O6JikoBa KapTKa gucepTartii (OK]I)

IIudp cnenpanu: [ 26.451.01
Bigkpura
Buz nucepranii: 05

Hep>kaBHuUI 061ikoBHI HOMep: 0523U100089

JHara peectparii: 01-06-2023

1. BizomocTi npo 3100yBava

ITIB (ykp.): IOHuK IBan ImMuTpoBud

ITIB (anra.): Yunyk Ivan Dmutrovuch

JloxkTopaHTypa: TaK

IlIndp coenianbHOCTI, 3a IKOIO BigbyBcs 3axucr: 13.00.04

JHara 3axucry: 31-05-2023

Ha 3700yTTs1 HayKOBOTO CTynmeHs: JIOKTOP NeAarorivyHux Hayk (f4.11e/.H.)

CnenianpHicTh 32 ocBiTolo: [Tefarorika i MeToiMKa cepeHbOi OCBiTU. YKpaiHChKa MOBaA i JliTepaTypa Ta MoBa i JiTepaTypa

(aHrmiiicbka)

2. BimomocTi mpo ycTaHOBY, OpraHisaiiiio, y BYeHiH pazi sikoi BiZOyBcst 3aXHCT

Hasga oprasi3sanii: [HCTUTYT nefjaroriyHoi ocBiTH i OCBiTH Jopocaux iMeHi IBaHa 3s3i0Ha HarjioHanbHOI akagemil negarorivyHux
HayK YKpaiHu

IlignopsaxoBanicTs: HalioHanbHa akaieMis efarorivyHux HayK YKpaiHu

Kop, €IPIIOY: 21593122

Appeca: Byn1. Makcuma BepamHcebKoro, 6ya. 9, M. Kuis, 04060, Ykpaina

Tenedon: 380444408365

Tenedon: 380444406286

E-mail: ipood2008@ukr.net

3. BizomocTi nIpo opraHi3saiiio, e BUKOHyBaJjiacs (TOTyBaJjiacs) AHUCepTallis

Haspa oprani3zanii: YKkpaiHCbKUII Jep>kaBHUI yHiBepcUTET iMeHi Muxaiina JlparomaHoBa
IlignopsaKoBaHicTh: MiHicTepCTBO OCBITH i HayKu YKpaiHu

Koa €JIPTIOY: 44807628

Appeca: ITuporosa, 9, M. Kuis, 01030, Ykpaina

Tenedon: 380442341108

E-mail: rector@npu.edu.ua

WWW: https://npu.edu.ua/



4. BizomMocTi IIpo oprasi3saiiio, e mpaiioe 3400yBay

Hassa opraHni3anii: [lep>kaBHUI TOProBeJIbHO-€KOHOMIYHUI YHIBEPCUTET
IliznopsaxoBaHicTs: MiHiCTEpCTBO OCBiTH | HAyKu YKpaiHU

Kog, €IPIIOY: 44470624

Appeca: Bys. Kioro, 6yz. 19, m. Kuis, 02156, Ykpaina

Tenedon: 380445314949

E-mail: knute@knute.edu.ua

WWW: https:/ /knute.edu.ua/

5. HayKoBi KepiBHHKH Ta KOHCYJIbTAaHTH
HayKkoBi KepiBHHKH
Kosup Anna BosogumupiBHa (g.neg.H., mpodecop, 13.00.02, 13.00.04)

HayKoBi KOHCYJIbTaHTH

Kosup Anna BosogumupiBHa (a.neg.H., mpodecop, 13.00.02, 13.00.04)

6. OdinifiHi ONOHEHTH Ta peleH3eHTH

Od¢iniiiHi OOHEHTH

Josra TersHa SIKiBHa (1.11e.H., mpogecop, 13.00.04)
Yepuyxa Hagis MukosaiBHa (g.neq.H., mpodecop, 13.00.04)

Jlazapenko Harauis IBaHiBHa (#.11ea.H., mpodecop, 13.00.04)

7. IlizcyMKH A0CJIiAKEHHS Ta KiJIbKiCHI IIOKa3HUKH

Migcymku mocuigkenHs: 22 - TeopeTUyHe y3arajbHeHHS i .. .
. . . KinbkicTs my6sikaniii: 43
BUPILIEHHS BaXXJIMBOI HAyKOBOI NP061eMU

