traditional media, websites of educational organizations, «open door
days», direct communication, etc. They realize, as a rule, in parallel with each other
in time and space, providing the necessary coverage of target audiences — consumers
of educational services.

Messages are transmitted through various channels and «access pointsy, in the
process of interpersonal, intergroup and mass interaction between different levels of
brand communication®:

1) at the level of the image of the brand, when the brand-communicator puts
forward a specific purpose to the consumer; forms, in his opinion, an attractive object
of need, which is associated with success; ensures repeatability of the stimulus; uses
various forms of social-psychological encouragement, motives for joining a
successful group, respect for others;

2) at the level of personal sense for the consumer, the harmonization with his
values, where sense, according to D. Leontiev'’, is interpreted as the relationship
between the subject and the object (phenomenon), through which this object is
distinguished in the image of the world and embodied in the personal structures,
which regulating the behavior of the subject in relation to this object (phenomenon).

3) at the level of the conventional meaning that determines the mass behavior
of consumers who share the meaning of the consumption of a certain brand, the
construction of social and psychological relations with it. In this regard, Y. Brovkina®
concludes that from the standpoint of the effectiveness of brand communication
should be regarded as a socio-psychological space that affects both the brand
communicator and the recipient, consisting of a set of discourses, based on the
mechanism of persuasion, uniting representatives of different social groups.

In this case, it is a question of understanding persuasion as a socio-
psychological mechanism of purposeful influence on the consciousness of the
consumer which implies a critical perception of the message by the recipient, as a
result of which he makes an opinion on the appropriateness of its acceptance. In the

¢ Bposkuua FO. FO. CouuansHO-IICHXO0MOrHYECKHE OCHOBBI OPEH/I-KOMMYHHKALHMH : JIHC. ... J-Pa IICHXOJ. HAyK. : CIIell.

19.00.05 «ConmranpaBs IICUXOJIOTU / FO. 1O, bpokuna ; ['oc. yH-T ynpasienus. — M., 2009. — 439 c.

1 Jleonthes JI. A. TICHXONOrHs CMbIC/IA: TIPUPOJIA, CTPOCHHUE M JMHAMHUKA CMBICIOBO# peanbHocTH / JI. A. JIeOHThEB.
— M. : Cmsica, 1999. — 487 c.
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process of persuasion, an argumentation is used — a set of arguments (arguments) that
must be consistent and evidence in relation to the thesis, which ensures loyalty to a
certain brand® '° Ta im.

It is important here to use the so-called implicit arguments, which in fact means
self-belief, when, according to G. Felser'®, the brand-communicator only hints at the
consumer to the final conclusion, but it must be made by the consumer himself, only
then it will have the character of the motivation .

Therefore, some scientists’ propose, for example, to encourage the subject,
whose influence is directed, to express a positive opinion about the brand. For
example, volunteering to compete, which is required to explain why he likes a certain
brand; write a poem about him, etc. In this case, the recipient is forced, without the
direct coercion of the brand-communicator (through voluntary participation in the
competition), to find those implied arguments about the brand that are consistent with
his belief system.

Another important mechanism of socio-psychological impact of the brand on
the consumer is the suggestion, which is characterized by the uncriticality of the
subject of perception to the content of messages. The effectiveness of suggestion
increases when brand communication is emotionally loaded, and the brand is causing
positive emotions among consumers of educational services” .

In addition, the mechanisms of socio-psychological impact of the brand on the
consumer include imitation (assimilation and reproduction of the proposed patterns of
behavior, actions) and mental «infection» (unconscious propensity to certain mental
states that, in the context of the topic of research, is updated as a result of the transfer
of a positive mental mood brand-communicator towards the brand). These
mechanisms have a clearly defined group character. The basis of their influence is, in
particular, the subject's desire to improve their social status, which may result in so-
called «referential dependence» for him from significant social group'>. For
example, a brand-communicator can use this influence by presenting educational
services in a certain educational organization as those involving persons with high-
social status.

