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University website as an Internet marketing tool: 
a case study of Kazakhstan

Abstract. Today, more than ever, a university’s website is critical for the promotion of its mission, academic 
programs and services. Its communications with its target markets must be organized, professional and 
creative. A successfully created website design attracts visitors and, of course, should increase enrollment. 
A well-designed and clearly written university website will allow readers to receive all the needed and required 
information for them to make the proper decisions. Accordingly, research aimed at analyzing various issues 
of creating an effective university website is gaining significant relevance. The article discusses both the 
theoretical and practical issues of website activities. A selection of university websites has been analyzed 
and the issues and challenges discussed.
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Офіційний веб-сайт університету як інструмент Інтернет-маркетингу: приклад Казахстану
Анотація
Сьогодні веб-сайт університету має вирішальне значення для просування його місії, академічних 
програм і послуг. Його комунікації з цільовими ринками мають бути організованими, професійними 
та креативними. Вдало створений дизайн сайту приваблює відвідувачів і, звичайно, має збільшити 
кількість зарахованих студентів. Добре розроблений і чітко написаний веб-сайт університету 
дозволить відвідуваачам отримати всю необхідну інформацію для прийняття правильних рішень. 
Відповідно, значної актуальності набувають дослідження, спрямовані на аналіз різноманітних 
питань створення ефективного сайту університету. У статті розглядаються як теоретичні, так і 
практичні питання діяльності веб-сайтів. Було проаналізовано добірку університетських веб-сайтів та 
обговорено проблеми та перспективи.
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Официальный сайт университета как инструмент Интернет-маркетинга: пример Казахстана
Аннотация
Сегодня веб-сайт университета как никогда важен для продвижения его миссии, академических 
программ и услуг. Его коммуникации с целевыми рынками должны быть организованными, 
профессиональными и творческими. Удачно созданный дизайн сайта привлекает посетителей и, 
конечно же, должен увеличивать регистрацию студентов. Хорошо продуманный и четко написанный 
веб-сайт университета позволит читателям получить всю необходимую и требуемую информацию 
для принятия ими правильных решений. Соответственно, значительную актуальность приобретают 
исследования, направленные на анализ различных вопросов создания эффективного сайта вуза. 
В статье нами рассматриваются как теоретические, так и практические вопросы деятельности веб-
сайтов. Был проанализирован ряд университетских веб-сайтов и обсуждены вопросы и проблемы.
Ключевые слова: Интернет-маркетинг; инструменты Интернет-маркетинга; сайт; вуз; 
образовательные услуги; реклама.

1. Introduction
Currently, Internet-marketing tools play a leading role in promoting its mission, academic pro-

grams and services. These tools are critical today because the consumer typically relies heavily on 
the Internet. This is because the university’s target audiences mainly consist of a younger gene-
ration that widely uses the Internet. When choosing a university, young people primarily use infor-
mation from various online sources. Even when prospective applicants rely on recommendations 
from their friends, relatives and acquaintance. Thus, it is very important for universities to repre-
sent themselves properly and attractively online to their target audience.
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The significance of e-marketing instruments is displayed in a numeral of academic works 
(G. Belch & M. Belch, 2021). Among these, the leading role is played by the official website of 
a university. A prospective consumer of higher education will start his/her acquaintance with its 
website. In short, the official university website is its online face.

This paper investigates whether a university website has a discernable impact on an enrollee’s 
university choice. This paper attempts (a) to identify theoretical and practical issues related to 
ope rating a university website, and (b) to characterize websites of high-ranking universities of Ka-
zakhstan and to develop recommendations for improving their activities in this field.

The consumer market of any university is a potential and real consumer, customers are stu-
dents who seek higher professional education and are ready to devote the best years of their 
lives to this. Naturally, to inform applicants about their proposals universities use the site (Lin & 
Jia, 2022; Hill, 2000). 

In general, the site can perform many marketing tasks, among which they stand out particular-
ly: improving the promotion of education services, image and information, and in addition, tasks 
related to personnel management, finance, and infrastructure. Through the website, consumers 
have the opportunity to collect the price information, participate in the development of service de-
sign, participate in promotions, and receive advice and support. As a tool to promote the univer-
sity and its services, the site also needs a promotion such as search engine optimization, adverti-
sing and public relations.

The 50% of scholars use the Internet daily and 16.67% use the Internet when needed (Singh & 
Pant, 2013). The top uses of the Internet in one’s daily life are as follows: uses of Internet in edu-
cation - 92.31%; searching for new jobs - 84.61%; uses of Internet in communication - 65.38%; 
access to the news - 57.69%; entertainment - 26.92%. 7.69% have no access to the Internet. It 
is evident that most scholars use the Internet for educational reasons. The range of Internet uses 
varies from 92.3% to 7.69%.

Based on survey reviews conducted by the Institute of Employment Studies more than 20.000 
potential students choose a university based on the following factors: university visits; handbooks 
and prospectuses; courses; costs and the university website (Connor et al., 1996). Thus, the 
universities are selected based on the information provided, and the overall website’s likeability 
(Shanka et al. 2006).

