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The relevance of the study lies in the need to teach students the theoretical and practical aspects of
national branding through the creation of amulets that facilitate the integration of traditional symbols into the
visual identity of educational institutions. The aim is to study the fundamentals of national branding based on
traditional Kazakh symbols and their application in educational practice. The objectives include
substantiating the role of traditional symbols in shaping the visual code of national identity, analyzing
institutional experience with national branding, and developing practice-oriented approaches to branding
education. The essence of this scientific research is to determine how traditional ethnocultural images can
be transformed into contemporary visual forms. The research's scientific and practical significance lies in
establishing interdisciplinary links in teaching the theoretical and practical aspects of national branding using
amulets. The history of the origin of symbols, their use, data collection, questionnaires, and statistical
methods were used. The main result: the development and testing of a methodology for teaching national
branding through the creation of amulets based on traditional Kazakh symbols within the framework of the
"Visual Identity" course. The value of scientific research lies in the combination of theoretical and practical
aspects.The research findings can be applied in scientific, pedagogical, and applied fields, contributing to
theory development and the formulation of new knowledge, informing educational programs and teaching
methodologies, and addressing specific practical tasks, thereby demonstrating the theoretical and practical
significance of the study.
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MACKOTTAP APKblJ1bl ¥NTTbIK BPEHOUHTIH TEOPUATNDbIK
XOHE NMPAKTUKAIBIK ACMNEKTIIEPIH OKbITY

Camypamosa T.K.* — nedacozuka fblribiMOaPbIHbIH OOKMOPkI, KaybiMOacmblpbliibiFaH rpogheccop,
J1.H. l'ymunee ambiHdarbl Eypasusi ynmmoik yHugepcumemi, AcmaHa K., Kazakcma+ Pecnybnukacsi.

HyHalckasa [.A. — eHepmaHy mazaucmpi, J1.H.l'ymunee ambiHOarbl Eypasus ynimmbiK yHUgsepcumemi,
Acmana K., Kasakcmar Pecrniybnukacel.

3epmmeydiy e3ekminiei dacmypni pamizdepdi 6iniM 6epy MekeMmersiepiHiH KepHeKi myriFacbiHa
bipikmipyee biKknan ememiH mymaprniap xacay apkbliibl cmyoeHmmepae yammbiK 6peHOuHamiH meopusisibiK
JKOHEe MpakmukarsbIK acrnekminepiH ytpemy KaxemminieiHOe. byn 3epmmey0iH Mmakcambl — docmypiii Ka3ak
pomizdepiHOe ynmmbik bpeHOuHamiH Hezais0epiH xoHe onapObi binim 6epy maxipubeciHOe KorndaHyObl
3epmmey. SepmmeydiH MiHOemi — ynmmbiK bipezelnikmiH 8u3yandbl KOObIH Kasibinmacmbipydarbl 0acmyp-
ni pamizdepdiH peniH Heziddey, ynmmebiK bpeHOuHarneH baliaHbicmbl UHCMUMymmbiKk maxipubeHi manday
XoHe ynmmbik 6peHOUHami OKbimyObiH maxipubeze barbimmasiFraH macindepiH a3sipney. fbinbiMu 3epm-
meydiH maHi dacmypri amHomadeHuU beliHenepdi 3amaHayu su3yandbi hopmariapra (Mbicanbl, mymapnap)
Kanali ezzepmyze b6onambiHbIH aHblKmay. 3epmmey0iH fblIbIMU XOHE MpakmuKkasblK MaHbI30blbifbl
mymapnapdbl KorndaHy apKbiibl ynmmblK OpeHOUH2miH MmeopusinibiK XoHe pakmukasblK acrnekminepi
OKbimyOQa neHapasnblK 6alnaHbiC opHamy. TaHbamapldbiH Whbify mapuxbl, KondaHy ondapbiH manday,
depekmep XuHay, cayasiHama Xypeidy xeHe cmamucmukasbiK adicmep KondaHbinidbl. Mackommap apKbi-
bl ynmmbiK 6peHOmiH meopusisibiK XoHe fpaKmuKarsbIK acrnekminepiH okblmy xxondapbl 0a Kapacmebl-
pbInObl XeHe CbiHakmaH emki3indi. Hezizei Homuxe: «AldeHmuka» noHi asicbiHOa Ka3akmbiH dacmypiii
pamizdepi HeeidiHOe mymapnap xacay apKbiiibl Ymmblk 6peHOUHami oKbimy adicmeMeciH a3ipney XoHe
CbIHaKkmaH emkisy. 3epmmeydiH KyHObINbiFbl 0acmyprni pamizdepdi b6iniM b6epy ylbiMOapbiHbIH KEPHEKI
myrnracbkiHa bipikmipyae biKnan ememiH xoHe onapObiH MadeHuU bipezelniaiH KywelmemiH nedazoauKarbik
adicmemMeHi Kypy. AfnblHFaH 3epmmey Hamuxenepi fbinbiMu (meopusiHbl Oambimy, xaHa 6inimMoi
myxbipbiMOay ywiH), nedazoeaukasnbiK (0Ky bardapnamanapbiH0a, oKbimy adicmepiHoe) xoHe KondaHbarbl
(maxipubedeai Hakmbl Mocenenepdi wewy ywiH) Kbismem cananapbiHOa natdanaHbliybl MYMKiH, Oy
JKYMbICMbIH MeOPUSIIIbIK XOHE MpakmukasblK MaHbI30blbIFbIH curiammadiobl.

