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Extended abstract
Introduction

Currently, in the business world, the fact that the customer is the main focus of business and the success of
the company depends on customer relationships and creating a favorable image in the customer's mind is
an unquestionable truth (Khanari et al, 2020; Sanchez-Garcés et al, 2021). On the other hand, in today's
world, higher education centers are seen not only as a center for social-cultural changes, but also as a
business that should put the customer-oriented phenomenon at the forefront of its work (Termizer &
Turkyilmaz, 2012). For this reason, the importance of brand and branding, which includes the field of
business, has been considered as an important issue in higher education centers (Sung & Yang, 2008;
Sharifsharifzadeh et al, 2019; Youzbashi, Eskandar & Mohamadi, 2020; Azoury, Daou & Khoury, 2014;
Sanchez-Garcés et al, 2021; Panigrahi et al, 2021). In fact, according to higher education experts, one of
the strategic requirements for organizations, including higher education organizations, which helps them
create more value for customers and create sustainable competitive advantages, is brand (Khanari et al,
2020). ).

It is for this reason that the desire of universities to participate in marketing and advertising programs to
improve the reputation and ranking of universities is changing (Azoury, Daou & Khoury, 2014). In fact,
although the concept of brand and branding originated from the field of trade and business, however, it has
strongly penetrated into social fields, including higher education institutions, so that both in Iran and around
the world, higher education centers They are trying to raise their scientific position among other scientific
centers and appear as a brand among their competitors, so the concept of brand has left the field of trade
and business and higher education centers have also become involved (Panigrahi et al, 2021). Because the
competition in the international higher education markets has led universities to use marketing methods
including branding (Panigrahi et al, 2021). Therefore, most universities use branding for competitive
differentiation, and higher education experts consider the brand compatible with the mission of universities
(Rauschnabel et al, 2016; Wilson & Elliot, 2016). Based on this, the present research aims to identify and
rank the factors affecting the promotion of the brand of higher education institutions using the fuzzy
cognitive mapping technique.

Method

The research method was a case study for fuzzy modeling. The statistical population of the study consisted
of two groups of key experts (faculty members and experts on higher education) and graduate students of
universities in Yazd province. From the second group, 89 graduate students were selected using stratified
random sampling. The research tool was a matrix questionnaire of factors affecting the promotion of the
researcher higher education brand. The validity of the instrument was obtained using peer feedback and
member control methods

Results

The findings showed that the factors of reputation, physical facilities, library services and career
development are more central and important than other factors in promoting the brand of higher education
institutions. Also, using tools and techniques related to the fuzzy cognitive mapping approach and Ucinet
software, the brand promotion model of higher education institutions and alternative scenarios for the
promotion of higher education brand education institutions were presented.

Conclusion
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Since the university brand plays a significant role in improving the quality of higher education institutions,
it is recommended that universities consider the promotion of the brand, the creation of physical facilities,
library services, and the career development of graduates.
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