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B po6oTi po3rmsiatoTeCcs akTya bHI MigX0AHW A0 BIOCKOHAJIEHHS cTparterii OpeHIy Ha MpUKIIaIi
OpecpKoro HamioHaJBHOTO €KOHOMIYHOTO YHIBEpCHTETY. Y poOOTi MpoaHaIi30BaHO TEOPETHYHI OCHOBH
PpO3po0OKH cTpaTerii OpeHy y cepi OCBITHIX MOCIYT, YTOYHEHO CYTHICTh MOHATTS «OpEH», HOTO KITH0YOBI
aCIeKTH Ta OCOOIMBOCTI MPOCYBaHHS OPEHY B OCBITHROMY CE€pENOBHINI. 3HaYHA yBara MpUaiJieHa OIHICY
etariB opMyBaHHS OPEHAOBOI cTpaTerii s 3aKiaaiB BUMIOi OCBITH Ta ciennimi ii po3BUTKY Ha pi3HUX
CTaJlisIX KUTTEBOTO LIMKITY TMTOCTYTH.

KpiMm 1mporo, 3mificHEeHO aHalli3 OCHOBHUX EKOHOMIYHHX ITOKa3HUKIB [isUTBHOCTI OaechbKOTro
HAI[IOHAJIPHOTO EKOHOMIYHOTO YHIBEPCHTETYy, OIIIHEHO KOHKYPEHTHE CEpEIOBHUINE Ta BHSIBICHO HOTO
KJIIOYOBI TIepeBard Ha pUHKY OCBiTHIX mociayr. Ha ocHOBI OTpMMaHuX JaHWX 3apONOHOBAHO PEKOMEH AT
JUIL BJIOCKOHANICHHSI CTparerii OpeHAy YHIBEpCHTETY, a TaKoX MpPOBEIEHO pPO3paxyHOK BHTpaT i
€KOHOMIYHO1 e()eKTHBHOCTI BITPOBAPKEHHS IINX PEKOMEH/IAIliH.

Kntouoei cnosa: wmapketwunr, OpeHIWHT, OpeHHI, PHWHOK OCBITHIX TOCIYT, MapKETHHTOBE
cepenoBuILEe, cTpaTeris GopMmyBaHHS OpeHAY, JTOSIIBHICTb.
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The paper considers current approaches to improving brand strategy using the example of Odessa
National Economic University. The paper analyzes the theoretical foundations of developing a brand
strategy in the field of educational services, clarifies the essence of the concept of "brand", its key aspects
and features of brand promotion in the educational environment. Considerable attention is paid to
describing the stages of forming a brand strategy for higher education institutions and the specifics of its
development at different stages of the service life cycle. In addition, an analysis of the main economic
indicators of the Odessa National Economic University's activities was carried out, the competitive
environment was assessed and its key advantages in the educational services market were identified. Based
on the data obtained, recommendations were proposed for improving the university's brand strategy, and
the costs and economic efficiency of implementing these recommendations were calculated.

Keywords: marketing, branding, brand, educational services market, marketing environment, brand
formation strategy, loyalty.




