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ABSTRACT

The article is devoted to studying the promotion of university educational services in the digital environment and
developing recommendations for increasing the effectiveness of this area of their marketing activities. A review of
the literature and the use of general and unique methods of scientific cognition made it possible to clarify the role of
Internet tools in the communication patterns of a modern university and determine groups of external and internal
target audiences. It has been established that the primary means of university digital media communication are the
website and social networks. An analysis of the digital profiles of universities on websites made it possible to identify
shortcomings related to both the content and the technical side: problems with updating and duplicating information,
non-compliance with the sequence of stages of the sales funnel, restrictions on access to information, difficulty in
navigation, and lack of mobile versions. Audit and content analysis of university social networks were conducted using
guantitative and qualitative indicators. Quantitative analysis revealed the most significant demand for such platforms
as Instagram and Facebook. The quality of using social networks as promotion tools is reduced due to the lack of
corporate identity and poor consideration of the interests and needs of the target audience. The authors compiled
SWOT-analysis of strengths and weaknesses, opportunities and threats of Internet resources of Kazakhstan universi-
ties and proposed stages, structure and content of the strategy for promoting university educational services in the

digital environment.
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’Kofapbl OKYy OpHbIHbIH, 6iam  6epyKbiameTTepiH
inrepinetryae XKeninik  Kypangapabl navpanaHyabl
Tangay

KoHonbaHoBa IN-A.?, baiikeHos XK.E.>*, Mam6eTtka3sues A.E.?, Myxamb6etosa 3.C.”

@ KazakcmaH-AMmepukaHObIK epkiH yHusepcumemi, kew. lopekuli 76, 070000, ©ckemeH, KazakcmaH;
b C. Celigpynnun amsiHdarel Ka3ak azpomexHukansiK yHusepcumemi KeAK, daH. Medic 62, 010011,
AcmaHa, KazakcmaH

[aiiekces ywiH: KoHonbaHoBa I.A., balikeHoB X.E., MambeTka3nes A.E. MyxambeTtosa 3.C. (2023). *ofapbl OKy
OpPHbIHbIH, 6inM 6epyKbI3MeTTepiH inrepineTyae xeninik Kypangapasl nakaanaHyabl Tangay. JKOHOMUKA: cTpaTerusa
YaHe npaKTuKa, 18(2), 107-122, https://doi.org/10.51176/1997-9967-2023-2-107-122

TYUIH

MaKana »ofapbl OKYy OpbIHAAPbIHbIH, 6iniMm 6epy Kbl3MeTTepiH undpabiK opTafa inrepinetyai seprreyre KaHe
ONapAblH, MAPKETUHITIK KbI3METiHiH, OCbl 6afbITbIHbIH, TUIMAINITIH apTTbipy OOMbIHLIA YCbIHBICTAP *Kacayfa apHa/ifaH.
oaebuveTtepre WOy XoHE fblbIMU TaHbIMHbIH, Xa/iNbl }KoHE apHaWbl SA4iCTEPiH KONAAHY Kasipri YHUBEPCUTETTIH,
KOMMYHWKALMACBIHAAFbI KENiNIK KypangapablH, peniH HaKTbllayfa, CbIPTKbl *KHE ilKi MaKcaTTbl ayautopus
TONTapblH aHbIKTayFa MYMKIHAIK 6epai. YHUBEPCUTETTIH, LMPAbIK MeaNaKOMMYHUKALMACLIHbIH, HETi3ri Kypangapbl
web-caiT }aHe aneyMmeTTiK eninep 60nbin TabbliaTbiHbI aHbIKTaNAbl- Be6-calTTapaarbl }ofapbl OKY OpbIHAAPbIHbIH,
CaHAblK,  6OeliHiH Tangay MasMyHblHa 43, TEXHUKAMbIK *KafblHA A3 6alNaHbICTbl KeMLWINikTepai: aknapaTTbl
©3EKTEHAipY aHe KalTanay npobiemanapbl, CaTy LYHKbIPbIHbIH, KE3EHAEPIHIH, PETTiNiriH cakTamay, aknapaTKka Ko
JKETKi3yAi LWeKTey, HaBUraumaHbIH KypAeniniri, Mobuabai HyCKaHblH 60/1MayblH aHbIKTayfa MyMKIHAIK 6epai. ofapbl
OKY OpPbIHAAPbIHbIH, SN1EYMETTIK KenifepiHe ayAuT KoHe KOHTEHT-TaNAay CaHAbIK YKoHEe canasblK MHAMKATOP/Iap
6oMbIHLLA *Ky3ere acbipblngbl- CaHAbIK Tanaay Instagram xaHe Facebook cuakTbl nnatdopmanapra yKeH CypaHbICTbI
KepCeTTi. ONIeYMETTIK Keninepai *KbUKbITY Kypasabl peTiHge manganaHy canacbl 6peHATiH, 6onmaybiMeH KaHe
MaKCaTTbl ayAUTOPUAHBIH, MyAAenepi MeH KaXKeTTiNIKTEPIH eckepMeyMeH TeMeHaenai. Ka3aKkCTaHHbIH, }KOFapbl OKY
OpPbIHAAPbIHbIH, UHTEPHET-PECYPCTAaPbIHbIH, KYLUTI }K9HE 9/1Ci3 }KaKTapblH, MYMKIHAIKTEPi MeH KayinTepiH SWOT - Tangay
MaTpuLAChl *Kacangbl. Hofapbl OKY OPHbIHbIH, 6iniM 6epy KbiameTTepiH UMb pabIK 0pTafa inrepineTy CTpaTermacbiHbIH,
Ke3eHaepi, KYpbl/ibIMbl MEH Ma3MyHbl YCbIHbIAAbI-

TYWIH CO3[EP: mapKeTuHr, inrepinety, KbI3MeT KOpCeTy, MaKCaTTbl ayAUTOPUs, CaitT, SNEYMETTIK e, cTpaTerus
MYOOENEP KAKTbIFbICbI: asTopnap myaaenep KakTblFbICbIHbIH }KOKTbIFbIH ManiMaenai.

