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Abstract 

Digital channels have become the modern priority channels for promoting educational 
services. Integration into the international educational space, changes in the priority 
of communication channels, and digital transformation have led to the need to rethink 
existing approaches to the digital promotion of educational services of Kazakhstani 
universities. Particular interest in modernizing the promotion of educational services 
is caused by the fact that representatives of the new generation, Generation Z, are now 
becoming consumers of educational services. The basis of this study was the analysis 
of digital promotion channels as the main source of information and value, the needs 
of generation Z, who are now becoming the main consumers of the services of univer-
sities, including those in Kazakhstan. The purpose of the study is to determine the pri-
orities for the digital promotion of educational services, to build a model for the digital 
promotion of university educational services, taking into account the needs of key 
consumers—generation Z, digital channels, and educational programs of the uni-
versity. Hypothesis: priorities for digital promotion of educational services of universi-
ties should be differentiated depending on the popularity and technical parameters 
of the sites. The web resources similarweb.com, pagespeed.web.dev, wordstat.yandex.
ru, sitechecker.pro were used as analysis tools. A correlation analysis of queries on uni-
versity websites and the core values of generation Z was carried out. The closeness 
of the pairwise correlation between the total number of visits and website perfor-
mance, search engine optimization, recommendations, and special features was deter-
mined. Based on the research, a model for promoting the university’s educational 
services has been structured, highlighting key components: educational programs, 
digital technologies, and the values of generation Z.
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Introduction
According to the Wittgenstein Center for Demography and Global Human Capital, 
there will be 2 billion more graduates from schools, colleges, universities and alterna-
tive higher education institutions in the world by 2050 than in 2020.

The main reason for the increase in the number of students will be the general 
increase in the world population, including due to an increase in the average life span. 
The increase in the working-age population and the global trend towards continuous 
education throughout the entire life cycle will greatly increase the influence of demo-
graphic factors on the existing and potential demand for educational services and the 
workload of the education system. The share of the online learning segment in the 
current situation will also naturally increase.

With increasing access to the Internet and new technologies, the way we think 
about education will change dramatically.

Economic factors are the main determinants of online education growth and part-
nerships. Growing online education offers opportunities to further the institutional 
mission of universities. The growth of online learning, especially through full online 
degrees, is seen as a potential new source of revenue (Morris et al. 2020).

Distance education already plays a critical role in providing access to education for 
many millions of people in developing countries. More than 7 million students are 
currently enrolled in open distance learning universities in Bangladesh, India, Iran, 
Pakistan, South Africa and Turkey alone.

But the vector of e-learning is still set by developed countries. The United States 
has the largest number of international students in the world. The USA and Europe 
are leaders in digital learning; 70% of online universities are located in these countries 
(Zahier, 2023). By 2025, the massive open online courses (MOOCs) market could be 
valued at $25.33 billion. According to research (Emerson, 2022), the MOOC industry 
is currently valued at $5.16 billion and is expected to grow at a rate of 32.09 percent 
per year.

According to forecasts (Zahier, 2023), by 2026 the leader should change and China 
will become the largest participant in the e-learning market. The projected growth is 
associated with Chinese policies aimed at accelerating the transition to new teaching 
methods based on Internet technologies.

But despite all these actions, surprisingly, education is lagging in the digital sphere: 
digital technologies in education now account for less than 4% of total spending, 
which, in our opinion, represents a serious problem.

In 2020, education spent $227 billion on digital technology. Total spending in the 
global education and training market is projected to reach $7.3 trillion (all products 
and services, including digital) by 2025 (HolonIQ, 2021). By 2025, the amount for dig-
ital technologies could rise to $404 billion, but the share would still be barely 5% of 
total spending and considered by many to be quite conservative.

Although the long-term impact of COVID-19 on education models has not yet 
emerged, spending on digital infrastructure in education is still expected to increase 
over the next few years and spending on new digital models is still expected to 
increase in the long term (HolonIQ, 2021).
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Universities around the world must increase their distance learning capabilities 
regardless of any reason, such as the COVID-19 pandemic or other emergency, and edu-
cators must improve their digital competencies (Karadag et al., 2021).

Research (Bond et al., 2018) found that students have access to a range of tools and are 
willing to use digital media for academic learning. However, this depends on whether 
teachers will implement digital media and the university will implement policies in this 
direction.

The challenge for higher education is significant. Now we need to prepare educational 
trajectories for the next generation, for whom “smart” technologies become not just a 
tool for communication and learning, but ordinary social practices.

The innovative path of socio-economic development of the country is becoming an 
urgent problem for Kazakhstan. It is necessary to ensure the modernization of the econ-
omy through the introduction of modern technologies and maximum use of the coun-
try’s intellectual potential (Sadyrova et al., 2021).

