
261

 

Я

©
 

 
. 

.,
 2

0
1
6

   

   : 

 

 . .

  ,    ,     

   – ,         

  ( ), 620990, , . , . 8 , . 66, natalya.spirina@uapa.ru

 378.1

 74.484.4

:           

     .

:          -

  ,       ,  Virgin, Mars, Disney, Procter & 

Gamble, Nokia  .

   :    ,    -

       .

 :   , , , ,  , 

 ,  .

ALGORITHMIZATION OF THE PROCESS OF BRAND BUILDING OF HIGHER 
EDUCATIONAL INSTITUTION: METHODOLOGICAL ASPECT

Spirina N. A.

Candidate of Sciences (Economics), Head of Educational Marketing Department, Associate Professor of Economic Theory 

Department of the Ural Institute of Management-branch, the Russian Presidential Academy of National Economy and Public 

Administration (Russia), 66, 8 marta St., Yekaterinburg, Russia, 620990, natalya.spirina@uapa.ru

Purpose: To develop an algorithm of formation of higher educational institution brand on the basis of existing meth-

ods and practical examples of commercial branding.

Methods: Article structure is based on a theoretical analysis of existing theories of development of certain aspects of 

branding and stories of creation of such brands as Virgin, Mars, Disney, Procter & Gamble, Nokia and others.

Scientifi c novelty and results: the author identifi ed a list of steps that are necessary to implement by higher educa-

tion leaders to form a brand of high school.
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