KAPbIJIAHODbIPY: 3epTTey aemeywwinikcis »yprisingi (MeHwWikTi pecypcrap).

Makana Tapuxbl:

Pepakumara TycTi 16 aknaH 2023

apuanay Typanbl wewim Kabbingangpl 21 cayip 2023
Kapuanangbl 30 mayceim 2023

* Xat-xabapuwbi aBTopbl: baikeHoB ¥.E. — PhD, KasaKkcTaH-AMmepuKaHAObIK ePKiH YHUBEPCUTETI, Koww. FopbKuii 76,
070000, 6¢ckemeH, KasakcraH, 87051490469, email: zhas86kz@gmail.com
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AHanAn3 UCNONb30BaHUA CETEBbIX WHCTPYMEHTOB B
npoAaBu*XeHumn obpasoBaTtesibHbIX YCAYr By3a

KoHonbaHoBa IN-A.?, baiikeHos X.E.>*, MambeTKa3ues A.E.?, MyxambeTosa 3.C.°
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Ona untuposaHua: KoHonbAaHoBa I.A., baitkeHoB X.E., MambeTkasunes A.E., Myxambetosa 3.C. (2023). AHanu3
MCNO/Ib30BaHUA CETEBbIX MHCTPYMEHTOB B NPOABUNKEHUM 06pa3oBaTeNbHbIX YCAYT By3a. DKOHOMMUKA: CTpaTerns u
npaktuka, 18(2), 107-122, https://doi.org/10.51176/1997-9967-2023-2-107-122

AHHOTALMUA

CTaTba MoCBALLEHA UCCNEA0BaHMIO NPOABUKEHNA 0bpa3oBaTeNbHbIX YCAYT BY30B B LiMdPOBOW cpeae M BbipaboTke
peKoMeHAaLMi Mo yBeandeHnto 3pPeKTUBHOCTM AaHHOTO HAMPaBAEHUA UX MAPKETUHIOBOM AeATenbHocTM. O630p
MTEPATYPbl U NPUMEHEHME OBLLMX U cneLManbHbIX METOLOB HAy4YHOrO MO3HAHMA MO3BOIUAN YTOYHWUTHL POJb
CETEBbIX MHCTPYMEHTOB B KOMMYHWKALMM COBPEMEHHOTO BY3a, OMPeAenuTb rpymnnbl BHELWHEN M BHYTPEHHEM
LeneBoi ayautopmmn. YCTaHOB/IEHO, YTO OCHOBHbLIMW CPEeACTBAMM LMPPOBOIM MeAMAKOMMYHUKaLMK By3a ABAAIOTCA
web-caiiT 1 coupanbHble ceTn. AHanu3 LMPpPoBoro Npoduaa By3oB Ha Web-caiiTax No3BOIMA BbIABUTb HEAOCTATKMK,
CBAI3aHHbIE KaK C KOHTEHTOM, TaK M TEXHMYECKOW CTOPOHOM: Mpobsiembl C aKTyanusaumen u aybavpoBaHUEM
MHPOpMaLMK, HecobaloaeHWe Noc/ienoBaTeNbHOCTM 3TaMoOB BOPOHKM MNPOAAK, OrpaHUYeHus p[ocTyna K
MHGOPMALIMU, CNOMNKHOCTb HaBUraLuW, OTCYTCTBME MOOWILHON BepcuW. AyAUT U KOHTEHT-aHa/IM3 COLMANbHbIX
ceTell BY30B OCYLLECTBAANCA MO KOJMYECTBEHHbIM W KayecTBEHHbIM WMHAMKaTOpam. KonuuyecTBEHHbIM aHanus
noKasan Hambosblwyo BoCcTpeboBaHHOCTb TakMX MAaTdopm Kak Instagram m Facebook. KauectBo Mcnonb3oBaHMs
COLMaNbHbIX CETEN KaK MHCTPYMEHTOB NPOABUMKEHUA CHUXKAETCA OTCYTCTBUEM GUPMEHHOTO CTUAA U C1aBbIM YY4ETOM
MHTEpecoB M noTpebHocTen Lenesoi aygutopum. CoctaBneHa matpuua SWOT-aHanmn3a CUAbHbIX U CNabbiX CTOPOH,
BO3MOKHOCTEN U yrpo3 MHTEepHeT - pecypcoB By30B KasaxcTaHa. lMpeasioxKeHbl 3Tanbl, CTPYKTypa U CoAeprKaHue

CTpaTerMm NpoAsu»KeHUa obpasoBaTesibHbIX YCAYT By3a B LMdpoBoii cpese.
KJTKOYEBBIE C/TOBA: mapKeTuHT, npoaBuXeHue, yCayra, Lenesan ayauTtopus, caiT, coumnanbHas ceTb, cTpaTerns
KOH®JIMKT UHTEPECOB: aBTOpbI 3aABAAIOT 06 OTCYTCTBUMN KOHGANKTA MHTEPECOB.
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Introduction