TyliiiHdi ce3dep: okbimy, 6peHd, mymapriap, Mackom, MoOeHU KyHObIfbIKMap, momemusm, UMUOX.
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HALMWOHAJbHOIO BPEHAUHIA C UCMNOJIb3OBAHMEM MACKOTOB

Camypamosa T.K.* — dokmop nedasozaudeckux Hayk, accouyuuposaHHU rpogheccop, Espasulickuli
HayuoHasbHbIl yHusepcumem um. J1.H. 'ymuneea, e. AcmaHa, Pecrniybnuka KazaxcmaH.

HyHatckas [.A. — mazucmp uckyccmea, cmapuwul nperiodasamerb, Eepasulickuli HayuoHasbHbIU
yHusepcumem um. J1.H. l'ymuneesa, 2. AcmaHa, Pecrniybrniuka KazaxcmaH.

AkmyanbHocmb uccredogaHusi 3akrnrvaemcsi 8 Heobxodumocmu obydeHuss cmydeHmo8 meope-
muYecKuM U Mpakmu4yeckUM acrekmam HauyuoHasrbHo20 bpeHOuHea rnocpedcmeoM Co30aHuUsi aMmysiemos,
criocobcmeyowux UHmMeepayuu mpaduyUOHHbIX CUMB0SI08 8 8u3yaribHylo uOeHmu4Hocms obpasosa-
mernbHbIX ydpexdeHull. Llenb uccriedosaHusi — U3y4eHUEe OCHO8 HayuoHalrbHO20 bpeHduHza Ha baze mpa-
OUUUOHHbIX Ka3axCKux CUMB0JI08 U UX NMPpUMeHeHUs1 8 obpaszosamersibHOU npakmuke. 3adayqu uccriedo8aHusi
— 0bocHogaHue posiu mpaduyuoHHOU CUMBOSIUKU 8 (hOPMUPOBaHUU 8uU3yallbHO20 Koda HalUOHaslbHOU
udeHmuUYHOCMU, aHaau3 UHCMUMmMyUuOHaibHO20 Ofblima HauyuoHanbHOo20 6peHOuHaa u pa3pabomka rpak-
MUuKOo-opueHmuposaHHbIXx Modxodo8 K oby4yeHuro HayuoHarnbHoMy 6peHOuHay. Cymb Hay4yHO20 uccriedosa-
HUSI 3aKrrYaemcsi 8 orpedesieHUU moeo, Kak mpaduyUOHHbIE 3MHOKYIbMYypHble 06pa3sbi Mo2ym b6bimb
mpaHcghopMuUpo8aHbl 8 COBPEMEHHbIE 8U3YyalibHble (hopMbl (Ha npumepe amynemos). HayuyHo-npakmu-
yeckasi 3Ha4uMoCcmb Ucc/1ie008aHUSs 3aKIM4Yaemcsi 8 yCmaHo8IeHUU MeXOUCYUNIUHapHbIX cesi3el 8 obyuJe-
HUU meopemuyeckuM U Mpakmu4yecKuM acriekmam HalyuoHasibHo20 bpeHOuHea C UcCnofib308aHUeM amyrie-
mos. Mcrionb308aHbl UCMOPUST MPOUCX0XOEeHUsT CUMBOJIO8, UX UCMOo/b308aHue, cbop 0aHHbIX, aHKemupoesa-
Hue, cmamucmu4yeckue memoodbl. OcHosHoU pe3ynbmam: pa3pabomka u anpobayus memoOuKku oby4eHusi
HayuoHanbHoMy 6peHOUHay Yepe3 co30aHue amMysiemos Ha 0CHO8e mMpPaoUUUOHHbIX Ka3axCKUX CUMBO0J/I08 8
pamkax npedmema «AudeHmuka». LleHHocmb uccriedogeaHusi — 8 0byyYeHUU HayuOHallbHOMY 6peHOuHay
yepe3 Mackomos, 06beduHsIWEMYy meopemuyeckue U rnpakmuyeckue acriekmel. [lony4eHHble pe3ynbma-
mbi uccriedogaHuss Mogym 6bimb UCIMOMb308aHbl 8 Hay4yHOU (Onsi paseumusi meopuu, opPMyIupo8aHusi
Ho8bIX 3HaHUl), nedazoauveckol (8 y4ebHbIx rnpoepammax, Memodukax rpenodasaHusi) u rnpuknadHou (0ns
pelweHUs KOHKpemHbIx 3aday 8 rpakmuke) cghepax dessimesnibHOCMU, Ymo Onuchkigaem meopemu4yecKkyo U
rpakmu4ecKyto 3Ha4uMocme pabomeil.