The analysis of brand communication problems at the level of the personality
of the personnel of educational organizations shows the unreadiness of a significant

6 Bposkuna 0. }O. ConnanbHO-TICHXOIOTHYECKHE OCHOBEI OPEHI-KOMMYHHKAIIUH © JTUC. ... JI-pa IICUXOJ. HAayK. : CIEII.
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ncuxoi. Hayk : crne. 19.00.05 «Coumanbhas ncuxonorusi» / E. b. KapnoB ; MOCKOBCKMIA TOC. OTKPBITBINA T1€f. YH-T
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MapkeTrHTY ocBiTHIX mocimyr / O. L. bormapuyk, C. B. KazakoBa // AkryanbHi mpoOieMHu TICHXONOTii : 30. HayK. mp.
Icruryty meuxomorii imeni I'. C. Koctroka HAITH VYkpainnm ; 3a pen. C. 1. Makcumenka, JI. M. Kapamymku. — Kuis,
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number of its number to effectively interact with consumers of educational services.
So, as the results of our research show, managers of educational organizations are
difficult to determine the needs of target groups of consumers, do not take into
account the differences in the expectations of students, parents, teachers as direct
participants in marketing activities, etc.’

Other studies noted that a significant number of educators did not have enough
skills and methods of forming a positive image of an educational organization'
especially its brand. It is revealed insufficient level of enterprise, competitiveness,
communicative tolerance and other psychological qualities of staff of educational
organizations, important for successful brand communication, etc. In addition, the
specific features of pedagogical activities (multifunctionality, excessive emotionally
loaded contacts with different categories of consumers of educational services, a
great responsibility for the results of activities in conditions of uncertainty of the
criteria for their evaluation, etc.) can negatively affect the personality of the teacher,
causing emotional burnout and professional deformation of the their personality*.

In such circumstances, the effectiveness of educational activities, including in
the field of marketing educational services, significantly reduced. This is especially
evident in our time, when, on the one hand, the staff of educational organizations
should take a tough position aimed at ensuring the «survival» of the institution in the
complex and contradictory conditions of the market transformation of the national
economic system, and, on the other hand, according to the main purpose of the
educational activity to show in behavior samples of humanity, tolerance, high
spirituality («sow reasonable, good, eternal»). This may cause dissonance between
the evaluation of their own psychological qualities and behavior, communication and
expected evaluation of educational services consumers.

The special psychological training of the personnel of educational
organizations to effective brand communication in the sphere of educational services
may facilitate the prevention of these negative tendencies. The result of this training
is psychological readiness of educators to relevant activities.

The psychological readiness of the staff of educational organizations to brand
communications in the sphere of education services is a set of motives, knowledge,
abilities, skills and personal qualities that provide the formation of an attractive image
of the brand of educational organization in consumers of educational services.
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In the structure of such readiness according to the approach of L. Karamushka®
it is possible to distinguish:

1) motivational component — a set of motives that are adequate to the goals and
objectives of brand communication (the desire to ensure the competitiveness of
educational organization in the market of educational services, the desire to increase
the prestige and quality of education, the desire to implement innovative forms and
methods of training and development of personality, etc.);

2) cognitive component — a set of knowledge necessary for the implementation
of brand communication in the educational field (knowledge of the content and
specific features of constructing an attractive brand of educational organization,
marketing activities in the field of educational services, etc.);

3) operational component — a set of skills and abilities of effective brand
communication in the field of educational services (possession of methods for
studying the needs and expectations of target groups of consumers of educational
services, the implementation of effective brand communications, identification of the
ways and effects of promoting educational services, etc.);

4) personal component — a set of personal qualities of staff of educational
organizations that are significant for brand communication in the field of educational
services (entrepreneurship, competitiveness, creativity, communicative qualities,
etc.).

All the components of the readiness of the staff of educational organizations
are closely interrelated and only in integrity ensure the effectiveness of brand
communication.