Digitalization of many spheres of life in
modern society has determined the trend for
developing the digital architecture of Kazakhs-
tani universities. “The concept of development
of higher education and science of the Republic
of Kazakhstan for 2023-2029” defines digital
transformation as one of the main conditions for
increasing the competitiveness of the university
(“The concept of development of higher education
and science of the Republic of Kazakhstan for
2023-2029”). Transformation into a digital
university involves creating a flexible learning
environment:  educational  platforms, LMS
university management systems, virtual labo-
ratories, the development of massive online
courses, and digital libraries. However, using
digital technologies in all other university activi-
ties, including promoting educational services in
the market, is no less critical.

Traditional methods of promoting services
by universities are advertising, publications
in the media, sales promotion, participation in
national and international educational exhibi-
tions, and offline meetings with potential appli-
cants. Discussions with potential applicants are
career-oriented in nature and are held in various
formats: career guidance visits schools, Univer-
sity Open Days, organization of the work of
specialized university classes in schools, “Vacations
with benefit” projects based on universities, etc.

Digital marketing is the promotion of goods
and services using the Internet as the primary
intermediary in communication with the consumer.
The increasing use of the Internet in promoting
educational services is explained by the fact that
the average monthly Internet coverage in
Kazakhstan is 98.8%. A sociological study on
measuring mobile Internet audiences in Kazakh-
stan (Web Index 100000+ Mobile) was conducted
by TNS Central Asia in 2022. At the same time,
in the profile of the Internet audience, users aged
15-34, who make up the potential university
target audience, account for 48.6%. Promotion of
goods and services by universities is implemented
in the following main areas: optimization of
websites for search engines (SEO-Search Engine
Optimization), promotion in social networks
(SMM-Social Media Marketing) and marketing
in search engines (SEM-Search Engine Marketing).

The first two directions received the
most significant development in Kazakhstani
universities due to their advantages such as large
coverage, lack of time and territorial restrictions
in communication with the consumer (which is

important in attracting international students),
and low level of funding. The ultimate goal of
digital marketing is promoting the university
brand, which such indicators can verify as an
increase in the number of applicants, an increase
in sales of university services, an increase in the
level of loyalty, and feedback from educational
service consumers.

At the same time, the success of university
marketing in the digital environment depends on
the correctness of the promotion strategy, which
is essential in the highly competitive market of
higher education in Kazakhstan. Properly designed
university promotion programs using digital
communication tools will allow the university
to increase the potential pool of applicants and
expand all other areas of its activity. In this
regard, analysing the marketing promotion
of wuniversities in Kazakhstan in the digital
environment and the ways of its development is a
new research task with a practical focus.

The scientific significance of the study lies
in the fact that the proposed new approaches to
university marketing in the digital environment
will contribute to the development of a positive
image and presentation of the competitive
advantages of Kazakhstani universities both in
the national and international educational markets.

The research aims to develop recommen-
dations regarding the structure and content of the
marketing strategy for promoting the university’s
educational services in the digital environment.

Literature review

The issue of promoting universities in the
digital environment is interdisciplinary. This
is because the study of this area of university
activity lies not only in the marketing plane, but
is also associated with information technology.
In addition, due to the specifics and social
significance of educational services as an object
of marketing, the philosophical basis of the
issue is also of considerable importance. In this
regard, the theoretical basis of the study is quite
multidirectional.

The basic concepts, functions and marketing
methods are well described in foreign and domes-
tic scientific and educational literature. In recent
years, a sufficient number of works devoted
directly to Internet marketing have also appeared.
They mainly deal with general issues of the
features and role of Internet marketing,
methodological —approaches and promotion
tools, and increasing sales efficiency in Internet
marketing.
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Several Russian authors devote their works
directly to media communication in the youth
environment and higher education system.
Kulikova (2020) carried out a literature review of
the concept of “digital marketing”, investigated
its goals, objectives and ways of their realization.
Analysing various approaches to defining the
essence of the concept of “digital marketing”,
the author demonstrates not only a variety of
interpretations of this concept but also often a
limited approach to it, basically, as to advertising
on the Internet. The author emphasizes the
importance of a clear definition of the target
audience and the professional choice of informa-
tion and methods of its delivery. Accordingly,
Internet marketing is a company’s digital strategy
to promote a product or a service.

Gureyeva (2021) notes the need for univer-
sities to use all available means of media
communication in the face of tough competition
in the academic environment. At the same time,
the emphasis is made on the characteristics of
the university’s target audiences, which are
mainly young people. It is noted that, despite the
importance of using social networks in interac-
tion with the target audience due to the synergistic
effect, the universities mainly work in this direc-
tion haphazardly and intuitively, without having a
necessary promotion strategy.

The importance of choosing the leading
platform for promoting university educational
services in social networks with consideration
of the needs and wants of the target audience is
also indicated by Korchagova (2019). At the
same time, the emphasis is on the need for active
interaction with the audience in social networks
to determine adequate approaches to developing
the university’s communication policy. The work
of Karpova, Shulga and Rudnikova is devoted
to the methodology of calculating university
ranking (Karpova et al., 2015). Medvedeva and
Vodaturskaya consider approaches to evaluating
the effectiveness of promoting university
educational services on various platforms in social
networks (Medvedeva & Vodaturskaya, 2013).

