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The Impact of Central Asian Innovation University Staff on Institutional Image Formation

Abstract

Object: This study aims to reveal the corporate image of Central Asia Innovation University by measuring the per-
ceptions of its employees. We revealed the current panorama through the surveys with the university employees, identi-
fied problem areas, and provided recommendations for a healthier future.

Methods: A questionnaire is used to collect data as a quantitative research tool. The 5-point Likert scale is used in
the questions in the questionnaire. Descriptive statistics are used in the analysis of the data. The reliability and validity
of the scale and sub-dimensions are tested with Cronbach’s alpha scale, ANOVA test, and Pearson Correlation analysis.
The research sample is the academic staff of the Central Asian Innovation University. The questionnaire was applied to
a total of 156 employees. In the questionnaire, each statement is rated from 1 (strongly disagree) to 5 (strongly agree)
according to a 5-point Likert scale, and the participants are asked to rate the statements according to this scale.

Findings: There is a statistically linear relationship between corporate image dimensions. From results, we see that
the employees observe the following problems: Problems with being recognized as a good university; not be at an equal
or better level than people in similar positions at similar universities; problems working collaboratively and in harmony
with colleagues in their department; the conditions offered by the university to its employees and the lack of career
opportunities.

Conclusions: We think that by following our suggestions the corporate image of Central Asian Innovation Univer-
sity can be more positive, and strong feelings such as belonging and trust can be created in employees.

Keywords: corporate image, perception, university staff, university, quality, performance, survey.

Introduction

The thoughts, perceptions, and judgments of employees about an institution constitute the corporate im-
age. Corporate image is how people see the organization. The image formed in people’s minds is the result
of a subconscious elimination of what they expect or do not expect from an institution, its products, or ser-
vices. Creating a good corporate image is only possible if the target audience knows the institution well and
has correct, positive impressions about it. A good image increases prestige and enables the survival of an
institution. Since the image is created by impressions, it can change positively or negatively depending on
the person, and institutions can have more than one image.

While the equipment, attitude, and communication style of an organization affect the image of an organ-
ization, the individual image is determined by the external appearance, body language, behavior, and physi-
cal environment. The things that make up a product’s image are product packaging, sales activities, and ad-
vertisements. Organizations often fall into the misconception that they have a positive image. Although there
is no objective measure for the effectiveness of the existing or created image, there are various research
methods used in this regard.

The public has general judgments about how an institution and organization are known, recognized, or
perceived. These judgments form the corporate image. The corporate image provides important advantages
to institutions and organizations as it gives the impression that they are superior to or different from the other
institutions and organizations. For example, there is a higher demand for the goods or services of institutions
and organizations with a strong corporate image. Corporate image not only provides a competitive edge but
also contributes to its harmony with the internal and external environment by enriching collaboration oppor-
tunities.
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Literature Review

In the literature, corporate image is generally defined as the perceptions and beliefs of internal
and external stakeholders of an institution (Barich and Kotler, 1991; Karakas and Cicek, 2020; Rafiq et al.
2020).

Many researchers have proposed various definitions for the corporate image. For example, Kassim et al.
(2010) defined corporate image as the way the institution is seen from inside and outside. Kii¢iik and Bayuk
(2007) defined the corporate image as the institutional ideal self. Corporate image is a mental construct and
affects the future of businesses. Adjectives such as strong, weak, modern, reliable, high quality, used to de-
scribe a company, show the impression that the company leaves on its stakeholders. This image affects the
interest of people towards the company and the frequency of their purchases.