16 Kazakh universities participated in the QS World University Rankings 2023, which 
includes about one and a half thousand universities from around the world. Of these, 
five universities made it into the top 500: Kazakh National University, al-Farabi, Eurasian 
National University named after L.N. Gumilyov, Satbayev University, South Kazakhstan 
University named after Auezov and Kazakh National Agrarian University.

Another 8 universities made it into the top 1000: Kazakh National Pedagogical Uni-
versity named after Abai, Almaty Technological University, Karaganda State Technical 
University, Kazakh National Medical University named after S.D. Asfendiyarov, Inter-
national Kazakh-Turkish University named after Khoja Ahmed Yasawi, Karaganda Uni-
versity named after Buketov, Kazakh-British Technical University and NAC KIMEP 
University.

The dynamics of the number of higher educational institutions and the number of stu-
dents in Kazakhstan (Bureau of National Statistics, 2021) are presented in Table 1.

The number of students in these Kazakhstani universities has increased significantly 
over the period under review. In the 2020/2021 academic year, compared to 2015/2016, 
it increased by 25.5%. The impact of COVID-19 has expanded the horizons of distance 
learning both in the world and in Kazakhstan. Distance education in Kazakhstan is now 
in its infancy (course programs, teaching methods, consultations and control, etc., are 
being developed). But already today, many universities offer Kazakhstanis to improve 

Table 1 Dynamics of the number of universities of the Republic of Kazakhstan

Indicators 2015/2016 2016/2017 2017/2018 2018/2019 2019/2020 2020/2021

Number of higher 
education institu-
tions, units

127 125 122 124 125 125

Including

 State property 50 47 47 45 41 33

 Private property 77 78 75 79 84 92

 Foreign property – – – – –

Number of students 
in them, people

459 369 477 074 496 209 542 458 604 345 576 557
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their qualifications or get a completely new specialty remotely. Changing the format of 
education allows you to expand the geography and provide educational services not only 
within the country, but also abroad. Entering the international market of educational 
services requires work to promote universities in the digital space.

Materials and methods
To achieve this goal, based on a literature review, the authors analyzed the needs of gen-
eration Z, analyzed key information about the search queries of website visitors and the 
values of generation Z. The assessment of digital marketing in promoting university edu-
cational services was based on a comparative analysis of the websites of leading national 
universities of the Republic of Kazakhstan, as well as the leading world leader—US 
university.

The hypothesis testing was based on the use of an integral index approach to assessing 
the effectiveness of promoting educational services through the website. The use of an 
integral index approach allows web developers to assess the degree of effectiveness of 
their work in comparison with other educational institutions and develop promotional 
measures.

To achieve this goal, the authors analyzed university websites based on technical 
parameters, popularity of visits, and correlation dependence.

The theoretical part examines the relevance of digital transformation, methods of 
promoting educational services, modern views, and the values of generation Z, who are 
becoming consumers of educational services of higher educational institutions.

In the practical part, a matrix “Popularity—Technical promotion of the site” is pro-
posed. The matrix segments and promotion priorities were characterized.

When writing the article, the authors used methods of analysis and synthesis, the 
method of system analysis, retrospective analysis of literature, web analytics, compara-
tive analysis, correlation analysis, statistical data analysis, informal document analysis.

The assessment of digital marketing in promoting university educational services was 
based on a comparative analysis of the websites of the leading national universities of the 
Republic of Kazakhstan, as well as the world’s leading university—the US university. The 
resources used for analysis were similarweb.com, pagespeed.web.dev, wordstat.yandex.
ru, sitechecker.pro. A comparative analysis of the channels directing to the website of 
national universities, the distribution of traffic to the websites of universities by coun-
try, and the main competitors of the websites was carried out. A correlation analysis 
of queries on university websites and the core values of generation Z was carried out. 
The closeness of the pairwise correlation between the total number of visits and website 
performance, search engine optimization, recommendations, and special features was 
determined. A model for promoting the university’s educational services is structured, 
highlighting key components—educational programs, digital technologies, and the val-
ues of generation Z.

Literature review
The digital transformation of education leads to the need to combine research and prac-
tical work in the field of educational innovation with solutions in the field of informatiza-
tion of education (Liu, 2020; Moreno-Guerrero et al., 2020). The digital transformation 
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of education creates conditions for the development and dissemination of new models 
of work of educational organizations, which are based on the synthesis of: new digital 
tools, information sources and services; organizational and infrastructural conditions 
for their implementation.

Research (Rodríguez-Abitia et. al., 2020) notes that the digital transformation of 
higher education must take into account three main axes: technological, pedagogi-
cal and organizational. Each of them is associated with a view of how technologies are 
conceived: technological with information and communication technologies, pedagogi-
cal with learning, digital competencies, educational with innovation and knowledge 
technologies, and organizational with technologies of organizational and participatory 
management.

Improper development of technological infrastructure, limitations in the number 
of devices or Internet access, and financial barriers can disrupt the harmony of online 
learning (Shahriar et al., 2021).