Knroyesnie cniosa: obyyeHue, 6peHO, marnucmaHbl, Mackom, KynbmypHble UeHHOCMU, momemMu3m,
UMUOX.

Introduction. Brands and their visual symbolic elements, including mascots, play a key role in
shaping the unique identity of companies, territories, and countries. In the national branding system, mascots
act as an effective visual communication tool, fostering an emotional connection with the audience,
increasing loyalty, and raising national image recognition. In a globalized and highly competitive environ-
ment, mascots not only enhance the impact of advertising and image campaigns but also influence the
perception of a country's brand, cultural identity, and the behavior of target audiences.

Despite the active use of mascots in national and territorial branding practices, theoretical and
practical models for teaching the creation and use of mascots, taking into account cultural codes, national
symbols, and visual identity, are underdeveloped in the educational and scientific community. The lack of a
systematic approach to teaching these aspects leads to the fragmented use of mascots, a decrease in their
communicative effectiveness, and a loss of their connection to national values. This contradiction between
the practical relevance of mascots and the insufficient methodological development of educational
approaches constitutes the scientific problem of this study.

The study's hypothesis is that targeted instruction in the theoretical and practical aspects of national
branding using mascots, based on an interdisciplinary approach (design, marketing, and cultural studies),
contributes to the development of students' professional competencies in creating visual-symbolic images
that enhance national identity and the effectiveness of brand communications.

A study of the evolution of branding, the role of mascots, and methods for integrating them into the
educational process substantiates the relevance of this topic and identifies the prospects for using mascots
as a national branding tool in the modern sociocultural and media environment.

Purpose and objectives. The purpose of this study is to analyze the theoretical foundations and
practical aspects of using mascots in branding. The study aims to study the role of mascots in creating and
promoting brands, as well as their impact on the perception and emotions of the target audience. Particular
attention is paid to the historical context and evolution of branding, as well as the significance of mascots in
various fields. Objectives:

» To examine the historical development of branding and highlight the main stages of its evolution,
including the use of mascots as a brand element.

» To study theoretical approaches to branding, including the concepts of unique selling propositions
and emotional branding.

* To analyze the role of mascots, their influence on the audience and their commercial success.

» To evaluate the role of mascots in corporate culture and their influence on brand perception in
different countries and cultures.
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Literature review. The study of the theoretical foundations of branding begins with an analysis of its
historical development. S. N. Sologubov, N. V. Kalenskaya, and M. Lidstrom identify four stages in the
development of branding: from the first brands, which served a primarily informational function, to the
formation of comprehensive brand management systems. The authors note that a qualitatively new stage in
the development of branding began in the 1950s, when brands began to be viewed as carriers of a unique
selling proposition and emotional values. By the end of the 19th century, many well-known brands, such as
Sherbank and Coca-Cola, had been established [1, p.30], demonstrating the long-term evolution of branding
as a socioeconomic and cultural phenomenon.

Scientific studies by Russian and foreign authors examine modern approaches to the use of mascots
in educational institutions and analyze their influence on brand perception among students and teachers [2].
In particular, the role of mascots in increasing student motivation and engagement, as well as in fostering a
positive attitude toward the educational environment, is being studied [3, p.233]. A number of authors have
emphasized the symbolic role of mascots and visual identity design at major sporting events, focusing on
their cultural expression and managerial value. [4]. Mascots are also considered as symbolic images that
influence school spirit, collective identity, and the personal development of students [5, p.56]. Separate
studies are devoted to the psychological impact of mascots, including an analysis of successful international
practices of their use in the branding of educational organizations [6, p.144].

Brands are often associated with mascots, which act as characters personifying nations or cultural
communities. Researchers emphasize that the foundation of a country's brand is not so much a visual sym-
bol as the national identity and image formed by all its citizens [7, p.4]. National identity is viewed as a dyna-
mic process that forms and maintains a shared sense of conscious belonging to a nation-state [8, p.595].

The phenomenon of authenticity, associated with the perception of mascots, is also analyzed in the
scientific literature. The desire for authenticity is defined as consumers' search for marketing and symbolic
offerings that align with their inner values and self-concept. Authenticity is closely linked to identity and
reflects the basic human need for self-expression and fidelity to one's existential nature [9, p.301]. In this
context, a mascot can be not only an image of an animal or a person, but also a fictional character, such as
the mascots of the FIFA World Cup, which have demonstrated high commercial effectiveness.

The practice of using mascots is also widespread in Kazakhstan. For example, the leopard cub Irby
became the symbol of the Asian Winter Games, and for the EXPO-2017 international exhibition, mascots
Saule, Kuat, and Moldir were developed, reflecting the national culture, natural resources, and energy
resources of the country [10, p.5]. These examples demonstrate the desire to integrate elements of national
identity into modern branding.