KinbkicTs cTopiHok: 509 KinpkicTs nareHTis: 0

KinbKicTh JoOaTKiB: 5 BnpoBajskeHHs pe3yJIbTaTiB poOOTH: 5
ImocTpaunii: 5 MogBa goxkymeHTa: YKpaiHCbKa
Ta6smmi: 5 3B's130K 3 HAYKOBHMH T€MaMH:

Cxemu: 0

BukopucraHi nepimojykepesia: 578

8. Inpgexkc YK TemaruyHux pyopuxk HTI

Inpexc YIK: 378, 378.091:339.138(043.3)

TemaruyHi pyopukmu: 14.35

9. Tema Ta pedepat guceprarnii

Tema (YKp.)

TeopeTuko-MeTonosoriyHi 3acagy GopmMyBaHHS OpeHy HayKOBO-TI€JaroriyHoro npatiBHuKa 3aKjajly BUILLOi OCBITH.



Tema (aHrJ.)

Theoretically-methodological foundations of the university professor's brand formation.

Pedepar (YKxp.)

Y nuceprauiiHOMy IOCJIZI)KE€HHi 3allpOIIOHOBAHO aBTOPCHKUI TE€OPETUKO-METOMOJIOTIYHMN MiAxin no ¢GopMyBaHHS OpeHAay
HayKOBO-T€JaroriYyHoro mpauiBHUKA 3aKaady BUIIOI OCBiTU. O3HaueHUl (PEHOMEH iHTEepPIPETYEeThbCS SIK B3ipLEBUI COLialbHO-
npodeciiinuit o6pas Paxisisg, cbopMoBaHU B YABi L[iIbOBOI ayAUTOpPii rapMOHIHUM ITO€AHAHHSAM MOT0 JOCTEMEHHUX iMiJ[KeBUX
Ta peNyTalilHUX KOHCTPYKTiB. BUCBiTIIEHO CTPyKTypy OpeHIy HayKOBO-NE€[aroriyHoro MpaliBHAKA 3aKkjajly BUIIOI OCBITH,
B32€MOIIOB'SI3aHi KOMIIOHEHTH $IKOi BiloOpa’kaloTh AMHAMIUHI XapaKTEPUCTUKU iMiJKy FI0ro HOCIs SIK BUKJIa[aya, sIK HAyKOBLS Ta
K (paxiBLg-TIPaKTUKa, 3400yTOro Mo3a MeXXaMu CUCTEMU BUILOi OCBITH, a TaKOX OCOOMCTICHY pemyTallilo, sika 3aBIsSKU CBOil
YMOBHIH CTabinbHOCTI 36a71aHCOBY€E TpU WIBUAKO3MIHHI BUAY iMimxy ¢axiBls. BusHaueHO KpUTepialbHO-TIapaMeTPUYHUI 6a3uc
JOCJIIPKEHHS, pO3PO0JIEHO TEXHOJIOTI [iarHOCTUKM CTaHy cpOPMOBAHOCTI OpeHy HayKOBO-IIE€JAroriyHOro MpaliBHUKA 3aKjIay
BUIO] OCBITU. Y pe3ysbTaTi NpOBeAEHHSI KOHCTATYBaJIbHOIO €KCIIEPUMEHTY 3'51COBAHO HEBITIOBIAHICTD Ai0UMX ITiAX0iB HAYKOBO-
MeJaroriyHuX MpalliBHUKIB 3aKIajiB BUIIO] OCBITH 10 (GOpPMYyBaHHS BIACHUX OpPEHIB CyYaCHUM BUMOTaM BUCOKOKOHKYPEHTHOTO
PUHKY HaJaHHS OCBITHbO-HAayKOBUX IIOCJYT. EKCIEpUMMEHTAJbHO MAOBENEHO, IO (opMajbHAa MEeJaroriYHa OCBiTa BUCTYIAE
JIleTepMIiHAHTOIO MifcuieHHs OpeHAy HayKOBO-TEJAroriyHoro mpariBHUKA 3akaajy BUIIOi OCBiTh. OBIPYHTOBAHO TEOPETHUKO-
METO/I0JIOTiYHI 3acagy (OpMyBaHHS OpEHJly HayKOBO-TIE[AroriyHOro IMpaljiBHUKA 3aKjajly BHIOi OCBITH B COLiOEKOHOMIUYHHX
yYMOBaX Cy4acHOCTi. CIIpDOEKTOBaHO KOHILENTYyaJbHy MOJesb GOPMYBaHHS OpeHy HAayKOBO-II€JAroTiYHOTrO IpaliBHUKA 3aKjamy
BUIIOI OCBITH, SIKA XapaKTEPU3YETbCSl LMKIIIYHICTIO, YAM YMOXKJIMBIIOE CUCTEMATA4YHE BIIOCKOHAJIEHHS BXe C(POPMOBAHOTO
O6peHny ¢axiBIs 3 ypaxyBaHHSM 3aKOHOMIPHOTO HaKOMWYEHHSI y HBOTO OCOOUCTICHO-IIPOQECiiHOro MOoTeHIjany, 3MiHHOCTI
COIi0EKOHOMIYHUX YMOB OPEHIMHTY i I10sBYM HOBUX NOTPeE6 Y 11isIb0BOI aypuTopii. Po3po6iieHo i eKcriepuMeHTalIbHO aripoboBaHO
KOMIIJIEKC aBTOPCBKUX METOMAMK LiJIeCTIPSIMOBAHOrO (POPMyBaHHS OpeHAY HAayKOBO-IEJAroriyHOro MpauliBHUKA 3aKjaady BUIOi
OCBITH, SIKM/l peasli3yeTbCsl CTBOPEHHSIM TPbOX TPYN MNENAroriYyHUX yYMOB 3aBISKMA BIPOBAIKEHHIO y NPOQECiiiHy IisIbHICTh