Investment in quality IT infrastructure in education is the foundation of digital trans-
formation for stakeholders (Kaputa et al., 2022).

Digital marketing is now an important tool for the internationalization of education. 
The education industry has introduced tools to effectively adapt business to the needs of 
students (Fierro et al., 2017).

Researchers (Arnold & Sangrà, 2018) caution that the adoption of digital learning is 
not simply a move to online formats, but requires strategy and leadership specifically 
focused on the adoption of technology-enabled learning and the digital transformation 
of higher education institutions.

According to Rampelt and et al., (2019), digital technologies affect all activities of uni-
versities. They permeate all processes, places, formats and purposes of teaching, learn-
ing, research and work in higher education.

Thanks to modern educational technologies, US educational institutions provide 
learning opportunities through the World Wide Web. If in 1998 48% of educational 
institutions offered online training (Rapatsevich, 2013), then in 2000 it was already 70%, 
and today many universities in the USA provide only online training.

Today, promoting educational services via the Internet is the most effective way to 
convey information to potential consumers (Soboleva, 2014).

Research (Nurmalasari & Masitoh, 2020) notes that the more intense the promotion, 
the more effective and efficient the marketing of educational institutions will be.

In Kazakhstan, there is significant potential for the development of Internet marketing 
associated with the growth of users of mobile applications and networks, the Internet 
(Nasakaeva, 2021). The website is a tool for promoting educational services.

The advantages of a website as a tool for advertising universities are obvious: relative 
cheapness, a huge target audience, information mobility, and general accessibility (Zaru-
bina & Zarubin, 2014).

Particular interest in the promotion of educational services is caused by the fact that 
now mainly representatives of generation Z are becoming consumers of educational 
services.

Higher education can either adopt philosophies and practices that teach to mobi-
lize, empower and prepare Generation Z to solve the problems of our world, or miss 
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the opportunity to significantly influence the great minds of our next great generation 
(Seemiller & Grace, 2017).

According to research results (Crowe, 2017), Generation Z made up more than 25% 
of the total information audience for US history. The term “Generation Z” was first 
coined in 2012 by USA Today magazine, and became widespread after the publication 
of the first large-scale study of this generation, carried out by an advertising project 
by Sparks and Honey in 2014: “Meet Generation Z: Forget Everything.” “What have 
you learned about millennials” (Schawbel, 2014). Generation Z has become the first 
generation of true “digital natives” (Maletin, 2017), born and raised in the world of 
computers, cell phones and smartphones. Widespread use of the Internet among rep-
resentatives of this generation has been observed from a very early age (Amato, 2017), 
searching for information on Google, in additional social networks, chats, forums, 
and communities. It is new technologies that take into account all the consequences, 
generation Z.

Gen Zers are more open to diversity, more individualistic, and more technology-
oriented than other generations (Shaun Pichler et al., 2021).

The use of digital media coupled with personal interaction is considered an effective 
method of marketing to Generation Z students. Students who fall into Generation Z 
are identified as technologically savvy and well-adapted to the variety of digital plat-
forms available for sharing, collecting and exchanging information. They expect to 
receive information through digital media (Spears et al., 2015).

The share of Internet users among generation Z is 85–90%. They spend more than 
3  h online. As a result, 24% of teenagers go online almost constantly. Advertising 
and information for young people needs to shift to the Internet (Milos, 2017). The 
increased use of mobile technology means that social media use has become part of 
the daily lives of most Generation Z teenagers.

The study (Nauman, 2021) analyzed the marketing strategies used for generation 
Z in comparison with generations X and Y. The results of the study show that the 4P 
marketing mix remains the most important component in attracting this audience. A 
focus on using data to develop marketing strategies along with a collaborative culture 
is effective. Institutions can apply the learnings by implementing data sharing across 
campus, cultivating a culture of collaboration, using data to develop specific target 
markets, creating a clear brand, and investing in digital marketing strategies such as 
websites and social media.

In the context of the fourth industrial revolution, the strategic model for promoting 
the benefits of the 7Ps of educational institutions should be carried out through social 
networks (Maisah et al., 2020; Rukaeni et. al., 2022).

Over the past decade, the audience of social networks has grown faster than the 
audience of the Internet, by an average of 12% per year. According to the results of the 
study, 96% of experts noted that the priority tactics at the moment for organizations 
is to engage and retain consumers of services using, first of all, the email channel and 
social networks (Indiani & Fahik, 2020).