The active export activity of modern
universities in the context of globalization aimed
at attracting international students also places
unique demands on digital marketing channels
and tools. Moskovkin and Yavey point out the
need not only for the university to have a website
in a foreign language but also the importance
of having foreign-language accounts on social
networks (Moskovkin & Yavey, 2019). To manage
the university’s reputation on the Internet, a

strategic program should be developed to ensure
the interconnection of sites and social networks
and promote the university’s online courses.
According to the authors, the relationship of
sites and social networks can be carried out
using the Seolit tool, which, by setting up RSS,
provides auto-posting of information from the
site to the appropriate social networks.

The problems of promoting services through
Internet marketing in Kazakhstan are considered
by Nasakayeva (Nassakayeva, 2021). Kazakh-
stan researchers Zarubina, Zarubin and Vassil-
chuk explore the issues of promoting univer-
sity educational services in the context of
digitalization, mainly through websites (Zarubina
et al., 2022). Thus, there need to be more domestic
studies in the field of universities using the entire
range of online tools for promoting educational
services. Mostly, they focus on general issues
of internet marketing and the use of official
websites as a means of media communication.
The research results presented in this article fill
this gap and consider university marketing in
the digital space as a whole, including the use of
social networks. They also justify the need for and
provide recommendations on developing a unified
strategy for promoting educational services in the
digital environment.

Research Methodology
As the main methodological approaches to
the analysis of the state and trends of digital
marketing of educational services of Kazakh-
stani universities in general and their use of SMM
in particular, available research methods were
used, first of all, analysis and synthesis.

The review of the depth of development of
the research topic was carried out using the
method of retrospective literary analysis. The
analysis of the place and role of digital marke-
ting in the promotion of educational services of
modern universities was carried out using the
methods of system analysis, statistical analysis
and web analytics of the use of the site and social
networks in the system of media communications
and service promotion.

The empirical foundation of the study was
formed based on an audit and content analysis
of official university websites in Kazakhstan, as
well as available information about social networks
the universities use in their activities.

In order to assess the digital image of the
university, a comparative analysis of the official
websites of Kazakhstani universities was carried
out. Social networks were analysed against
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quantitative and qualitative indicators: the number
of subscribers, engagement, design, relevance and
quality of content.

Also, the analysis and evaluation of digital
marketing in the higher education system were
carried out using the method of non-formalized
study of documents from several universities in
Kazakhstan. The analysis of the place and role of
social networks in the motivation for choosing an
educational institution was carried out with the
help of a selective survey of the 1st year students
of the Kazakh-American Free University.

Results and discussion

The main types of Internet media
communication tools of Kazakhstani universities
in the digital environment are shown in Figure
1. They are the official website, social networks
and platforms that offer their own massive open
online courses (MOOQOC:s).

The target audience of digital media
communication promotion of university services
consists of external and internal information
consumers, as shown in Figure 2.

Official website

Digital means of
promotion of

Social networks

university services

MOOC platform

Figure 1 - The main tools of the university media communication

Note: compiled by authors

External

target audience

Applicants

Employers
State organizarions
Accreditation agencies
Rnking agencies, associations
Academic and research community

Other stakeholders

Internal

target audience

Faculty

Figure 2 - Groups of the university’s target audience in network communication channels

Note: compiled by authors
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As of the beginning of 2023, according to
the data of the Ministry of Science and Higher
Education of the Republic of Kazakhstan, there
are 120 universities in the country, which train
more than 623 thousand students and employ
36,378 faculty members (MSHE RK, 2023). All
universities have official websites. Until 2018, the
structure and content of the website were regulated
by the requirements of the authorized body for

university Internet resources. These requirements
have become invalid with the provision of
academic freedom to universities in Kazakhstan.
Universities independently develop the design,
structure and content of their official websites.
However, some legal documents provide for the
mandatory placement of specific information on
the official university Internet resource (see Table

).

Table 1 - Requirements of regulatory legal acts of the Republic of Kazakhstan for information that is mandatory
for posting on the official university website

Legal act

Information required to be posted on the official uni-
versity website

Standard Regulations for the Operation of Organiza-
tions of Higher and (or) Postgraduate Education No.
595 as of October 30, 2018

Information on the suspension, revocation and deprivation of
the university license for educational activities

List of graduates with the names of educational programs they
graduated from and the numbers of their diplomas

The leading indicators of the university’s financial and eco-
nomic activities for the reporting year

Standard Regulations for admission to study in edu-
cational organizations of Higher and (or) Postgradu-
ate Education No. 600 as of October 31, 2018

Essay topics and entry examination questions for PhD program
applicants

Rules for the distribution of places in dormitories
of educational institutions No. 66 as of January 22,
2016

Information about the availability of vacant places in the uni-
versity dormitory

Rules for awarding educational grants to pay for
higher or postgraduate education with the award of a
“bachelor” or “master” degree No. 58 as of January
23,2008

Call for grant applications indicating the number of vacant ed-
ucational grants.

Data of applicants for vacant grants indicating their GPA by
program, year of study and groups of educational programs

List of vacant educational grants released in the process of ob-
taining higher and postgraduate education

Education Quality Assurance Manual

Information about the university’s operation, including details
about offered educational programs

The results of the survey of faculty and staff

Note: compiled by authors

The target website audience is the widest of
all digital channels for promoting university
services and is represented by all groups of
information consumers. Overall, functioning
as communication channels, websites provide
information about university activities to all
interested groups of people. The means of getting
feedback mainly include the university rector’s
blog, direct emails, WhatsApp, Pop-Up windows.