The works of F. Kotler and K. Keller emphasize the influence of brands and their symbolic elements,
including mascots, on the perception, trust, and purchasing behavior of the audience, confirming the need for
a scientifically grounded approach to their use in marketing and communications strategies. The researchers
also note the role of anthropomorphism-the attribution of human gualities to inanimate objects, animals, or
abstract concepts—as one of the key mechanisms for perceiving mascots. Anthropomorphism allows people
to simplify their perception of a complex world and emotionally engage with symbolic images.

The origins of anthropomorphism can be traced to totemism, where ancient communities associated
themselves with animals or plants, perceiving them as spiritual patrons and protectors. In totemic beliefs,
humans and animals were considered equal elements of the universe, symbolizing their unity with nature. In
philosophical and cultural contexts, a totem can be an animal, a plant, a natural phenomenon, or a
mythological image associated with the life of a social group or an individual.

In Kazakh culture, symbols, including talismans and amulets, have deep historical and sacred roots.
The State Emblem of the Republic of Kazakhstan draws on ancient symbols such as the tamga, which
symbolizes strength, continuity, and the cultural heritage of the Saka era. The emblem's geometry,
particularly the circle and shanyrak, reflects ideas of harmony, unity, and family well-being. Traditional
symbols of the Kazakh people—the sun, the eagle, the yurt, and its elements—have retained their significance
throughout the centuries. The eagle symbolizes freedom and independence, and the yurt embodies the
integrity of the world and man's connection to the cosmos and nature. Totems such as the wolf played the
role of sacred patrons of the Turkic tribes, symbolizing strength, protection, and spiritual unity [11, p.425].

However, an analysis of scholarly sources reveals that most studies are primarily descriptive in nature
and focus on specific aspects of branding or mascot symbolism. Comparative and critical approaches that
allow for identifying differences in the interpretation of the role of mascots in national branding and
systematically comparing the positions of various authors in the context of educational and cultural practices
are insufficient. This circumstance points to the need for a more in-depth analytical understanding of existing
scholarly concepts, which determines the research focus of this paper.

Materials and methods. This study utilizes a combination of theoretical and empirical methods to
provide an interdisciplinary approach to studying national branding and the use of mascots. The theoretical
methods utilized included a review and analysis of specialized scientific literature, as well as methods for
analyzing and synthesizing information.

To study branding and the use of mascots, historical-analytical, comparative, cultural-symbolic,
psychological, content-analytical, and ethnographic methods were used. The historical-analytical method
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allowed us to trace the evolution of branding and mascots from their earliest forms to modern practices,
based on a chronological analysis of the works of researchers such as S. N. Sologubov. The comparative
method was used to compare different approaches to branding, particularly in analyzing the mascots of the
FIFA World Cup and the Asian Games. The cultural-symbolic analysis aimed to identify the reflection of
cultural, mythological, and national characteristics in mascot images, such as the symbolism of the snow
leopard in the Kazakh context. The psychological method allowed us to examine the influence of mascots on
the emotional perception and behavior of the audience, drawing on the concepts of sensory branding
presented in the works of M. Lidstrom. Content analysis was used to evaluate the effectiveness of mascots
in advertising and sports communications through the analysis of visual images, advertising materials, and
media content. The ethnographic method examined mascots as elements of cultural tradition and mythology,
linked to folk beliefs and symbolic practices.

Data analysis methods included classifying mascot types (anthropomorphic images, animals, objects,
fictional characters), analyzing the geographic distribution and temporal dynamics of their use, and conduc-
ting surveys among fans and educational participants to identify preferences in sports and national branding.

The quantitative portion of the study was conducted through a questionnaire survey, which involved N
respondents (pupils and students aged X to Y, as well as teachers and fans). The sample was purposive and
was formed based on age, educational level, and level of involvement in cultural and sporting events. The
ratio of men to women in the sample was approximately X% and Y%, respectively.

Statistical data processing was performed using descriptive statistics, including calculating absolute
and relative frequencies, means, and percentage distributions. Comparative analysis methods, including
ranking and comparison of means, were used to compare group indicators. Survey results were visualized in
tables and charts, allowing for a clear presentation of identified trends and audience preferences.

The study on art history teaching utilized primarily qualitative data collected during classroom ses-
sions, including interviews, teacher observations, and analysis of teaching and methodological documenta-
tion. Quantitative and statistical analysis were used to describe and compare individual variables (frequency
of use of visual symbols, level of student engagement), while qualitative methods allowed for the interpre-
tation and generalization of the quantitative results, revealing their pedagogical and cultural significance.

Results and discussion. The art history class examined different types of mascots, including human
characters, which are the most commonly used. An analysis of over 1,150 mascots revealed that 21% of all
mascots are human, making it the largest category. It was discussed that real-life mascots are effective for
promoting a personal brand, as in the case of Colonel Sanders, the founder of the KFC chain. The use of
superheroes was also addressed, as they can highlight a powerful feature of a product or service, as seen
with Mr. Clean, who symbolizes speed and efficiency in cleaning. Another type of mascot analyzed during
the class was characters made up of objects with human features. This is an appealing choice for companies
that sell products with distinctive shapes. These points were discussed in terms of their artistic expression
and significance within the context of design and marketing.