According to another definition, corporate image results from people’s experiences, beliefs, feelings,
knowledge, and impressions about an institution, and it is the features that distinguish an institution or busi-
ness from its counterparts (Worcester, 2009). Based on these definitions, the corporate image can be defined
as the images formed in the minds of stakeholders of an institution. This perception can be positive or nega-
tive. While a positive image can benefit the organization, a negative one can cause great harm. Although it
differs according to its structure, having good products or services, being well managed, being a part of soci-
ety, responding to consumer needs, and being an institution that people want to work for are the main deter-
minants of corporate image (Javalgi et al. 1994). Corporate image is related to various physical and behav-
ioral attributes of an institution, such as its name, architecture, variety of products or services, traditions, ide-
ology, and the perception of quality conveyed by each person interacting with its customers. As it can be un-
derstood from here, it has two main components, namely functional and emotional components (Nguyen et
al. 2002). While the functional component is about the tangible characteristics that can be easily measured,
the emotional component is about the psychological dimensions that are manifested by feelings and attitudes
towards a company. According to Keller et al. (2015), the factors affecting the corporate image include the
business itself, its employees, product quality, pricing policy, distribution channels, after-sales services, so-
cial assistance provided by the business, and communication style. In addition, Arendt and Brettel (2010)
argued that the financial strength of an enterprise and its ability to follow innovations can be included among
the factors affecting the perception of corporate image, together with the corporate social responsibility cam-
paigns. Corporate image is formed by the interactions of values between the institution and society (Sher-
man, 1999). In this respect, to have a good image, an institution must be honest, reliable, responsible, ac-
countable, and quality conscious (Ettenson et al. 2008). Having a good image can help recruit and retain staff
(Marconi, 2002) and attract customers and investors (Fombrun et al. 2004). For this reason, businesses need
to allocate resources not only to their products/services, management processes, marketing activities, and
similar functions, but also to create a good corporate image. Thus, they can benefit from the advantages of
having a good image.

Methodology

A questionnaire is used to collect data as a quantitative research tool. The 5-point Likert scale is used in
the questions in the questionnaire. Descriptive statistics are used in the analysis of the data. The reliability
and validity of the scale and sub-dimensions are tested with Cronbach’s alpha scale, ANOVA test, and Pear-
son Correlation analysis. The research sample is the academic staff of the Central Asian Innovation Universi-
ty. The questionnaire was applied to a total of 156 employees.

In the survey, each statement is rated from 1 (strongly disagree) to 5 (strongly agree) according to a 5-
point Likert scale, and the participants are asked to rate the statements according to this scale.

The collected data are analyzed and these analyzes are interpreted in detail in the conclusion and rec-
ommendations section.

The research tests the following hypotheses:

H1: There is a difference in corporate image dimensions in terms of age groups.

H2: There is a difference in corporate image dimensions in terms of gender.

H3: There is a difference in corporate image dimensions in terms of education level.

H4: There is a difference in corporate image dimensions in terms of marital status.

H5: There is a difference in corporate image dimensions in terms of working time.
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Results and Discussion
In this section, the results obtained by examining the collected data and their interpretation are given.

Table 1. Cronbach’s Alpha Reliability Coefficients according to the Scales

Dimension Number of Items Cronbach’s Alpha
Scale 27 0.817
Quality 4 0.752
Work Environment 5 0.656
Social Perception 5 0.634
Communication 7 0.725
Career 6 0.752

Note — Compiled by authors on the basis of research

Cronbach’s alpha coefficient is calculated for the reliability and validity of the scales and their sub-
dimensions. According to Table 1, all dimensions and scales have a high level of reliability.

Table 2. Demographics of the Respondents

Age Groups Number Percentage (%0)
17-24 4 2.9
25-32 39 25.0
33-40 52 33.1
41 and over 61 39.0
Gender Number Percentage (%0)
Female 104 66.3
Male 52 33.7
Education Level Number Percentage (%)
Graduate 71 45.3
Postgraduate 85 54.7
Marital Status Number Percentage (%0)
Married 130 83.7
Single 26 16.3
Period of Employment Number Percentage (%0)
0-3 years 19 12.2
4-6 years 30 19.2
7-9 years 15 9.9
10-12 years 27 17.4
More than 13 years 65 41.3
Total 156 100

Note — Compiled by authors on the basis of research

The demographic information of the participants is given in Table 2. 2.9% of the employees are in the
age group of 17-24, 25% are in the age group of 25-32, 33.1% are in the age group of 33-40 and 39% are in
the age group of 41 and over. In terms of gender, 66.3% are female, 33.7% are male. In terms of education
level, 45.3% are graduates and 54.7% are postgraduates. Therefore, most of them are postgraduates and their
education level is high.

In terms of marital status, 83.7% of the employees are married and 16.3% are single. Most of the re-
spondents are married.

In terms of the period of work, 41.3% of the respondents have worked at the university for over 11
years. Therefore, most of the respondents have been working there for a long time.

ANOVA test is used to determine whether there is a statistically significant difference between age
groups in the dimensions examined. The results showed no statistically significant difference between the
age groups in any of the dimensions.