An analysis of the websites of Kazakh-
stani universities revealed that they have an
identical structure in most cases. The information
on the sites is mainly structured into the
following sections: the main page with a news
feed and announcements, information about

Okonomuxa: cmpamezun u npakmuxa. T. 18, Ne 2, 2023 / Economics: the Strategy and Practice. Vol. 18, No 2, 2023

the university, education programs, admission,
research, international cooperation, and student
life. The content is also quite similar. The most
significant amount of information is devoted to
academic issues related to the organization of
the educational process and the conditions for
university admission. The differences relate to
the site’s design, navigation, and presentation in
foreign languages.

The Kazakh accreditation agency IQAA
(Independent Agency for Quality Assurance in
Education) ranks university websites every year.
The ranking methodology involves assigning
points according to the following criteria: website
size (number of web pages); content (number of
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documents); website update; design and ease
of navigation; presentation of information in
Kazakh, Russian, English and other languages, the
number of visits, the number of links to the site;
site speed. The maximum possible score is 100
(IQAA, 2022).

In 2022, IQAA ranked the websites of
99 universities: 38 multidisciplinary universities;
23 technical universities; 21 humanitarian and
economic universities; 8 medical universities;
5 pedagogical universities and four arts univer-
sities. Table 2 shows the universities that were
placed in the top-three positions in the ranking by
groups of universities.

Table 2 - Kazakhstani university’s website ranking according to IQAA

o Position 1 Position 2 Position 3
Groups of universities University Score University Score University Score
Multidisciplinary Nazarbayev 100 | Al-Farabi 98,78 |L. Gumilyov 89,14
universities University KazNU Eurasian National
University
Technical universities |D. Serikbayev 86,8 |Satpayev 86,78 A. Saginov 82,99
EKTU University KarTU
Arts and Economics | KIMEP 81,42 | Almaty 72,34 | Turan University 69,05
universities University Management
University
Medical universities | Asfendiyarov 95,81 |Semei Medical 67,21 |Kazakh-Russian 66,52
KazNMU University Medical university
Teacher-training Abai KazNPU 72,61 |KazNPU 68,52 |Pavlodar teacher 56,59
universities training university
Arts Kazakh National 70,4 |Kazakh National | 64,96 |T. Zhurgenov 62,14
University of Arts Academy of Kazakh National
Choreography Academy of Arts
Note — Compiled from IQAA (2022)
Among the world rankings, the most systems Scopus and Google Scholar. In 2022,

authoritative university website ranking is the
Webometrics Ranking of World Universities.
The representation of Kazakh universities in
global rankings is not only a trend in universities’
international activities, contributing to deeper
integration into the global educational space, but
also an essential factor in improving the quality
and competitiveness of educational services.
The motivation to enter the ranking encourages
universities to seriously work on improving their
performance. It is no coincidence that the number
of universities included in QS-WUR ranking is a
target indicator for the training of highly qualified
personnel for the “knowledge economy” per the
“Concept for the Development of Education for
2022-2026".

The Webometrics Ranking of World
Universities is held every six months. It is based
on a composite indicator of the demand for
the university’s website and university faculty
publications in the international scientometric

132 Kazakh universities were included into this
ranking (Webometrics, 2022). The TOP-3 of
the best, according to Webometrics Ranking of
World Universities — 2022, included the websites
of Nazarbayev University, al-Farabi KazNU and
L. Gumilyov ENU, which coincides with the
results of the IQAA ranking of university websites.

At the same time, the analysis of the
websites of Kazakhstani universities from the
standpoint of their assessment as a tool for
promoting educational services showed the
following shortcomings that reduce the quality of
the digital brand of the university:

1. The information provided on the website is
only sometimes updated.

2. There is quite often a duplication of
information in the “Programs” and “Admission /
Applicants” sections

3. The website section dedicated to
applicants often contains information mainly
related to the conditions and rules of admission.
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It is aimed at those who have already decided to
apply. Usually, this section needs more informa-
tion on educational programs and opportunities
associated with training in these programs. Thus,
this section serves only to complete the tasks of
the first stage of the reverse marketing funnel - the
“desire” stage with the immediate transition to the
“action” stage. The “awareness” and “interest”
steps are skipped.

4.  Several universities have parts of the
information on their website closed to external
users; access to it is possible only with a login
and password.

5.  Website navigation is only sometimes
convenient and intuitive.

6. Not all universities have a mobile
version of their websites, which reduces the
number of site visits, as the number of gadget
(smartphone, tablet) users is constantly growing,
especially among young people.

7.  There is a noticeable decrease in the
number of materials presented on the website in
the spring and summer periods. This is due to
the cycles of university academic activity with
examination sessions and the final assessments
in spring and vocations in summer. At the same
time, during this period, the number of visits
to the website by potential applicants and their
parents is growing. Consequently, universities
need to look for occasions to post information
and forms of communication on issues of interest
with this target audience in spring and summer.

Another means of digital promotion of the
university, which underlies the marketing strategy
of most modern universities, is SMM, promotion
in social networks. The concept of SMM is
defined differently by scientists and practitioners
in the field of marketing. Of all the variety of
interpretations, the most complete concerning
promoting educational services in social networks
is the definition of Kaplan (Kaplan, 2015).
The author characterizes social media as an
Internet application based on the ideological or
technological basis of Web 2.0, which allows
participants to create content and share it.