Animals are the next most popular category. Many brands use animal archetypes to reflect the values
and characteristics of their products. For example, the Jaguar brand associates its cars with strength, grace,
and speed, using the jaguar as a symbol. Tony the Tiger, the breakfast cereal mascot, was chosen for his
energy and strength, which align with how consumers feel after eating. Mascots with direct meaning, such as
the symbols used by the dairy industry, are often animal-based. However, in some cases, like the Geico
mascot, the choice of mascot has no obvious connection to the product. In this case, the gecko was chosen
after marketing research revealed that people often misspelled the brand name.

Choosing a mascot depends on many factors and requires careful consideration. Deciding which type
of mascot to use is not always obvious for every business. Below is a decision tree showing when to use a
mascot and when to avoid it (Figure 1).

i ~
Do you want to promote
yourself as a person? ——[ Mascot person ]
N~ w,

Are you selling a specific product,

which is easy to visualize?
. o
s )

Do you provide a service that could
be related to the subject?

Do you provide a service/product that

can be associated with animals?
>y
~ —[ Mascot animal ]
" ™

Do you need the look of your mascot
to associate it with your brand’'s values?
- ey

Figure 1 — Decision Tree: "How to choose a Mascot" (Compiled by the authors)
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Research shows that people tend to sympathize with characters that share similar moral and ethical
characteristics. The most popular mascots are people (21%), birds (19%), and pets (16%). The least popular
are mythical creatures, aquatic animals, and insects [12, ¢.212].

The popularity of mascots also depends on time trends. For example, in the 1960s and 1970s, aliens
were popular due to Star Wars, and in the 1990s, dinosaurs became popular following the release of
Jurassic Park films.

In Kazakhstan, the revival of national symbols has become an important part of state policy aimed at
strengthening cultural identity. This is expressed in art and folk traditions, such as the state emblem, where
the shanyrak symbolizes the hearth and home, and winged horses and stars represent unity and
sovereignty. These elements are inspired by Saka culture and express the continuity of generations. The
light blue color of the flag symbolizes the unity of the earth and sky.

As part of the study, a survey was conducted among students in Kazakhstan to assess their
perception of national symbols and interest in branding. The questions asked of the participants aimed at
identifying their interest in branding and their perception of national symbols.

The questions were designed to explore the perception of branding and its connection with ethnic and
cultural traditions, as well as to assess the preferences and interests of students. To analyze the data
obtained, key questions were selected, which are presented in Table 1.

Table 1 — Analysis of Responses to Key Questions

Questions Yes No
Do you know why branding elements such as symbols, mascots, or charms are 77,8% 22,2%
used, often reflecting the traditions and culture of the people of Kazakhstan?
How often do you see advertisements using mascots that reflect national 72,2% 27,8%
identity?
Do you pay attention to a mascot if it is associated with national symbols or 50% 50%
cultural motifs?
Which of the suggested options, combining ethnic and modern elements, 70,4% 29,6%
would you prefer?
Is a mascot necessary in a higher education institution if it reflects Kazakhstani 77,8% 22,2%
culture and national identity?

According to the data presented in the table, most respondents are familiar with the purpose of
branding. Regarding the frequency with which they see advertising that uses mascots reflecting national
identity, 154 responses were given: 48.1% said "yes, whenever possible”; 31.5% said "yes, often"; 14.8%
said "only on TV"; and 5.6% said "not interested" (Diagram 1).

@ Yes, if possible

@ Yes, often
Only on TV

@ Not interested

Diagram 1 — Percentage of use of mascots reflecting national identity
(Compiled by the authors)

Another issue is the purchase of paraphernalia. Most responses argue that the price of any souvenir is
too high and not very accessible, and the design of the paraphernalia also plays a role. At the same time,
respondents notice the mascot in pre-match performances, which has a positive effect on the viewers' mood.
When asked whether they believe in omens and whether the mascot brings luck to the team, 46.3% of
respondents answered that they do, 48.1% that they do not, and the remaining 5.6% said that they have not
thought about it (Diagram 2).
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@ They believe
@ They don't believe
Hadn't thought about it.

Diagram 2 — The influence of attributes and mascot on the perception
of viewers (Compiled by the authors)

When asked about their preference for the proposed options, 63% would choose a mascot in the form
of an animal, 33.3% would choose a stylized object, and the remaining 3.7% would choose a person. Thus,
we can agree with the findings of other studies that confirm that animal mascots are one of the most popular
and widely used types. However, is it correct to support the opinion that a person as a mascot is also a
common choice? In the context of branding, the answer is yes, as the results show. In the case of a brand,
yes (Diagram 3).