Integration into the international educational space, changes in the priority of com-
munication channels, digital transformation lead to the need to rethink the digital 
promotion of educational services of Kazakhstan universities.
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Main part
In modern conditions of constant competition, Kazakh universities use various chan-
nels to promote educational services. These are both offline and online marketing 
promotion channels. The Internet is the main source of information for young people. 
Internet promotion of educational services is becoming a leading area of marketing at 
any level and consumer segment. The transformation of the use of information trans-
mission channels requires a change in approaches to the promotion of educational 
services. In order to develop in unusual new conditions, educational organizations 
must use all possible promotion tools. Traditional and Internet marketing technol-
ogies are aimed at positioning educational institutions, distinguishing them from 
competitors and attracting students. Digitalization efforts are creating a new society, 
increasing efficiency and speed of work through automation and other new technolo-
gies (Zarubin et  al., 2021; Zarubina et  al., 2021). We have analyzed the promotion 
of the websites of the leading universities of the Republic of Kazakhstan, included in 
the TOP 500 of the QS World University Rankings 2023. The top of the ranking of 
the world’s leading universities is the Massachusetts Institute of Technology, whose 
website was taken for comparative analysis with Kazakhstani websites of universities. 
Analysis of competitor sites allows you to improve the existing tactics used to pro-
mote the resource. An analysis of the number of visits to university websites is pre-
sented in Table 2.

An analysis of the number of visits indicates a significant spread and interest in the 
websites of Kazakhstani universities. In addition, in some cases, the number of visits 
is less than 5000 hits per month, which does not allow further assessment of the site 
using the resource.

The site speed was also assessed when using login from a computer and mobile 
devices (Tables 3, 4).

Site speed evaluation parameters include performance, accessibility, recommenda-
tions, search engine optimization. Reducing the time until the first byte is received 
from the server allows you to maintain interest in the site. The server response time 
for the main document should be fast, because all other requests depend on this 
indicator.

Table 2 Analysis of the number of visits. Source: https:// www. simil arweb. com/ ru/ websi te

Indicators www. kaznu. kz www. enu. kz www. satba 
yev. unive 
rsity/ ru

www. auezov. 
edu. kz/ rus

www. 
kazna ru. 
edu. kz

www. mit. edu

Total num-
ber of visits 
in the last 
month

504.3 K 746.6 K 149.5 K Less than 5 K 59.3 K 45.6 M

Bounce rate 47.18 27.25 36.15 – 78.18 39.59

Average 
number of 
pages per 
visit

7.45 5.89 3.33 – 2.19 8.53

https://www.similarweb.com/ru/website
http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.auezov.edu.kz/rus
http://www.auezov.edu.kz/rus
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
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The use of an integral index approach to assessing the effectiveness of promoting 
educational services through a website allows web developers to assess the degree of 
effectiveness of their work in comparison with other educational institutions.

To assess the effectiveness of the technical parameters of the site, we suggest using 
the technical assessment index: 

where  I1 is the site performance index, input from a computer; and  I2—site performance 
index, login from mobile devices.

The performance index is proposed to be calculated from an assessment of the 
site’s speed according to the resource https:// pages peed. web. dev (Parameters: per-
formance, accessibility, recommendations, search engine optimization. The range of 
parameters can vary from 0 to 100%.) depending on:

where P1/P2—site performance level, input from computer/mobile devices; SA1/
SA2—level of use of accessibility features, input from computer/mobile devices; and R1/
R1—level of use of recommendations, input from computer/mobile devices; and SO1/
SO2—level of search engine optimization use, input from computer/mobile devices.

The calculation of the technical assessment index of the selected sites is presented 
in Table 6.

(1)IT = I1 ∗ I2,

I1 = P1 ∗ SA1 ∗ R1 ∗ SO1,

(2)I2 = P2 ∗ SA2 ∗ R2 ∗ SO2,

Table 3 Evaluation of site speed, login from a computer. Source:https:// pages peed. web. dev

Indicators Website

www. 
kaznu. 
kz

www. enu. kz www. satba 
yev. unive 
rsity/ ru

www. 
auezov. edu. 
kz/ rus

www. 
kazna ru. 
edu. kz

www. mit. edu

Performance 68 68 56 47 68 75

Special abilities 78 74 80 80 78 96

Recommendations 58 83 83 83 58 100

Search engine optimiza-
tion

82 82 91 73 82 91

Table 4 Evaluation of site speed, login from mobile devices. Source:https:// pages peed. web. dev

Indicators Website

www. 
kaznu. 
kz

www. enu. kz www. satba 
yev. unive 
rsity/ ru

www. 
auezov. edu. 
kz/ rus

www. 
kazna ru. 
edu. kz

www. mit. edu

Performance 38 57 21 24 38 59

Special abilities 83 74 80 80 83 97

Recommendations 58 75 83 83 58 100

Search engine optimiza-
tion

83 83 90 73 83 92

https://pagespeed.web.dev
https://pagespeed.web.dev
http://www.kaznu.kz
http://www.kaznu.kz
http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.auezov.edu.kz/rus
http://www.auezov.edu.kz/rus
http://www.auezov.edu.kz/rus
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
https://pagespeed.web.dev
http://www.kaznu.kz
http://www.kaznu.kz
http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.auezov.edu.kz/rus
http://www.auezov.edu.kz/rus
http://www.auezov.edu.kz/rus
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
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In the context of integration into the global educational space, assessing the popu-
larity of the site will make it possible to assess the current situation of its popularity 
and develop measures to promote it.