The didactic features of social networks as
a tool for the marketing promotion of educatio-
nal services are quite accurately determined by
Buturlin, Ozhegova and Lomovtseva (Buturlin
et al., 2018). The main components of social net-
works are as follows:

1. Information resources;

2. Variety of forms of communication:
comments, direct messages, forums, polls, voting,
likes;

3. Wide demonstration possibilities;

4. Intuitively clear and familiar com-
munication environment for the target audience.

5. Possibility of joint planning and content
posting.

To the above mentioned, you can add a wide
coverage of the target audience, efficiency, low
cost of promotion and the possibility of using
targeted advertising.

A retrospective review shows that the use
of social networks as a tool for marketing
promotion of services by Kazakhstani univer-
sities is relatively recent and coincides with
the stages of development of social networks
themselves. In 2003-2004, Facebook and
Linkedin started growing; in 2006 the Russian
social network site VKontakte appeared, in 2010
- Instagram, in 2013 - Telegram. However, in the
beginning, universities’ use of social networks
was limited and unsystematic, and only in the last
five years can we talk about SMM as a system
direction of marketing activities of Kazakhstani
universities.

The analysis of the ways the universities use
social networks was carried out on the basis of
links provided on university websites. For several
universities, access to websites and tracking links
to social networks turned out to be impossible,
despite the presence of a link to the official
website on the eGov.kz portal. As a result,
76 universities were analyzed as of January
10, 2023. The representation of Kazakhstani
universities in social networks is shown in Table 3.

Table 3 - Representation of Kazakhstan universities
in social networks

Social network | Number of Kazakhstani universi-

ties that have a link to the social
network on their website

Instagram 68

Facebook 70

YouTube 60

Telegram 19

Twitter 21

Tik-Tok 8

LinkedIn 5

VKontakte 42

Odnoklassniki 6

(Classmates)

Moi Mir (My 1

World)

Note: compiled by the authors

According to the results of the audit, it can
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be stated that the web pages of most universities
on the social networks VKontakte, Odnoklas-
sniki, Twitter, and YouTube contain information
that has not been updated for a long time and is
not actively used. This suggests that the mainte-
nance of these web pages is not a priority in the
media communication channels of the university.

At the same time, Telegram channels,
Telegram chatbots and Tik-Tok pages, despite
their small number, are a new, dynamically
growing and promising direction in the structure
of the university’s social networks.

The most popular in terms of the number of
subscribers and update activity are the university
pages in Instagram and Facebook. In this regard,
we will focus on analysing the promotion of
university educational services in these networks.

Due to the novelty of the practice of using
social networks by universities as a professional
marketing tool, there are practically no proven
and reliable methods for analyzing and evaluating
the effectiveness of this activity. Nevertheless, as
in any kind of activity, certain quantitative and
qualitative indicators can be used to evaluate

the university’s social networks as tools for
market promotion of services.

Quantitative indicators are indicators of
statistics and analytics by pages (coverage,
number and dynamics of subscribers, geography,
demographics, referral sources, etc.), which can
be embedded in social networks or generated
using special digital services. But often such data
is available only to page administrators. Therefore,
as a quantitative indicator for analysis, we will
take the number of subscribers as this indicator is
available in the public domain.

The design of the page, the focus of the
content on the target audience, and the relevance
and quality of the information provided can be
considered qualitative indicators.

The number of university Instagram account
subscribers far exceeds the number of Facebook
and other social networks subscribers. In addition,
many universities, besides having a university
account also have accounts of structural units in
this social network. Table 4 shows 10 universities
with the largest number of followers on Instagram.

Table 4 - Top 10 universities in Kazakhstan by the number of subscribers in Instagram

University Number of university
Instagram subscribers (thous.)

Narikbayev KazGUU University 70,1
Suleyman Dimerel University 56,6
Nazarbayev University 49,6
S.D.Asfendiyarov Kazakh national medical University 32

L.N. Gumilyov Eurasian National University 29

Al-Farabi Kazakh National University 28,9
Satpayev University 28,6
University of International Business 27,2
Daukeyev Almaty University of Power Engineering and Telecommunications 24,8
Narxoz University 21,9

Note: compiled by the authors

An audit of the university’s digital brand
design revealed a fairly common difference in
visual identity on different digital platforms. The
university websites and different social network
pages use different color schemes and fonts; some
of them are lacking a university logo. The reason
for this may be that the platforms are maintained
by different employees and the university does
not have a common promotion strategy in the
digital environment, or at least a regulation
where the requirements for corporate identity
would be defined.

Unlike websites that are aimed at almost all
target audience groups, different social networks
have different target audiences. This is due to
the peculiarities of the content being posted.
Thus, Instagram accounts are focused primarily
on posting visually attractive photos and video
materials; it provides possibilities to create
stories, arrange live broadcasts, contests, votes,

etc. In this regard, the target audience of
Instagram is mainly young people, that is, students
and potential applicants.
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Facebook hosts mainly text and graphics.
Facebook users for business communication are
primarily teachers, university partners and other
representatives of the academic and scientific
environment. Consequently, rules and require-
ments for posting content on social networks
should differ.