The H1 hypothesis is rejected for all dimensions.
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Table 3. Corporate Image Dimensions by Age Groups

Age Group N Average Standard Deviation | F Statistics | P Value
Quality 25-32 39 3.35 0.868
33-40 54 3.06 0.861
41+ 63 3.15 0.952 1.328 0.325
Total 156 3.17 0.903
Work Environment 25-32 39 3.12 0.611
33-40 54 3.04 0.842
41+ 63 3.28 0.684 1.785 0.214
Total 156 3.16 0.729
Social Perception 25-32 39 3.52 0.571
33-40 54 3.40 0.707
41+ 63 3.38 0.738 0.632 0.546
Total 156 3.42 0.686
Communication 25-32 39 3.42 0.753
33-40 54 3.23 0.716
41+ 63 3.32 0.624 0.856 0.315
Total 156 3.31 0.690
Career 25-32 39 3.59 0.650
33-40 54 3.26 0.750
41+ 63 3.36 0.743 2.680 0.083
Total 156 3.38 0.730
Note — Compiled by authors on the basis of research
Table 4. Distribution of Corporate Image Dimensions by Gender
Gender N Average Standard Deviation | T Statistics | P value
Quality Female 104 3.20 0.886
Male 52 3.15 0.913 0.337 0.785
Work Environment Female 104 3.14 0.771
Male 52 3.20 0.616 -0.496 0.625
Social Perception Female 104 3.38 0.697
Male 52 3.53 0.662 -1.375 0.271
Communication Female 104 3.30 0.697
Male 52 3.33 0.672 -0.263 0.685
Career Female 104 3.37 0.764
Male 52 3.44 0.655 -0.620 0.548

Note — Compiled by authors on the basis of research

The distribution of corporate image dimensions by gender is given in Table 4. The Student t-test is used
to determine whether there are statistically significant differences in terms of gender in the dimensions exam-
ined. The results showed no statistically significant difference between genders in any of the dimensions.

The H2 hypothesis is rejected for all dimensions.

Table 5. Distribution of Corporate Image Dimensions by Education Level

_ Gender N Average Standard Deviation | T Statistics | P value
Quellty _ Sc;z?gﬂzt;uate ;é ggg 8;;3 3.396 0.000
o - R PTYOR FYe
sosperepon | Craa |1 549|088 | o0 | aos
commiten——Craa |1 s |08 s | oo
career Sc;z?gﬂzt;uate ;é ggg 8?% 2171 0.005
Note — Compiled by authors on the basis of research
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The distribution of corporate image dimensions by education level is given in Table 5. The Student t-
test is used to determine whether there are statistically significant differences between education levels in the
dimensions examined. The results showed that there is a statistically significant difference between educa-
tion levels in terms of quality, work environment, and career dimensions. The averages are higher in all three
dimensions at the graduate level. In terms of social perception and communication, there is no statistically
significant difference between education levels.

The H3 hypothesis is accepted for quality, work environment, and career dimensions and rejected for
social perception and communication dimensions.

Table 6. Distribution of Institutional Image Dimensions by Marital Status

Gender N Average | Standard Deviation | T Statistics | P value

Quality Married 130 3.16 0.900 -0.605 0.678
Single 26 3.28 0.864

Work Environment | Married 130 3.22 0.732 2.477 0.016
Single 26 2.86 0.588

Social Perception Married 130 3.45 0.708 0.643 0.681
Single 26 3.36 0.569

Communication Married 130 3.33 0.683 0.659 0.513
Single 26 3.23 0.718

Career Married 130 3.38 0.747 -0.471 0.641
Single 26 3.45 0.627

Note — Compiled by authors on the basis of research

The distribution of corporate image dimensions between marital status is given in Table 6. The Student
t-test is used to determine whether there is a statistically significant difference between marital status in the
dimensions examined. The results showed that there is a statistically significant difference between marital
status only in terms of the work environment. When the averages are examined, it is seen that the average of
married workers is higher. In other dimensions, there is no statistically significant difference between marital
status.

The H4 hypothesis is accepted for the working environment variable and rejected for the other dimen-
sions.