The popularity index of a website for a particular university can be considered as 
the proportion of website visitors over a certain period of time in comparison with 
the number of visitors to the leading university website.

Such an index can be calculated using data from the resource www. simil arweb. com 
both globally and separately within a country:

where  I3 is the site popularity index; Vi—the number of visits to the university website 
over a certain period of time; and  V1—the number of visits to the website of the leading 
university over a certain period of time.

The calculation of the popularity index of the selected sites is presented in Table 6.
Based on the technical assessment index data, as well as the site popularity index, 

we propose constructing a matrix for selecting promotion priorities. The matrix is a 
square, with an index varying from zero to one. The matrix square is divided into four 
segments with an interval of 0.5. The maximum value at the point (1;1), minimum 
(0;0). As a result, four segments were obtained (Fig. 1).

We propose to determine the integral website promotion index, which takes into 
account both technical assessment and popularity assessment, using the formula:

A selection of recommended actions to improve university websites as digital pro-
motion tools for various sectors of the matrix is presented in Table 5 (see Tables 6, 
Table 7).

(3)I3 = Vi/V1,

(4)I = IT ∗ I3

Popularity Index

IP↑, ITD↑IP↑, ITD↓

IP↓, ITD↓ IP↓, ITD↑

Te
ch

ni
ca

l D
ev

el
op

m
en

t I
nd

ex

[0; 0] [0; 0.5] [0; 1]

[0.5; 0] [0.5; 0.5] [0.5; 1]

[1; 0] [1; 1][1; 0.5]

Fig. 1 Matrix “Popularity—technical promotion of the site”

http://www.similarweb.com
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We have carried out a statistical evaluation of the pair dependence of the number of 
visits to university sites and site speed in terms of performance, search engine optimi-
zation, accessibility, and recommendations (Table 8).

Pair correlation analysis shows an average relationship between the total number 
of visits in the last month and site performance, as well as the total number of vis-
its and search engine optimization, the coefficient of determination is 0.66 and 0.61, 
respectively. Users do not like to wait for a page to load. According to site page per-
formance analysis data (Arshinov, 2020), 47% of e-commerce site visitors expect a 
page to load within 2 s. If this does not happen, there is a high probability that people 
will leave the site. Google uses this indicator to rank sites: the faster they load, the 
higher in the search results (Arshinov, 2020). Site performance components include 
two main areas: back-end and front-end performance. Site performance varies from 
56 to 75%, which corresponds to the average performance value. Universities belong-
ing to groups with low connection speed and below average speed may experience 
serious difficulties in providing mass access of students to the resources hosted in the 
university, as well as to external resources from within the university.

Search engine optimization improvements should focus on using modern image 
formats, using appropriate image sizes, and eliminating display-blocking resources. 
There is a high relationship between the total number of visits in the last month and 
accessibility, as well as the total number of visits and recommendations. Accessibility 
features do not fully utilize background/foreground color contrast, image tags do not 
always contain alt text, and there are comments on how navigation is organized. Gen-
eral recommendations are related to improving the reliability and security of sites, 
debugging on existing resources.

Table 5 Characteristics of matrix segments and promotion priorities

Segment popularity(p)/
technical 
performance(tp)

Recommended actions/promotion priorities

IP↑,  ITD↑ High popularity/high technical performance
(leaders in the educational services market)
The tasks of universities in this segment are to strengthen their existing positions: 
search for innovative technical solutions, update information, search for new “tricks”

IP↑,  ITD↓ High popularity/low technical productivity
The tasks of universities in this segment are to improve the technical characteristics 
of the site in terms of performance, accessibility, search engine optimization, optimi-
zation of versions for logging in from a computer and mobile devices

IP↓,  ITD↑ Low popularity/high technical performance
The tasks of universities with low popularity of the university website are:
- Analysis and modernization of site content, design, usability, interactivity;
- Use of media and contextual advertising for the target audience;
- Conducting a comparative analysis of existing educational programs with the 
programs of leading universities in order to improve them;
- Ensuring an increase in the conversion level

IP↓,  ITD↓ Low popularity/low technical performance
The tasks of universities in this segment are comprehensive work to optimize the 
technical parameters of the site, as well as the development of measures to improve 
the promotion of university educational programs for the target audience. (analysis 
of site content, design, usability, interactivity, advertising)
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Table 7 Priorities for promoting leading Kazakh university websites according to the parameters 
“popularity—technical performance”

University Technical 
assessment index 
for entering the 
site

Website popularity 
index in the world

Range Characteristics of 
tasks

Kazakh National 
University named 
after. al-Farabi

0.4683 0.0111 (0 < It < 0.5; 
0 < Ip < 0.5)