This leads to the following conclusion
regarding the content of the university social
networks and its quality. Content analysis
showed that social networks often contain mainly
information on news and achievements. Often
there is duplication of this information on the
university website and university pages on social
networks, as well as auto-posting of content
from Instagram to Facebook. This is usually not
a concise text written in academic language. This
explains low engagement rates as a reaction to
the relevance and quality of the content. That is,
there needs to be a reference to the target audience
of this particular type of social network and an
understanding of its needs and preferences. Most
likely, this is also a consequence of the univer-
sity’s lack of a marketing strategy for promotion
in the digital space.

The modern university content policy in
the digital communication environment should
be reoriented from a focus on brand advertising
to a focus on the user. Cross-media digital
marketing, when identical content is posted on
different platforms, can lead to the fact that the
user eventually chooses only one channel for
obtaining information, reducing the volume of

communication and loyalty to its brand. Transmedia
content is essential, as social networks allow
interaction with the target audience actively. As
a result, some target audience groups can transfer
into other groups: schoolchildren into potential
applicants, potential applicants into students, etc.
Universities need to move from undifferentiated
marketing to concentrated marketing when a
separate digital path is developed for each target
audience group.

Nevertheless, there are also examples of
such a strategy: more and more universities
begin to communicate in the language of youth
on their Instagram pages, posting a variety of
information related not only to education but
also to other spheres of student life in a format
that is understandable and attractive to young
people. And in this area, TikTok, the most
popular social network among young people, has
excellent prospects. The Ministry of Science and
Higher Education of the Republic of Kazakh-
stan encourages universities to post educational
and expert content on this platform and advises to
involve students in this activity.

In order to clarify the role of Internet
resources in deciding applicants when choosing
a university, within the framework of this study,
a survey of 1%-year students of the Kazakh-
American Free University was conducted. The
number of respondents was 345 people. The
survey results showed that 28% of students
received information from the university’s official
website and its Instagram and Facebook pages (see
Figure 3).

Where from did you receive information about enrolment
to KAFU?

A phone call from KAFU staff
® Mass media (radio, trade center ads, news
websites)
Other
Mass text messaging
“. Friends and relatives
-KAFU official website
B KAFU staff school visits
-1KAFU Open House
Internet resources (Instagram, Facebook)
' KAFU promotional materials (booklets,
flyers, leaflets)

Consultants in the Regional test center U-
Study during UNT

Figure 3 - Results of a survey of 1%-year students of the Kazakh-American Free University

Note: compiled by the authors
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SWOT analysis was carried out based on
an audit and content analysis of the websites and
social networks of universities in Kazakhstan.
This analysis matrix was compiled to develop

Strengths.

- Large audience
- Variety of content type: photo, video, likes,
comments, forums, live broadcasting,
competitions, polls, etc.
- Low cost
- Insignificant competition

evelopment prospects

Opportunities:
- Attracting larger amounts of subscribers
- Using new platforms in social networks
- Variety of content

recommendations for using Internet resources in
complex marketing actions to promote educational
services (see Figure 4).

Weaknesses:

- Lack of corporate style

- Monotonous visual content

- Irrelevant content

- Duplication of content on different platforms
- Academic style of content presentation

{1 - Poorly developed analytics

Threats:

- Loss of parts of target audience
- Limitations in Internet access
- Introduction of paid content

Figure 4 - SWOT-analysis of university Internet resources

Note: compiled by the authors

The results of the SWOT analysis allow
us to conclude that both the main weaknesses
and the existing opportunities for using social
network tools in the complex digital marketing of
Kazakhstani universities’ educational services are
associated with the need to develop a promotion
strategy in the digital environment. It can be any
document in the form of a program or regulation
that formalizes the management of the university’s
marketing activities in digital media. SMM
services should ensure the implementation of
the promotion strategy, the importance of which
should be considered.

The development of a promotion strategy
in digital media should be preceded by work on
benchmarking Internet resources of domestic and
foreign universities, assessment of competitors and
study of the target audience.

The structure and content of the strategy
for promoting university educational services in
the digital environment may include the sections
presented in Table 5.
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Table 5 - The structure and content of the strategy for promoting university educational services

in the digital environment

Section

Content

Introduction

the place of the promotion strategy in the digital environment within the university
marketing strategy and the overall university development strategy

description of the university brand and the stage of its development

- analysis of the current situation of university promotion in the digital environment

Goals and objectives

- communication goals

- objectives in communication goal achievement

Target audience

— breakdown of the target audience by groups

— profile of the target audience (age, geography, occupation, needs, interests, lifestyle of
each group of the target audience)

— preferred presentation of information for each group of the target audience (concise-
ness, format)

Platforms

— type of Internet resource for a specific group of the target audience

- tools for presenting information by the capabilities of the chosen platform

Content
- list of topics for co

mmunication with the audience (posts, stories, reels, videos, live stream, etc.)

— format of communication with the audience (contests, games, polls, etc.)

- ways to activate the audience’s interest (feedback, blocking, etc.)

— ways to deal with negative feedback from the audience

— content plan for a certain period

Activation schedule

—schedule for using activation methods (targeted advertising, contests, platform

updates, etc.) for a certain period

— activation efficiency measurement tools (reach, likes, comments, shares, etc.)