Table 7. Distribution of Institutional Image Dimensions by the Period of Employment

Period N Average | Standard Deviation | F Statistics | P Value
of Employment
1 2 3 4 5 6 7

0-3 years 19 2.98 0.836

Quality 4-6 years 30 3.14 0.827

Work Environment | 7-9 years 15 3.21 0.762
10-12 years 27 3.04 0.949 0885 0.487
12+ years 65 3.32 0.943
Total 156 3.18 0.893
0-3 years 19 3.13 0.570

Social Perception 4-6 years 30 3.09 0.737
7-9 years 15 2.93 0.745
10-12 years 27 3.25 0.788 0.760 0.567
12+ years 65 3.22 0.724
Total 156 3.16 0.721
0-3 years 19 3.47 0.667

Communication 4-6 years 30 3.48 0.570

Career 7-9 years 15 3.28 0.678
10-12 years 27 3.42 0.736 0.265 0.901
12+ years 65 3.44 0.735
Total 156 3.43 0.687
0-3 years 19 3.13 0.667

Quality 4-6 years 30 3.32 0.570 0.970 0.432
7-9 years 15 3.50 0.678
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1 2 3 4 5 6 7

10-12 years 27 3.43 0.736
12+ years 65 3.27 0.735
Total 156 3.31 0.687
0-3 years 19 3.47 0.700

Work Environment | 4-6 years 30 3.47 0.606
7-9 years 15 3.25 0.840
10-12 years 27 3.51 0.790 0.641 0.657
12+ years 65 3.32 0.740
Total 156 3.39 0.728

Note — Compiled by authors on the basis of research

The distribution of corporate image dimensions between the periods of work is given in Table 7.
ANOVA test is used to determine whether there was a statistically significant difference between the study
durations in the dimensions examined. The results showed that there is no statistically significant difference
in terms of working time variable in any of the dimensions.

The H5 hypothesis is rejected for all dimensions.

Conclusions

Descriptive statistics are used in the analysis of the data. The reliability and validity of the scale and
sub-dimensions are tested with Cronbach’s alpha scale, ANOVA test, and Pearson Correlation analysis. The
results show that there is a statistically linear relationship between corporate image dimensions.

From results, we see that the employees observe the following problems:

» problems with being recognized as a good university,

» not be at an equal or better level than people in similar positions at similar universities,

» problems working collaboratively and in harmony with colleagues in their department,

+ the conditions offered by the university to its employees and the lack of career opportunities.

Based on the result we believe that the following suggestions can help the Central Asian Innovation
University to create a better corporate image.

1. Although the internationalization of higher education has been a trend throughout history, this phe-
nomenon was rather limited to student and academic mobility until the 1980s. However, with the effect of
globalization, programs and institutions have also gained mobility. Thus, beside in-country higher education,
the concept of cross-border higher education has come to the fore.

2. Internationalization strategies differ according to the development of the country, the importance, and
the justification attributed to internationalization. For example, developed countries open branch campuses in
developing countries for economic reasons. Similarly, the rationale for jointly developed programs seems to
be academic development and quality. Developing countries, on the other hand, invited developed countries
to their countries to open schools and establish partnerships. Internationalization in higher education is still
predominantly unidirectional. Developed countries are producers and developing countries are consumers.

3. The working environment is very important for the university to have a positive corporate image.

4. Public relations and promotional activities should be emphasized to raise and announce the institu-
tional image of the university. Visits should be made to schools, fairs, academic competitions, and congress-
es should be attended both as hosts and guests, and joint workshops should be held with graduates to
strengthen the corporate culture.

5. The university should reduce the quotas a little more. The increase in the number of students can hin-
der education. One of the reasons for the lack of infrastructure is the high number of students.

In conclusion, we think that by following our suggestions, the corporate image of Central Asian Innova-
tion University can be more positive, and strong feelings such as belonging and trust can be created among
employees.
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OpTanbiK A3usi HHHOBAIMAIBIK YHHBEPCHUTETiI KbI3MeTKepJIepiHiH
HHCTHTYUHOHAIABIK UMMIKII KAJBIITACTBIPYFa dcepi

AHnoamna

Makcamul:  3epTrTey  KYMBICBIHBIH ~ MakcaThl — OpTamblk A3usd  HWHHOBAIMSUIBIK — YHUBEPCHUTETIHIH
WHCTUTYIUOHAIIBIK UMHUIDKIH KaJbINTACTBIPYFa JKOHE OChI MHCTUTYI[HOHAIBIK MMH/DKII aTalfaH yHUBEPCUTCTTIH
KBI3METKEpJICpiHIH Kajlail KaObUIMAWTBHIHABIFBIH aHbIKTay. OChl 3epTTCY asChIHIA YHUBEPCUTET KbI3METKepIepi
JKYPTIi3TeH cayaTHaMa YHUBEPCUTETTIH Ka3ipri sKaFIaibIHBIH TAaHOPAMaChIH YCHIHAIBI, SKiHII KaFbIHAH, KeMIIUTIKTeP i
aHBIKTayFa KOHE aFbIMJAFhl XKaFIaliFa OalIaHbICTH OOJTANIaKKa HAKTHI KaJamIap Kacayra KOMEKTeCe .

