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The analysis of the PR tools for image formation of Innovative University of Eurasia

Annotation. The article presents the analysis of the image and its components for different target
groups. The author considers the main PR tools that are used to create a positive image of the company on the
example of the Innovative University of Eurasia. The article presents the distinctive features of this institution as
well as the activity aspects that are reflected in the content of the current image policy. The analysis of PR tools,
according to the author, should be directly dependent on the intended target audience for obtaining information.

Key words: university image, effective image, target audience, image policy, PR-technologies.

Introduction.The image of a higher educational institution is a determining factor in choosing the
institution of education by the applicants and their parents. The number of students, in turn, affects the income of
the university, and therefore its existence on the market of educational services. "Higher education institutions
are becoming increasingly aggressive in their marketing activities to convey an image that is favourable to their
public, be they prospective students, employers, funders etc” [1, p. 276].

The researcher G.G. Pocheptsov characterizes the image as the most economical way of generating and
recognizing a complex social reality; as a result of information processing; as a reducted text; as a
communicative unit, through which you can work with the mass consciousness [2, p. 25]. According to the
works of A.V. Smirnov, an image is a visual representation of an object that has an emotional impact on
people [3]. E. S. Kubryakova emphasizes that an image is a set of meanings and situations by which an object
becomes known and with which people describe it in a certain way, remember it, refer to it [4, p.10]. The image
is for employers and employees of an organizations to affect on efficiency of the organization performance
[5, pp. 63-85]. In the higher education institutions organizational image is important due to the fact that this
affects on a professor, teacher, employees and students [6, pp. 257-262]. For students the image of educational
institutions is significant because it influences their study and gets loyalty of them which then attracts other
students [7, pp. 81-95].

The authors consider the image as a system of people's notions of an object. In the early 2000-s in the
scientific literature such a concept as "an effective image of the university" is introduced. According to the
definition of Fimina M. A., an effective image of the university is "an image in which a set of positive
characteristics about a university in a complex contributes to the achievement of the university's main goals,
creates a stable associative link between an integrated image and a PR object, forms the symbolic and publicized
capital" [8, pp. 68-72]. Scherbakov A. V. categorized the components of the image. Based on the results of the
foreign studies on the formation of the image of the organization, he made the following model of the image
structure of the educational institution [9, pp. 39-46] (Figure 1):
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Figure 1 — Model of the image structure of the educational institution
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The components of the university's image make it possible to identify the importance of different target
groups for selecting tools and determining an effective program or PR campaign. The formation of a positive
image of a higher educational institution is impossible without identifying target audiences for which key
messages, views, assessments and opinions that are important for forming a positive image of the university will
be created.

In relation to the formation of the image of the higher educational institution Basova A. I. [10, pp. 18-22]
identifies the following target groups (Figure 2):

Target groups

partner- teaching
employers government, | - licants and students and staff and t
graduates PIOYETS, public PRl participantsin Mass media| [BCYENMEN
business - their parents personnel of bodies
. authorities COUrses I
representatives a university

Figure 2 — Target groups important to the formation of the image of a higher educational institution

Materials and methods.The study of the image of a higher educational institution, its creating and
sustaining within the framework of our research was carried out on the material of the Innovative University of
Eurasia. Today in Kazakhstan there are about 145 higher educational establishments and branches. In Pavlodar
there are three large universities: two state-owned ones — Pavlodar State University named after S. Toraigyrov
and Pavlodar State Pedagogical Institute; and one private university - Innovative University of Eurasia. Each of
them fights for applicants, making a tough competition in the market of educational services.

Results and discussion.The image of the university cannot be formed without the help of PR-
technology. First of all, public relations technologies always provide the conscious management of information
resources, they must be a coordinated system of actions and activities. All public relations technologies are
structurally similar to each other, they must be planned and consistent systems of operations and procedures. The
peculiarity of PR is that they can influence the social consciousness of the general public. Within the framework
of PR-technologies there is a manipulative and control effect.

Technologies are called the repeated sequences of actions, which, under equal conditions, should
always lead to the same result. For each activity, PR develops its technology or a set of technologies.PR-
technologies are the most important structural elements in the process of forming an effective image of the
university. Its object is the behavior, consciousness and subconsciousness of common people, which are
managed with the help of specially designed communications.

Innovative University of Eurasia target groups consist of several main groups: applicants and their
parents, university graduates, partner-employers, business representatives, government, government bodies,
students, teaching staff of the university and the media.

Among the target groups mentioned above, four main groups can be emphasized within the vocational
guidance campaign, to which the university should pay the most attention: applicants, school leavers' parents,
graduates of colleges and universities, students.