Project team

—the structure of the SMM service, job responsibilities, advanced training, and forms of
interaction with the structural divisions of the university

Funding - cost estimates

Note: compiled by the authors

Conclusions

The study made it possible to draw the
following conclusions:

1. The accelerated process of digitalization
of the higher education system has caused a
transformation of approaches to the ways of
promoting university educational services. In
the complex marketing activities of a modern
university, an increasing share belongs to digital
marketing with the leading media communication
channels with the target audience via the Inter-
net. This is due to the fact that 98.8% of the adult
population of Kazakhstan uses the Internet, 48.6%
of which are young people aged 15 to 34.

2. Digital marketing involves the promotion
of educational services in the areas of search
engine marketing (SEM), website search engine
optimization (SEO) and social media marketing
(SMM). The advantages of Internet marketing
are extensive coverage of the target audience,
the absence of restrictions in time and geography
when communicating with it, and low financial
costs.
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3. The main channels of university media
communication with the target audience in
Internet marketing are the website, social net-
works and platforms for providing access to
massive open online courses (MOOC). This study
analyzes the promotion of educational services
through the website and social networks as the
main channels of direct marketing impact on the
consumer.

4. Internal and external consumers of
educational services and stakeholders represent
the target audience of the university’s digital
marketing. The outer target audience includes
potential applicants, their parents, government
agencies, accreditation and ranking agencies, and
academic and scientific community representa-
tives. The internal target audience includes
students (undergraduate, graduate and doctoral
students, course participants), faculty and univer-
sity staff. It has been established that a distin-
ctive feature of the target audience for university
internet marketing is that external consumer
groups can transition to internal groups due to an
effective marketing strategy.
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5. The analysis of university websites
showed their presence in 100% of 120 univer-
sities operating in Kazakhstan at the time of the
study, according to the link on eGov.kz platform.
The official university websites have a similar
overall structure with the predominant content
of academic information about studying and
admission processes. The analysis showed the
presence of the following shortcomings in their
use as a digital marketing tool: the presence of
non-updated and duplicated information both
within the site and with university social net-
works, restriction of access to some data for
external users, inconvenient navigation, absence
of a mobile version, decreased activity in the
spring and summer periods.

6. The review of social networks led to the
conclusion that universities predominantly use
Instagram and Facebook as platforms for digital
media communication. The accounts of Kazakh
universities on these platforms were audited in
terms of the number of subscribers and such
qualitative indicators as page design, content
orientation to the target audience, relevance
and quality of the information provided. The
conducted audit showed the absence in some
cases of a corporate identity, poor consideration
of the interests and needs of the target audience
when using different social networks, duplication
of information on the website and social
networks, presence of inactive pages on the social
networks VKontakte, Odnoklassniki, Twitter, and
YouTube. The Telegram and TikTok platforms
are currently seen as promising for university
media communication with the target audience
to promote their services. These are technical and
organizational deficiencies that universities are
recommended to address by revising the content
of their websites and social media pages and
making certain managerial decisions. Additionally,
violations of marketing techniques, such as the
“sales funnel” and “content plan,” are common.
To properly construct a sales funnel model that
includes all stages from outreach to transaction,
universities need to provide information not only
about admission rules but also about the educa-
tional program, the field of activity after gradua-
tion, additional educational opportunities, and
the benefits of studying at their institution in the
section of the website devoted to applicants. To
avoid a decrease in content activity on the website
during the spring and summer periods due to the
cyclical nature of the educational process, it is
necessary to develop a content plan that inclu-
des information about internships, practical

experience, and student leisure during this time.
This content can also be of an image or presen-
tation nature, designed for the appropriate target
audience visiting the site during this period:
applicants and their parents.

Consequently, it is recommended that
universities first decide on the list of platforms
used in social networks and deactivate those that
are not used or remove links to them on the website.
For each active platform, it is necessary to deter-
mine the target audience and develop a promo-
tion plan tailored to the target audience’s needs,
excluding information duplication. Currently,
to enhance media communication between
universities and their target audience for promo-
ting their services, it is advisable to develop
pages on platforms such as Telegram and TikTok.

7. Based on the findings of the audit and
content analysis of Kazakhstan university websites
and social networks, an analysis of strengths
and weaknesses, opportunities and threats of
Internet resources of Kazakhstan universities
was compiled. The SWOT analysis results
demonstrated the need for universities to develop
a strategy for moving forward in the digital
space. The process should be formalized as an
internal regulatory document (policy, program,
regulations, etc.). The appropriate division
should handle the development and implemen-
tation of the strategy - the SMM service.

8.  The following stages of developing
a strategy for promotion in the digital space,
using the full range of project management and
marketing research tools: benchmarking digital
media of Kazakh and foreign universities;
competitor evaluation; target audience analysis;
strategy development.

9.  The recommended structure of the
promotion strategy in the digital space may
include sections:

o Introduction (analysis and assessment
of the current situation in the higher education
digital environment; description of the university

brand).

o Goals and objectives of the strategy
(communication goals and ways to achieve
them).

o Target audience (groups, profile,
preferred format for presenting information).

o Platforms (type of Internet resource for
each target audience group).

o Content (content plan for a certain

period, including topics, the format of their
presentation, and methods to activate interest).
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o Activation schedule (schedule and
ways to assess effectiveness).

. Project team (the division, regulations
on the division, staffing, job descriptions).

. Funding (cost estimates).

Further research on the use of network tools
in the marketing of educational services of
domestic universities can be associated with
their promotion in a foreign language environ-
ment to develop the brand of Kazakhstani
higher education, improve its image in the
international educational market, and increase
the export of educational services from domestic
universities.
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