® Animals
@ Object
Human figure

Diagram 3 — Viewers' preferences by mascot type (Compiled by the authors)

Comparing the obtained results with data from similar studies allows for a more thorough interpre-
tation. The prevalence of animal mascots (63%) identified in this study is consistent with the findings of
international authors who point to the high effectiveness of zoomorphic images in sports branding due to
their archetypal versatility and ability to evoke lasting emotional associations. Similar trends have been
documented in studies examining mascots in North American and European sports leagues, where animal
symbols also predominate over anthropomorphic characters.

At the same time, the obtained data partially diverge from the results of general marketing research,
which considers human mascots to be the most common category. This discrepancy supports the hypothesis
that, in a sports context, audience preferences differ significantly from those for general product and service
branding. This is confirmed by a comparative analysis of the practices of professional sports leagues: the low
representation of human mascots in the Kontinental Hockey League and football championships indicates a
higher demand for symbolic images of animals associated with strength, speed, and endurance.

The survey results also correlate with the findings of studies on the emotional perception of sporting
events. The high percentage of respondents who noted a positive impact of mascots on their mood during
matches (70.4%) confirms data showing that visual and interactive elements of sports shows enhance fan
engagement and create additional event value. However, the relatively low rate of merchandise purchases
indicates a gap between the emotional perception of mascots and their commercial implementation, a
phenomenon previously noted in studies analyzing the impact of design and pricing on consumer behavior.

Of particular interest is the comparison of the obtained results with mascot usage practices in
Kazakhstan and abroad. Unlike countries with developed sports industries, where mascots are an integral
element of a club's marketing strategy, in Kazakhstan this tool is used sparingly and fragmentarily. This
explains the high recognition of certain images, such as the mascot of the Barys hockey club, compared to
the lack of mascots for most national teams. Similar conclusions are presented in studies examining the role
of institutional support and regulation in the marketing activities of sports organizations.
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Thus, a comparison of the empirical data from this study with the results of similar scientific studies
suggests that the effectiveness of a mascot as a brand communication tool is determined not only by its
visual form but also by the degree of integration into the cultural and organizational context of the sports
industry. This confirms the need for a systematic and scientifically based approach to the development and
implementation of mascots in sports organizations.

This is confirmed in the practice of brand creation. For example, the importance of mascots in
branding is recognized at L.N. Gumilyov Eurasian National University. They play a key role in forming the
university's unique image, emphasizing its values and creating associations with its most important projects,
both at the national and international levels. Mascots become symbols of the university and its initiatives,
strengthening its position in the educational sphere.

ENU branding is crucial for attracting students, faculty, and partners, as well as for building trust in the
quality of education. The branding process includes several stages aimed at developing the university's
unique identity.

The first step is to define the university’s mission and values. ENU focuses on training highly qualified
specialists in the context of globalization, studying the Eurasian region, and honoring the name of L.N.
Gumilyov. Its core values include innovations in education, scientific achievements, and openness to
international partnerships.

A key element of branding is the visual identity, including the logo, colors, and fonts. The logo should
combine modernity with historical heritage, symbolizing both the university’s scientific traditions and its
future. Design elements related to Eurasia highlight the uniqueness of the institution.

The university mascot embodies its spirit and connection with the region’s culture, symbolizing
intellectual achievements. It is actively used at events, on social networks, and in marketing campaigns,
promoting community cohesion and attracting attention to the university.

For successful brand promotion, an active online presence is essential. The university’s website,
social networks, and other digital platforms serve as the primary channels of communication with its
audience. The marketing strategy includes various types of content, such as interviews with faculty, scientific
achievements, and online courses, to attract students both from Kazakhstan and abroad.

One of the main aspects of the university’s branding is the development of international partnerships
with foreign universities and research centers. This helps strengthen the university’s reputation and
facilitates the exchange of knowledge, improving the quality of education and research. Active cooperation
with international institutions aids the university’s integration into the global educational network.

University branding goes beyond visual and marketing elements. It also involves shaping a unique
university culture. This includes maintaining high academic standards, developing student initiatives, and
participating in cultural life. The university should be an inclusive community where every student feels
valued and can contribute to the development of the educational and scientific environment.

The university mascot is an important element of its image, contributing to increased brand
recognition. It helps create a bright and memorable face for the institution and is actively used at sports and
cultural events, fostering unity and support. The mascot can also be featured on merchandise (such as plush
toys, T-shirts, and magnets), which makes it popular among students and visitors.

To strengthen the university’s identity and image, mascot sketches have been developed to reflect
these goals and functions (Figures 2-3).

Figure 2 — Sketch of the ENU mascot design. L.N. Gumilyov (Photos by the authors)

Figure 3 — Final version of the ENU mascot. L.N. Gumilyov (Photos by the authors)
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The university mascot was chosen to be a horse, which symbolizes strength, freedom, and respect in
Kazakh culture. This image reflects the spirit of the university, linking it to the traditions of the steppe and the
desire for success. The horse, as a symbol of dynamism and forward movement, perfectly aligns with the
mission of the Eurasian National University. An additional element — a rider, present in the university logo,
emphasizes the mascot's connection to the region's cultural heritage.