(paxiBLiB aJIrOPUTMIYHOTO 3MiCTy HACTAHOB.
Pedepar (anri.)

The problem of university professor's brand formation is considered in dissertational research. This phenomenon as an
exemplary socio-professional image of a specialist is formed in the imagination of the target audience by a harmonious
combination of its authentic image and reputation constructs. The structure of university professor's brand is highlighted there.
The interrelated components of this structure reflect the dynamic characteristics of the image of the brand bearer as a
university lecturer, as a scientist and as a practitioner, acquired outside the higher education system. In addition, components of
the university professor's brand structure reflect his personal reputation, which, due to its conditional stability, balances three
rapidly changing types of specialist's image. The author's theoretical and methodological approach to the formation of university
professor's brand is proposed. The criterion-parametric basis of the research is determined; technologies for diagnosing the
state of formation of the university professor's brand were developed. As a result of the ascertainment experiment, the
inconsistency of the university professor's current approaches to formation of their own brands with the modern requirements
of the highly competitive market of educational and scientific services was clarified. It has been experimentally proven that
formal pedagogical education is a determinant of strengthening the university professor's brand. The theoretically-
methodological foundations of the university professor's brand formation are substantiated. They ensure prolonged
competitiveness of the given phenomenon by development-oriented balancing of the degrees of formation of its components
due to the effective implementation of specialist's personal and professional potential, taking into account the needs of its target
audience and the socioeconomic conditions of today. A conceptual model of the university professor's brand formation is
designed. This model is characterized by cyclicality, which enables the systematic improvement of an already formed brand of a
specialist. The complex of author's methods of purposeful university professor's brand formation is developed and
experimentally tested. These methods is implemented by creating three groups of pedagogical conditions due to the
implementation of algorithmic content of instructions into the professional activity of specialists. The first group of pedagogical
conditions provides an audit of the degree of formation of structural and functional constructs of the university professor's
branding, the second - directs the specialist's willful efforts to create a mental image of his own brand, the third - contributes to
increasing the efficiency of this mental image embodiment into professional activity. Each group of pedagogical conditions of
the university professor's brand formation is endowed with an autonomous significance, but their interaction makes it possible
to achieve a synergistic effect that positively affects the course of the specified process.



MonoBa cnewianizoBaHOT BUeHOI pagu: Jlyk’aHoBa Jlapuca bopucisHa (4.neg.H., npodecop, YneH-kop., 13.00.04)

MonoBytoumniA Ha 3acigaHHi: Jlyk’siHoBa Jlapuca BopucisHa (4.neg.H.. npodecop, YneH-kop., 13.00.04)