When analyzing a PR campaign, we can determine the methods for promoting the service, as well as the
tools by which the image of the institution is created. It should be noted that the resources for a PR campaign are
limited due to the lack of large funds, in private universities this problem is particularly acute. The distinctive
features of this university, its strengths and results of work are fully reflected in the content of the current image
policy.

The image of the university is formed from two components, the first of which is the interests, views
and expectations of consumers of educational services, taking into account the needs identified during the special
research. The second one is based on the characteristics of a particular educational institution and the results of
its work in all areas. These two contexts make up the image of a university and complement each other.
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Let us consider the main PR tools that are used to create a positive image of the company relating to the
InEU.

Mass media.  Innovative University of Eurasia publishes its pages in the city's weekly
"Obozreniyenedeli" and "Versiya"(Figure 3). There the materials about the student's life of the university, its
achievements and main events are published. One of the permanent information partners of the university is the
Internet portal "Pavlodar-online” (pavon.kz). In addition, the administration and students of InEU conduct large-
scale events that become interesting for the city's media, including television. These include the annual scientific
and practical conference, regional Olympiads and student's beauty contests. Even if the university is not said a
word about, the camera will capture the booths with InEU symbols, a logo and management.

PEKNAMODATENID  KOHTAKTHI  MPOJAXA  MOAMMCKA  MEDIAKIT2020  APXMB HOMEPOB

OBO3PEHVIE

ELENN

OB02PEHME HEENM » PYBPMKH » MOM YHUBEPCHTET » 7 NPUYMH NOCTYNMTb B MHHOBALIMOHHbIA E3PAIACKHIA YHUBERCUTET

7 npuy4mH nocTynuTb B IHHOBALMOHHbI EBpasuitckuii yHusepcutet

Obo3penve Henenw, 10-08-2018, 01:52, MpocMoTpos: 1431

Figure 3 —~Web-page of Innovative University of Eurasia in the newspaper «Obozreniyenedeli»

Social events play a big role in creating the image of the university. The university conducts charitable
events, renders sponsorship support and implements volunteer activities for orphanages and retirees. By this it
declares itself as a competitive and stable university in the modern market. As part of the study, we took part in
the preparation of the charity event "From Heart to Heart."

Special events are always popular not only among students, but also citizens and become newsworthy
for the media. It is important for the authorities of the university not only to provide premises for events, but also
to take an active part in their creation, to organize them. Among such events, one can especially note the
subcultural events: festivals of street culture, anime, which all fans of animation in Kazakhstan and Russia are
interested in. Such events form an informal image of a university (Figure 4). In our opinion, it is through mass
modern events that it is necessary to establish the contact with the target audience "Applicant"”, conducting non-
aggressive career-oriented work in the framework of such holidays.
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Innovative University of Eurasia Personal account v

Lomov st., 45, Pavlodar

Search...

RS AND GRADUATES

TO APPLICANTS

R} .§§"\ The “wall” of the great Kazakh poet, thinker, public figure Abay Kunanbaev appeared in InEU. In
; | m 2020, the founder of modern Kazakh written literature turns 175 years old.
— S

The project was entrusted to the famous Pavlodar airbrush studio “MyStyle”.

g - Together with the leadership of the university, for the 175th anniversary of Abay, we decided to make
such a wall in the arch, at the entrance to the university. The wall is good and will last for a long time, and
will delight students and guests of the university for a long time,” says Anton Tolchin, director of the
Mystyle airbrushing studio, an InEU graduate.

Figure 4 —Conduction of image events of Innovative University of Eurasia

Business events. The university administration conducts master classes, seminars, trainings,
conferences, forums and exhibitions, which are covered on its official website, and which the media of the city is
invited to attend.

Internet network. The formation of the university's image on the Internet will be paid the most attention
in this study, since this type of media is the most developing and every year wins increasingly greater audience.
The university understands the importance of its presence on the Internet, therefore it follows the mentions of the
university in the network. The most important object on the Internet is the site of the university, in much more
detail the site of the university has been studied in the work of M. Aitmagambetova [11].