Ooici: by 3epTreynme CaHIBIK 3epTTey KYpalbl PETiHAC NepeKTepli >KWHAY YIIiH cayallHama KOJJAHBUIIBL.
CayanHamagarel cypakrap ymiH 5 Oamgelk Likert mkamacel, alm MONIMETTepAi Tajmay Ke3iHIE CHUIIaTTaMalbIK
CTaTUCTHKA KOMIaHbULAEL. [1Kkama MeH KocalKpl enmeMAepAiH ceHiMaimiri MeH Herizimiri Cronbach's alpha mxkanacer,
ANOVA rtecti xoHe Pearson Correlation Tanmayel apkbuibl Tekcepingi. 3eprrey Mojeni — OpTtanblk Asus
WHHOBALMSUIBIK YHUBEPCUTETIHIH MTPOQECCOPIBIK—OKBITYIIBUIBIK Kypambl Oouibin Tadbuiaasl. CayanHama Gapiibirbl 156
KbI3MeTKepre xkioepinai. Cayannamana oap0Oip mikip 5 6annsik Likert mixanacel 6oiibiHina 1—aeH (TOJBIK KelicrenMiH)
5—ke (TOJBIK KedicnelMiH) JieiiH apaibIFbiHIa OaraiaHbl )KOHE PECIIOHACHTTEPICH OChI TY)KbIPBIMIIAPMEH Kejlice Me,
JKOK 14, COHbI KOPCETY CYpaIIbl.

Kopvimbinowr: KOpeITBIHABUIAD HHCTUTYIIHOHAIIBIK UMUK OJIIIEM/IEpPl apachlHia CTATUCTUKAJIBIK OH OaiIaHbIC
0ap eKeHiH KoepceTTi. 3epTTey HOTIKelepi OOWBIHINA KBI3METKEPICpIiH HWHCTUTYIHOHANABIK WMHUIDKII Kajai
KaOBUIIANTHIHGI aHBIKTANIBL KOPIIAFaH OPTAJaFbl Camallbl JKOFApbl OKY OPHBI PETiHIE TaHBUIY MOCeIeNepi; yKcac
YHHUBEPCHUTETTEPACT] yKcac cananap OOHBIHIIA OJapMEH TeH HeMece JKaKChl JIeHredae Ooimaysl, o3 OerimaepiHmeri
opimTecTtepiMeH Oipiiece jkoHE YHIleCiMIi JKYMBIC icTell aiMay Mocelesiepi; YHHBEPCHTETTIH 63 KbI3METKepIiepiHe
YKAKCHI JKaFail )koHe MaHCAITHIK MYMKIHIIKTEPiH YCHIHOAYBI CHSKTHI KEIECHCI3MIKTEP.

Tyorcoippimoama: KopeITBIHIBUIAN Kelle, 3ePTTEYIiH HOTIDKEIEPl MEH YCHIHBICTAphIHA CYHeHe OTHIPBI, OpTalbIK
A3Ws  WHHOBAIIMSUIBIK ~ YHHUBCPCHTETIHIH  MHCTUTYI[MOHAIABIK HMHIKI OH €KEHIH JKOHE KbhI3METKepJiepe
BIHTBIMAKTACTHIK JKOHE CEHIM CHAKTHI KYIITI Ce3IMAep/ i KAJIBINTACThIPYFa OOIa bl

Kinm ce30ep: VHCTUTYIIMOHAIIBIK UMUK, KaObUIIay, KbI3METKepJiep, YHUBEPCUTET, cama, OHIMALIIK, cayaTHama.
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Bausinue corpyannkoB LleHTpaabHO-A3HATCKOr0 MHHOBALMOHHOIO
yHHUBepcuTeTa Ha GOpMUPOBAHNE HHCTUTYHHOHAIbHOI0 HMUIKA