The color palette of the mascot includes blue, gold, and white. Blue symbolizes wisdom, knowledge,
and stability, and is also associated with the sky and the endless steppes of Eurasia. This color helps to
enhance the university's competitiveness on the international stage. Gold represents achievement and
prestige, while white signifies purity and openness, reflecting a commitment to innovation and global
knowledge exchange.

The combination of these colors creates a harmonious and appealing visual identity that underscores
the university's role as a cultural and educational center. These colors can be integrated into various brand
elements, including merchandise and the design of university events.

The mascot plays a strategic role in shaping the university’s image, creating a unique identity, and
maintaining a cohesive atmosphere at events. It becomes a source of positive emotions, uniting students,
faculty, and visitors. Its bright and memorable image helps distinguish the institution from others and
strengthens its position in the educational arena.

By appearing on souvenirs such as soft toys, T-shirts, mugs, and badges, the mascot reinforces the
connection between students and alumni and serves as a reminder of student life and belonging to the
university community.

The mascot is also a powerful marketing tool that significantly boosts brand awareness both
domestically and internationally. It can participate in advertising campaigns, exhibitions, and cultural events,
and be part of online sales of university-themed merchandise. The mascot's positive visual image, perceived
well across different cultures, can play an important role in attracting international students and
strengthening the university's global strategy.

The Use of Mascots as Visual Symbols Representing the Values, Identity, and Mission of Educational
Institutions in the Context of National Branding. The utilization of mascots as visual representations embodying
the values, identity, and mission of educational institutions represents a significant trend in contemporary
national branding. Amidst the increasing competition in the educational sector and the need to establish a
consistent visual image for universities, mascots are becoming not only marketing tools but also meaningful
cultural and pedagogical phenomena. This approach is particularly relevant in the training of design specialists,
where visual symbolism and brand communications are considered key professional competencies.

Incorporating mascots into the educational process enables the teaching of both theoretical and
applied aspects of national branding. Within the curriculum for the “Design” discipline, the use of mascot
imagery is appropriately integrated into subjects related to design theory and history, branding, visual
identity, project graphics, and digital media. The mascot is treated as a contemporary visual archetype,
which develops the ideas of traditional symbolism in the context of modern forms of cultural communication.

In the discipline "ldentity" (5th semester, 5 credits), covering the topics of brand identification of
territories, redesign, restyling, tourist identity, promotion tools and methodology for forming a territorial
image, it is advisable to integrate work with the image of a mascot as a modern visual archetype that
develops traditional symbols in the context of current forms of cultural communication [13, c.24]. The course
“Identity” focuses on equipping students with a comprehensive understanding of the processes behind
developing, shaping, and communicating brand identity, including at the territorial and national levels.
Special attention is given to the visual, symbolic, cultural, and emotional dimensions of branding, including
the use of mascots as instruments of emotional and visual identity. The course explores the concepts of
brand identity, brand system structure, external audience perception of territories, as well as participatory
practices involving local communities in the branding process. Mascots are viewed as effective mediators
between the educational institution and its target audience, helping to establish a strong visual presence,
engagement, and loyalty.

The teaching methodology naturally combines theoretical lectures with practice-oriented tasks. The
theoretical component includes the study of academic sources, international case studies, and scientific
concepts of visual branding. The practical component involves creating visual identities and mascots,
developing brand books, digital animations, promotional materials, and presentations. Students develop
branding projects for territories or organizations, which include mascot imagery, stylistic design, merchandise
elements, digital media formats, and strategies for their use in brand communications. An example is the
creation of the "Bear" mascot for the 2014 Sochi Olympic Games. The polar bear was developed as an
image that unites the cultural symbols of Russia — strength, goodwill and natural purity. It was used in official
identity, advertising materials, souvenirs and animated videos, performing a communicative function in the
international tourism and business environment. This case demonstrates how a mascot can convey the
values and image of a territory, influencing rational and emotional channels of perception.

The educational process can hold lectures on the analysis of the typology of visual identity and
methods of mascot formation, the features of their integration into territorial marketing strategies, as well as
consider international examples of mascots used at forums and in B2B communications. Practical tasks can
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include developing a mascot concept for a specific region taking into account its cultural, natural and
historical features, creating a visual image, illustrations and adapting the character to various promotion
channels, including digital media and souvenirs. Students can also conduct sociocultural analysis, organize
focus groups, and test the perception of the image by target audiences. This use of the mascot develops
students' skills in project graphics, storytelling, cultural analysis, and brand management, and also helps to
form sustainable loyalty to the territorial brand among the population and external audience.

The scholarly significance of this approach lies in its exploration of the multi-layered semiotic nature of
mascots, which are closely tied to national culture, mythopoetic imagery, and visual codes. A notable
example is the mascot of L.N. Gumilyov Eurasian National University, designed in the form of a horse. This
symbol reflects values essential to Kazakh culture—strength, freedom, motion, and respect for tradition.
Within the educational context, it acquires additional meaning, allowing students to analyze culturally
embedded visual metaphors and transform them into tools of brand expression.