The feedback is achieved on the university's website, firstly, through the mail of trust, the icon of which
follows the user on the site, and secondly, with the help of popular social networks in which millions of users
work and spend their free time. InEU is represented in the following social networks: "Odnoklassniki";
"Twitter"; "Moimir"; "VKontakte"; "Facebook"(Figure 5).
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Figure 5 —Web-page of Innovative University of Eurasiain the social network "Facebook"

Conclusion.We have analyzed the official pages of InEU in four most popular social networks in our
region to see if the content matches its audience. For the study, we have selected the latest 30 pieces of news in
each network. This selection is substantiated by the fact that when the page is opened the user seldom scrolls
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more than 30 news items. When creating the content for social networks, it is important to take into account the
fact that each social network is used by a certain target audience. For example, "Vkontakte" and "Instagram" are
used to a greater extent by applicants and university students. The social network "Odnoklassniki" is used by
parents of applicants, "Facebook™ is a social network for business partners. Therefore, to post news about the
Doors Open Day in the social network "FaceBook" or the proposal on cooperation with employers in
"VKontakte" is the least effective.

After the analysis of the texts, we have found out that one third of the material in the social network
"Facebook" does not meet the declared requirements of the compliance of the content with the audience, in
"VKontakte"— 36.7 %, in "Instagram" — 13.3 %, "Odnoklassniki" — 16.7 %. The unsuitable content for a
particular social network is the reason for the low activity of users in university groups in social networks. From
the data obtained, one can conclude that the work on the selection of the material by social network
administrators is conducted, but for better efficiency, more detailed study of the material is possible: the choice
of topics, the reduction in the volume of records.

These tools allow the university to form a favorable image for different target groups. The most
effective of them in relation to applicants is the use of the Internet, in view of its low price and accessibility to
the audience.
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Hunoesayuanvix Eypazusynugepcumeminiyy umuoscin Kanvtnmacmolpy yuiin PR-kypanoapoinmanoay

Maxanaoa apmypni maxcammagel ayOumopusanap YuliH UMUOIC DJICIHE OHblH KOMNOHEMMepIHiK
manoayel kepceminzen. Aemop Hunoeayusnvix Eypazus yHueepcumemi yazicinoe KOMNAHUAHBIY JHCALIMObL
betinecin ocacay ywin PR-Kypanoapein xapacmuipaovl. Amanzan #co2apvl OKYy OpPHBIHbIH JHCYMbIC JHCACAY
epeKuienikmepi Kopceminin, YUbIMHbIY UMUOIC CAACAMbBIH JHCY3e2e dACblpy MAKCAMbIHOAgbl OAApOblY OPHbl
anvikmanean. Aemopoeiy  nikipi  6ouviHwa, PR-xyparoapvinmanoay axnapam —anywel  maxkcammagel
ayoumopusiHbly epeKuenikmepi HemikeaeukamvlCmol HCYypizinyi Kepex.

Tyitin ce3dep: KOO umuooici, muimoi umuoddc, makcammosl ayoumopus, umuodc cascamol, PR-
MexXHON02UANAD.

M.b. Aimmazambemosa, mazucmp Quionocuu

HUunosayuonuwiii Eepasutickuii ynusepcumem (2. Ilagrooap, Pecnyobauxa Kazaxcman)

E-mail: dogmal9@mail.ru

M.K. ZKymabexos, kanouoam Quioniocueckux Hayx

Kapazcanouncxuii cocyoapcmeennuiil ynusepcumem um.E.A. Byxemosa (e. Kapaeanda, Pecnybnuxa Kaszaxcman)
E-mail: merik.75@mail.ru

Ananuz PR-uncmpymenmog ona gpopmuposanusn umuoxica Hunosayuonnozo Eepasuiickozo ynusepcumema

B cmamve npedcmaenen amaiuz umuodca u e20 KOMNOHEHMOS OJisi PA3IUYHBIX UYeNeeblX 2pPYnn.
Aemopom paccmompenvt ocHosHbie PR-uncmpymenmol, Komopole UcCnoib3ylomest Oasi CO30aHUs. NOZUMUBHO20
obpasa xkomnawuu Ha npumepe HMunosayuonnozco  Eepasuiickoco  ynugepcumema. IIpeocmagnenvi
omaudumenvuvle 4epmvl OAHHO20 8V3d, @ MAKICE ACNEKMbl OesMeNbHOCMU, KOMOpble Ompaxdcarmcs 8
cooepaicanu NPOBOOUMOU UMUOICEBOU noaumuku. Ananuz PR-uncmpymenmos, no mMueHuo agmopa, O0adlceH
HAXo0umuCsi 8 NPSMOU 3a8UCUMOCHIU O NPEONONA2AeMOll Yeregoll ayoumopuu ROIYYeHUs UHGopMayuu.

KaroueBble ci1oBa: UMUK By3a, 3QPEKTUBHBIN UMUK, LIEIEBas ayJUTOPHS, UMUKEBAsl MOJINTHKA,
PR-texnomoruu.