Annomauusn

Lenv: ViccnenoBaHue HaIpaBlIeHO Ha CO3JaHHE MHCTUTYIIMOHANBHOTO MMHIKa LleHTpaabHO-A3HAaTCKOTO MHHO-
BallMOHHOTO YHHUBEPCUTETAa M U3MEPEHUs] TOro, kak LleHTpambHO-A3HATCKUII WHHOBAIIMOHHBIA YHUBEPCUTET BOCIPHU-
HUMAET TaKOl MHCTHTYNHOHAJBHBIN 00pa3. Ompoc, MPOBEIACHHBI COTPYIHUKAMH YHHBEPCHUTETa B paMKax NAHHOTO
HCCIICAOBAHUSA, NIPEIOCTABISIET MAHOPAMY TEKYIIETO COCTOSHHS YHUBEPCUTETA, C APYTOH CTOPOHBI, IOMOTAET BBISIBUTH
HEIOCTAaTKHU M CAENaTh KOHKPETHBIE Mard B Oy ryiee B 3aBUCHMOCTH OT TEKYIIeH CUTYaIlHH.

Memoovl: ABTOpaMH HCIOJB30BaJach aHKETa [UIA cOOpa JaHHBIX B Ka4eCTBE MHCTPYMEHTa KOJIUYECTBEHHOTO
nccnegoBanus. Onpoc omeHUBAICS 10 5-0amTeHOH mkane JlalikepTa, a aHalIN3 JAHHBIX — OIHACATEeIHHON CTATHCTUKOM.
HamexHOCTh 1 JOCTOBEPHOCTH MIKAJIBI M TIOAM3MEPEHUH OBLITH IIPOBEPEHEI ¢ MOMOIIBI0 anb(a-mkansl Kponbaxa, Tecta
ANOVA u xoppersiimonHoro ananu3sa [Tupcona. Mojenb uccinenoBanus — mpodeccopcko-npenoaaBaTeIbCKuii COCTaB
[enTpanpHO-A3HAaTCKOrO WHHOBAIIMOHHOTO YHUBEpCUTETa. Bompockl ObUTH pa3ociaHbl 156  cOTpyIHHKAM,
oneruBanuch ot 1 (IlomHoCThIO He cornaceH) mo 5 OamwioB ([lomHOCTRIO COTNIaceH), U PECIOHICHTAM IMPEIarajoch
yKa3aTI>, COT'JIaCHBI JIM OHU C OTUMH BBIBOJAaMMU.

Pezynomamei: Pe3ynbpTaThl MOKa3aiu, 9YTO CYIMIECTBYET CTATUCTHUECKH MOJIOKHUTETIHbHAS CBSA3b MEXKIY KpUTEPUIMU
I/IHCTI/ITyHI/IOHaHLHOFO HUMHUIXKA. I/I3 peSyJ'H)TaTOB HUCCJICAOBAaHUA BUJHO, KakK COprl[HI/IKI/I BOCHpI/IHI/IMa}OT UMUK
VUPEeKICHUSA: BOMPOCH IMPH3HAHWSA KaK KadeCTBEHHOTO By3a B OKpYJKAaloIleH cpeie; OTCYTCTBHE PABHOTO WA
XOPOIIIETO YPOBHS B aHAJOTHYHBIX 00JIACTAX B aHAJIOTHYHBIX YHUBEPCUTETAX; HEYMEHHE pad0TaTh BMECTE M CIKCHHO
€ KOJUIETaMH TI0 CBOWM OT/eJIaM; HEeIOCTaTKH, B YACTHOCTH, YHUBEPCUTETOM CBOMM COTPYAHHUKAM HE MPEIOCTaBISIOTCS
JyYIINe YCIOBHUS U BO3MOXXHOCTH KapbePHOTO POCTA.

Buigoow: B 3akimodeHue, crnemys pe3ynbTaTaM M PEKOMEHIANWSAM WCCISAOBAaHHSA, WHCTHTYIMOHATIBHBIA UMUK
LentpansHO-A3MaTCKOTO MHHOBAIIHOHHOTO YHHBEPCHTETa OYIET MOJIOKUTEIHHBIM, & Y COTPYAHUKOB CPOPMHUPYIOTCS
CHUJIbHBIC ‘IyBCTBa COHpI/IqaCTHOCTI/I u I[OBepI/I}I.

Knrouegvie cnoga: VHCTUTYIIMOHATIBHBIN UMUK, BOCIIPUSATHE, COTPYAHUKH, YHUBEPCUTET, KaueCTBO, IPOU3BOIHU-
TENbHOCTD, OIIPOC.
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