A practice-based approach to training designers involves incorporating the theme of mascots into the
system of project assignments. Students can develop conceptual representations of mascots, select color palettes
and visual styles, and adapt characters for the digital environment by creating animations, social media stickers,
and web design elements. This also includes the development of souvenir products, event designs featuring
mascots, and the final presentation of a brand image within the institutional positioning of the university.

Thus, teaching the theoretical and practical aspects of national branding through the use of mascots
within design education functions as an effective pedagogical strategy. It enables students not only to
acquire professional skills but also to develop cultural reflection, critical thinking, and the ability to integrate
visual imagery into the framework of national identity. The example of L.N. Gumilyov Eurasian National
University illustrates how a mascot can serve not merely as a decorative visual element but as a deeply
meaningful cultural symbol that unites students, faculty, and the public image of the university.

Conclusion. The integration of mascots into the teaching of national branding enables students to
master theoretical knowledge and apply it in practice by creating visual images that reflect the cultural values
and identity of educational institutions. Mascots become essential tools in shaping public perception, as they
embody the symbolism, significance, and uniqueness of an institution—an aspect especially critical in the
context of global competition in education.

The example of the Eurasian National University demonstrates how a horse-shaped mascot not only
serves as a visual branding element but also carries deep cultural meaning, reflecting the traditions and
values of the Kazakh people. Within the educational process, students are taught to develop mascots, brand
strategies, and related materials, helping them integrate cultural and visual codes into the creation of a
strong and unique university identity.

Hands-on work on mascot projects fosters the development of students’ creative and critical thinking,
as well as their ability to effectively apply acquired knowledge in building successful brands. Mascots
become not only components of visual identity but also vital instruments for establishing connections within
the university community and with external audiences, therefore strengthening its brand at both national and
international levels.
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®UINYECKAA N TEXHUWYECKAS NOANOTOBNEHHOCTb CTYAEHTOK BONEMBEONUCTOK B
KAYECTBE ®AKTOPOB COBEPLUEHCTBOBAHUA CTYOAEHYECKOIO CIMOPTA

CueoxuH U.I1.* — dokmop nedazoauyecKkux HayK, accoyuuposaHHbIl rpogeccop kaghedpbl meopuu u
npakmuku ¢pududeckol Kynbmypbl u criopma, KocmaHalickuli pe2uoHarnbHbIlU yHUgepcumem umeHu Axmem
BatimypcbiHynbi, 2. Kocmanal, Pecriybnuka KazaxcmaH.

bomazapuee T.A. — dokmop nedazozudecKkux Hayk, rnpogheccop kaghedpbl meopuu u MemoduKu
gusuyeckoeo socriumanusi, AKmobUHCKUU peauoHarnbHbIl yHusepcumem umeHu K. XKybaHoea, 2. Akmobe,
Pecnybnuka KazaxcmaH.

Kybueea C.C. — kaHOuGam rnedaz2oau4ecKuUx HayK, accouuuposaHHbIl rpogeccop Kaghedpbl meopuu
u MemoduKku ¢puduyecko2o eocrniumaxus, AKmMIOOUHCKUU peauoHanbHbIl yHusepcumem umeHu K.
)KybaHoea, 2. Akmobe, Pecrniybriuka Kazaxcmar.

TypOanues P.M. — mazucmp nedazoauyeckux Hayk, npedcedamesib criopmueHozo Kryba, 3anadHo-
KasaxcmaHckul aspapHO-mexHudeckul yHueepcumem umeHu >XaHaup-XaHa, e. Yparnbck, Pecnybnuka
Kasaxcman.

AkmyarnbHocmb uccriedogaHusi cesisaHa C UMERWUMUCS npobremamu 8 cmydeHYecKoM criopme
(HedocmamouyHoe yderneHue eHUMaHUsi adMuHUCMpayuu 8y308 eorpocam criopma, HeadekeamHasi ¢hu3u-
yeckasl U mexHu4eckasi 20mosHocmbs cmydeHmoes u m.r.). KoHe4yHou uenbio uccriedosaHusi bbirio aKcrnepu-
MeHmarnsHoe dokazameribcmgo Memoduyeckux nodxodos o rno8bILEHUK YPOBHS hU3UYEeCKOU U mexHU-
yeckol 2omosHocmu Oesgywiek cbopHol KomaHObI no eonelibony. [na ee peweHusi Mbl onbIManuch
0603Ha4YumMb GOMUHUPYOWUE B0MpOChl 8 pa3sumuu CroOPmMUBHbLIX HaebIKo8 y CcmyO0eHmos; 8bis8umb
cmereHb hu3uYeckoll U mexHu4eckol 2omoeHOCmU 80/1eliboIUCMOK, a makxe C8si3b KOPPessiyUOHHO20
murna mex0y HuUMuU. Ha ocHoge amux pe3yrnbmamos rnpedroxeHa memoduKka yry4dlweHuss gusudeckol u
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