Technical parameters 
are low
Work is required on 
the technical param-
eters of the site—
performance, special 
features, search 
engine optimization 
when entering both 
from a computer and 
from mobile devices
Popularity parameters 
are low
It is required to 
identify activities 
to promote the 
university’s educa-
tional programs to 
the target audience; 
conducting content 
analysis of website 
content, design, 
usability, interactivity, 
advertising

Eurasian National 
University named 
after L.N. Gumilyov

0.5545 0.0164 (0.5 < It < 1; 
0 < Ip < 0.5)

Technical parameters 
are above average
The technical compo-
nent is satisfactory; it 
is necessary to ensure 
an increase in the 
performance of the 
site when entering 
from a computer and 
mobile devices
Popularity parameters 
are low
Concentration of 
efforts on marketing 
promotion for the 
target audience is 
required

Satbayev University 0.5309 0.0033 (0.5 < It < 1; 
0 < Ip < 0.5)

Technical parameters 
are above average
The technical compo-
nent is satisfactory. It 
is required to ensure 
an increase in site 
performance when 
logging in from a 
computer and mobile 
devices
Popularity parameters 
are low
Requires concentra-
tion of efforts on 
marketing promotion
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Targeting results by regions and countries are presented in Table 9.
Analysis of targeting by region and country shows requests to the websites of Kazakh-

stani universities within the territory of Kazakhstan (on average by 83%), while the 
request to the website of the Massachusetts Institute of Technology is more than 60% 
formed by foreign requests. This confirms the high interest in the educational pro-
grams of the Massachusetts Institute of Technology, not only in the United States, but 
throughout the world. Kazakhstan borders on Russia, China, Kyrgyzstan, Uzbekistan, 

Table 7 (continued)

University Technical 
assessment index 
for entering the 
site

Website popularity 
index in the world

Range Characteristics of 
tasks

South Kazakhstan 
University named 
after Auezov

0.4599 0.0001 (0 < It < 0.5; 
0 < Ip < 0.5)

Technical parameters 
are low
Unsatisfactory site 
performance when 
logging in from 
mobile devices and 
computers
Popularity parameters 
are low
Requires concentra-
tion of efforts on 
marketing promotion

Kazakh National 
Agrarian University

0.4683 0.0013 (0 < It < 0.5; 
0 < Ip < 0.5)

Technical parameters 
are low
Unsatisfactory site 
performance when 
logging in from 
mobile devices. It is 
necessary to carry out 
work to improve the 
reliability and security 
of sites, and perform 
debugging on exist-
ing resources
Popularity parameters 
are low
Concentration of 
efforts is required on 
the marketing promo-
tion of educational 
services for end 
consumers

Massachusetts Insti-
tute of Technology

0.7874 1.0000 (0.5 > It < 1; Ip = 1) High technical param-
eters
Urgent investments 
in technical re-
equipment of the site 
are not required. It is 
possible to improve 
the version of the site 
for mobile devices
High popularity
No urgent invest-
ment in promotion is 
required. It is possible 
to search for new 
“chips”
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Turkmenistan. At the same time, interest in the websites of Kazakh universities is 
observed from the Russian Federation, to individual universities from Uzbekistan.

Table 8 Calculation of correlation coefficients

Website Total number 
of visits in the 
last month

Productivity, 
%

Search engine 
optimization 
of the site, %

Special 
abilities,
%

Recommendations,
%

www. kaznu. kz 504,300 68 82 78 58

www. enu. kz 746,600 68 82 74 83

www. satba yev. 
unive rsity/ ru

149,500 56 91 80 83

www. kazna ru. 
edu. kz

59,300 68 82 78 58

www. mit. edu 45,600,000 75 91 96 100

Pair correlation 
coefficient

– 0.6569 0.6075 0.9641 0.7287

Table 9 Targeting by regions and countries

Indicators www. kaznu. kz www. enu. kz www. satba yev. 
unive rsity/ ru

www. kazna 
ru. edu. kz

www. mit. edu

Kazakhstan 78.36 95.86 82.15 77.65 –

Russian Federation 10.66 1.69 6.01 3.38 –

Burkina Faso 1.48 – – – –

Uzbekistan 1.16 – – – –

Netherlands 1.14 – – – –

Turkey – 0.52 – – –

Japan – 0.28 – – –

Belarus – – 2.04 5.34 –

Ukraine – – 1.55 –

Germany – – 1.13 –

Great Britain – – – 1.29 3.17

Azerbaijan – – – 12.34

USA – – – – 40.35

India – – – – 3.36

Canada – – – – 3.09

Philippines – – – – 2.51

Other 7.21 1.32 7.11 – 47.53

Table 10 Audience demographics. Source:https:// www. simil arweb. com/ ru/ websi te

Indicators www. kaznu. kz www. enu. kz www. satba yev. 
unive rsity/ ru

www. kazna 
ru. edu. kz

www. mit. edu

18–24 24.14 25.58 24.36 24.87 28.73

25–34 34.81 34.42 35.16 35.06 32.17

35–44 16.22 15.63 16.74 16.42 17.71

45–54 11.98 12.12 11.33 11.37 10.68

55–64 9.46 9.21 8.98 9.02 6.57

65 and more 3.39 3.04 3.43 3.25 4.15

http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
https://www.similarweb.com/ru/website
http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
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Education at the universities of Kazakhstan is conducted in Kazakh, Russian, English. 
Promotion of Kazakhstani websites to the market of educational services of neighboring 
countries will make it possible to popularize Kazakhstani higher education.