The development of psychological readiness of the staff of educational
organizations may, in our opinion, be ensured in postgraduate pedagogical education
that is prolonged in time and allows students not only to acquire relevant knowledge,
skills and abilities, but also to promote the development of their professionally
important personal qualities. This is achieved through the use of:

1) cognitive-oriented technologies (dialogical teaching methods, group
discussions, etc.);

2) activity-oriented technologies (method of projects, directing texts, business
games, etc.);

3) personality-oriented and acmeological technologies (developmental
psychodiagnostics, role-playing games, training in the development of
competitiveness, etc.) that most closely correspond to psychological peculiarities of
adult education;

¥ Kapamymka JI. M. TIcuxonmoris OCBITHROrO MEHEKMEHTY : HABY. TOCI0. JUIi BHINMX HAaBY. 3aKaIamiB /
JI. M. Kapamymka. — Kuis : JIn6ine, 2004. — 424 c.
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4) information and communication technologies, through which it is possible to
provide psychological training of the personnel of educational organizations at the
distance stage of education’.

The criteria for the formation of the psychological readiness of the staff of
educational organizations to brand communication in the field of educational services
are:

1) breadth and depth of psychological knowledge as the basis for making
psychologically sound decisions in marketing activities,

2) possibility of transforming psychological knowledge, skills and abilities into
constructive ways of implementing brand communication;

3) sustainability displays psychologically competent behavior in the brand
communication in educational services (demonstration of entrepreneurship and
competitiveness, empathy and tolerance in the interaction with consumers of
educational services, etc.)

4) integration of the components of psychological readiness into a coherent
system, their harmonious development;

5) high indicators of professional success in the field of promotion of
educational services, attractiveness of the brand of educational organization for
consumers of educational services’.

It is important that the students themselves participate in the evaluation of the
level of formation of psychological readiness (through expert evaluation of the results
of the joint project activity, problem solving, self-evaluation of the results of psycho-
diagnostic techniques) and external experts — consumers of educational services.

Conclusions

The problems of brand communication in the field of educational services are
determined, as a result of: a) at the level of society — the insufficiently high status of
educators in the mass consciousness, combined with high public expectations
regarding the quality of educational services, etc.), b) at the level of the direct
functioning of educational organizations — the uncertainty of the content and optimal
forms of their activity, the constant change of course, the purpose of training,
insufficient educational and methodological provision of educational activities, etc.;
Which requires the updating of the socio-psychological mechanisms of brand
communication (persuasion, suggestion, imitation, etc.); c) at the level of personality
— insufficient level of psychological readiness of the personnel of educational
organizations to brand communication in the field of educational services.

The solution of these problems is possible in the system of post-graduate
pedagogical education as a result of specially organized training aimed at developing
the psychological readiness of educational organization’ staff to brand
communication in the field of educational services.
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Icruryty meuxomorii imeni I'. C. Koctroka HAITH VYkpainnm ; 3a pen. C. 1. Makcumenka, JI. M. Kapamymku. — Kuis,
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Perspective directions further investigations

In further studies it is possible to analyze the indicators of psychological
readiness of the staff of educational organizations for brand communications in the
field of educational services, as well as psychological conditions for its development
in postgraduate pedagogical education.
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Olena Bondarchuk

SOCIO-PSYCHOLOGICAL FEATURES AND MECHANISMS
OF BRAND COMMUNICATION IN THE SPHERE
OF EDUCATIONAL SERVICES

The article deals with socio-psychological features and mechanisms of brand
communication in the sphere of educational services. The problems of providing of
educational services in the present conditions on the macro-, meso- and micro levels
of analysis are highlighted. The role of postgraduate education with the support of
educational services (in the context of ensuring the continuity of education) is shown.

The essence and social-psychological mechanisms of brand communication in
general and in the process of providing educational services in particular are
analyzed. It is shown that brand communication in the sphere of educational services
1s a complex of certain actions in the process of interaction of the personnel of
educational organizations (interpersonal, intergroup, mass) with consumers of
educational services that influence their thoughts, motives, attitudes, behavior, etc.
The result of effective brand communication is the attractive image of the educational
organization's brand in education services consumers.

The peculiarities of social-psychological mechanisms of influence (persuasion,
suggestion etc.) of a brand-communicator on the consumer of educational services
are highlighted.

The advisability of development of psychological readiness of the personnel of
educational organizations for effective brand communication in the sphere of
educational services, which can be realized in the conditions of postgraduate

pedagogical education, is stated.
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