Audience demographic monitoring is presented in Table 10.
Monitoring the demographic audience allows us to draw conclusions about the par-

ity in the structure of the target audience of Kazakhstani universities, while it should be 
noted that there is a larger proportion of visitors to the MIT website in the age category 
of 18–24 years.

In the near future, generation Z will begin to receive education, having grown up in an 
environment of accessible digital technologies, intensive but superficial communication 
in social networks, and the widespread use of Internet technologies that allow expand-
ing the boundaries of the world. Psychologists identify the following characteristic fea-
tures of generation Z (Anfimova, 2018): high speed of obtaining information, the ability 
to quickly analyze large volumes of it, form new original solutions, and cope with several 
tasks simultaneously without loss of quality. The main motivation in learning and per-
forming any tasks of generation Z is an interest in the subject and understanding the 
goals of the work performed. According to Microsoft research, teenagers spend only 
8 s learning new information, as the speed of the information flow in which they live is 
very high. The digital transformation of the industry leads to the formation of a model 
of customer–consumer relationships through technologies aimed at customer needs. 
The following are called as some characteristics of generation Z (Mohr, 2017; Stillman 
& Stillman, 2018). They are tech-savvy and are in constant contact with people 24/7 
using social networks and instant messengers. They want technology that is easy to use 
and that will solve their problems, help coordinate their activities, or provide them with 
the right people or information. They search Google and YouTube for answers, but they 
don’t always have the critical thinking skills to evaluate sources. Instead of reading an 
article, they want to watch a video (YouTube) that sums it up. High degree of person-
alization. Generation Z is working hard to find and create their own image (Bogacheva 
& Sivak, 2019), they are looking for personalization in all spheres of life. High degree of 
pragmatism. “Do it yourself” (DIY—do-it-yourself ). Generation Z is do-it-yourself.

We also studied key information about the search queries of visitors using the ana-
lytical tool www. simil arweb. com. Audience interests reveal key information about the 
search queries of kaznu.kz visitors. The audience of kaznu.kz is interested in “Science 
and education > Education and google”. The enu.kz audience is interested in “Comput-
ers, electronics and technologies > Search engines and google”. The audience of satbayev.
university is interested in “Computers, electronics and technologies > Programming and 
software for developers and google”. The audience of kaznaru.edu.kz is interested in 
«Arts and entertainment > Films and streaming and internet video». The mit.edu audi-
ence is interested in “Science and education > Universities and colleges and university”.

Researchers (Shamis & Nikonov, 2020) identified the following generation Z values: 
priority of science, investing in art and creativity, taking care of health all your life, safety, 
home and comfort in it, family is the basis of everything, culture of food and taste, vari-
ety in everything, a favorite thing.

Analysis of key information about the search queries of site visitors and the values of 
generation Z shows a correlation between queries and values. The priority is science, art 

http://www.similarweb.com
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and creativity, a favorite thing. The communicative behavior of generation Z also has a 
number of features. They pay attention to feedback and demand connection from others.

Analysis of marketing channels for obtaining information is presented in Table 11.
The use of the direct marketing channel of the Massachusetts Institute of Technol-

ogy indicates the high popularity of the educational institution in the global educational 
services market. Direct marketing for websites of Kazakh universities is used within 
the regional market to a lesser extent. Significant differences are observed in the use of 
search marketing, which is engaged in the redistribution of traffic on the Internet from 
places that are less relevant to a query to places that are more relevant to them. Search 
marketing methods include all methods that solve this problem, ranging from direct 
attraction of targeted traffic with links from places less relevant to the site, ending with 
work within the site that increases the relevance of the site to its target audience (thereby 
increasing the visibility of the site in search engines due to re-ranking search results in 
favor of this site for key queries).

Analysis of the features of all requests from users of Kazakhstani sites using the site-
checker.pro tool allows us to draw conclusions about the insufficient indexing of sites, 
the relevance of content, and duplication of content.

Audience interests reveal key information about visitors’ search queries. We have 
studied the statistics of requests for the name of universities in the search engine word-
stat.yandex.ru in the Eurasian space. Statistics in Wordstat are displayed by default for 
all regions where Yandex search is used (Table 12).

Analysis of requests indicates a high interest in the Kazakh National University both 
in Kazakhstan and in Eurasia. On the territory of the Eurasian space, high interest 
remains in the Massachusetts Institute of Technology. Interest in the leading technical 

Table 11 Overview of marketing channels

Promotion channel www. kaznu. kz www. enu. kz www. satba yev. 
unive rsity/ ru

www. kazna 
ru. edu. kz

www. mit. edu

Straight 39.4 67.62 31.73 15.24 50.11

Referral 2.25 1.06 2.14 0.01 3.43

Search 56.05 25.3 52.1 80.1 41.91

Social media 1.76 3.63 12.5 4.66 3.51

Email 0.54 2.39 1.52 0.01 0.99

Media 0.01 0.01 0.01 0.01 0.06

Table 12 Popularity of queries. Source:https:// words tat. yandex. ru

Query by words Impressions per month Regional popularity

Total Including 
Kazakhstan

Region %

Kazakh National University 3157 1845 Eurasia 100

Eurasian National University 1339 639 Eurasia 100

Satbayev University 1275 1195 Eurasia 100

South Kazakhstan University 539 280 Eurasia 100

Kazakh National Agrarian University 377 252 Eurasia 100

Massachusetts Institute of Technology 2458 104 Eurasia 100

http://www.kaznu.kz
http://www.enu.kz
http://www.satbayev.university/ru
http://www.satbayev.university/ru
http://www.kaznaru.edu.kz
http://www.kaznaru.edu.kz
http://www.mit.edu
https://wordstat.yandex.ru
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university Satbayev University is formed by Kazakhstani requests. The lack of popular-
ity of requests can be noted for the South Kazakhstan University, the Kazakh National 
Agrarian University.

Discussion
The high position of national universities in the ranking enhances the image of the 
country as a whole and attracts foreign students. To do this, universities should 
become more transparent, as well as introduce world-accepted standards for scien-
tific research and training. The modern promotion of educational services focuses 
on digital technologies, on the one hand, and the values and needs of generation 
Z, who become consumers of university services, including those in Kazakhstan. 
Generation Z is very demanding on the quality of the services offered, which forces 
them to constantly monitor and improve educational programs. The analysis car-
ried out allows us to draw conclusions about the need to popularize the websites 
of educational institutions, paying attention to usability. Being connected is a must 
for Generation Z. For Generation Z, communication is convenient through image, 
visual language. In the past few years, the current trend in the IT industry has been 
the creation of chatbots.

Artificial intelligence, together with natural language processing, can improve the 
productivity of customer interactions by taking on low-value tasks and multiplying 
customer-customization opportunities for frontline workers. Chatbots can handle a 
huge number of simple requests, answering questions instantly.

The content of sites must meet the requirements of relevance, scientific character. 
The values of generation Z are science, art, creativity, a favorite thing. The content 
of educational programs should correspond to the values of the generation of young 
people.

Analysis of targeting by regions and countries demonstrates requests to the web-
sites of Kazakhstani universities within the territory of Kazakhstan. Kazakhstan 
borders on Russia, China, Kyrgyzstan, Uzbekistan, Turkmenistan. Promotion to the 
market of educational services requires work on the innovative transformation of the 
promotion of educational services, the active involvement of the teaching staff in dig-
ital transformation, reducing the polarization of the digital divide between generation 
Z—consumers of educational services and the teaching staff.

Modern promotion of educational services should be carried out taking into 
account the approaches of F. Kotler set out in Marketing 5.0, the values of generation 
Z (Evgeny Shamis, Evgeny Nikonov, Amat Sasha; Irina Milos; Dan Schaubel), digi-
tal transformation supported by legislation at the level of European states (program 
“Digital Europe”), the countries of the Eurasian community (“Digital Economy of the 
Russian Federation”, “Digital Uzbekistan – 2030”, “Digital Kyrgyzstan 2019–2023”), 
including in Kazakhstan (program “Digital Kazakhstan”).

The promotion model can be represented as follows (Fig. 2).
University educational programs must meet the following requirements: innova-

tiveness, scientific character, prospects, international collaboration, digitalization, 
academic and scientific reputation, dissemination of knowledge and innovation. The 
digital transformation of the university focuses on creating a “learning university”, 
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when managers and employees perceive changes as the daily, ongoing work of the 
organization. An ecosystem is being formed at the university that identifies chang-
ing market trends and responds to them both at the level of pilot decisions and on a 
university-wide scale.

Conclusions
The authors of the article studied the digital transformation of the promotion of edu-
cational services of Kazakhstani universities. The consideration of digital channels as 
the main ones requires an increase in the efficiency and effectiveness of their use. This 
becomes especially relevant, since generation Z becomes consumers of services. As a 
result of the study, a direct correlation was revealed between requests for university web-
sites and the values of generation Z. Conclusions were drawn about the need to update 
educational sites, usability, and the use of relevant content that meets the requirements 
of scientific character. The proposed model for promoting the educational services of 
the university, based on the values of generation Z, educational programs of universities, 
digital technologies will increase the competitiveness of Kazakhstani universities in the 
international market of educational services.
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