Internet marketing largely relies on the concentration of the main efforts in the field of pro-
motion of the organization’s website. A social and management process generates income for 
the university. Its aim is to satisfy customer requirements. There are several ways to improve the 
competitiveness of the university by improving the efficiency of the website: 1) the quality of the 
website; 2) its promotion on the Internet; 3) the link for blogs. It includes the development, crea-
tion, promotion, and implementation of the website on the Internet (Andrews & Shimp, 2017). Due 
to form of offline journal presently, enrolled students can blog about their stays in campus.

Currently, the scientific literature has developed the basic website requirements for any organi-
zation. These requirements are also fully applicable to the university’s marketing activities. This is 
in line with 7С model, proposed by Philip Kotler (Chaffey & Smith, 2012). 

Therefore, an effective website will be a tool for building an organization’s image, for guaran-
teeing the transparency of scientific activities and directly affecting its competitiveness in the 
 higher education market (Marzena, 2015).

The final decision on whether to choose a university will be made by website visitors based on 
what they read on the website and how useful and convincing the information is. With increasing 
number of students using Internet, university websites should contain the following information: 
• the education programs; 
• details of admission; 
• future employment (Golik et al., 2022).

This research objective of this paper is to study and analyze the current state and effective-
ness of Kazakh university websites in relation to their global counterparts in achieving the stated 
objectives of the universities. 

2. Materials and Methods
Rating of QS Universities: Eastern Europe and Central Asia (top 200 best universities in the 

world). The methodology of this rating is similar to QS World University Rankings. In 2017, 18 took 
part in the ranking, in 2018 - 22 universities. The paper compares publicly available data from 
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some of the leading local and foreign university websites. General scientific methods and tech-
niques, such as system and structural analysis, classification and generalization of the received 
information were used. The following measurements were used: 

1) thematic citation index (TCI); 
2) website quality index; 
3) Alexa rank (AR); 
4) indicators of user involvement; 
5) page depths; 
6) the number of universities mentions in social networks; 
7) the reflection of the website in mass media. 
The above-mentioned are adopted from Yandex. The most preferred website and search en-

gine in Russia and Central Asia.
To obtain a more accurate picture, we have analyzed some key indicators of the websites of a 

number of Kazakhstani universities using the website audit tool SaitReport. It provides the user 
with a tool for internal and external factors diagnostics in order to optimize a website. The same 
analysis has been conducted on the websites of a number of leading Russian and foreign universi-
ties. This makes it possible to roughly understand the relative position of Kazakhstan universities’ 
in terms of the quality of their official websites («SaitReport», 2018).

The main criteria of choosing these universities and their ranking are: 
1) the quality of education; 
2) research; 
3) international relations; 
4) demand for students of universities by employers. 

According to QS university ranking, the above-mentioned top universities in the Kazakhstan, 
Russia and United Kingdom were chosen (Brics, 2013). In our opinion, such an assessment can be 
trusted because, when determining the best universities, the website analysts have relied on data 
from four world universities authoritative rankings - QS, Times Higher Education and U.S. News, 
Webometrics, have made a list of leading universities.

Thus, the significance of the study of this topic in the theoretical aspect lies in the creation of 
methodological foundations for studying the status of national universities by identifying regional 
features of the competitiveness of universities in the new realities.

Based on the results of the Webometrics rating and the rating of Quacquarelli Symonds (QS), 
published in 2019, we compiled lists of universities that occupy first positions in their profiles in the 
world, countries of the European Union (EU), Eurasian Economic Union (EAEU) (Table 1 and Table 2).

An analysis of the results of ranking universities separately by their activity profiles shows that, 
taking into account the indicators used in the ratings, the leading positions are systematically oc-
cupied by classical universities and technical universities.

According to the British company Quacquarelli Symonds (QS), eight Kazakhstani higher edu-
cation institutions were included in the ranking of thousands of the best universities in the world. 

Table 1: 
Universities in the first position in their profile within the world, and their position in the world 
according to ratings - Webometrics and QS

Source: Compiled by the authors based on QS Ranking Web of Universities (2019) findings
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Three of them were on the list of five hundred of the best universities in the world - Al-Farabi Ka-
zakh National University (207th place), Eurasian National University named after L. N. Gumilyov 
(418th line) and South Kazakhstan State University named after M. Auezov (491st place). 

4. Results and Discussion
The top thirty Kazakhstani universities indicated in the list are included in the Webometrics 

(2018). The main criteria for Webometrics ranking are the number of web pages being indexed, 
open-access scientific publications, researches of universities’ scientists, and their citation. Uni-
versities market themselves in many ways. The Internet and the university’s website has become 
a key piece in this endeavor (Table 3).

The above-mentioned universities hold different places in this ranking. If, for example, L. N. Gu-
milyov Eurasian National University ranks first in the national ranking, then Almaty Management 
University is in the 21st place, and Narxoz University is in the 28th place. In addition, the list includes 
both state and private universities.

Thematic Citation Index (TCI) is a measure of the website credibility in Yandex. The greater 
the number of TCI, the higher the credibility and attendance of the website («SaitReport», 2018) 

As can be seen from Table 3, Almaty Management University has a score of zero, while the 
score of KIMEP is 325, which is a relatively high score. For other universities, instead of the TCI 
score, the system gives data on the so-called Website Quality Index.

In comparison with foreign and Russian universities, the websites of domestic universities are 
inferior in this indicator. The data on such Russian universities as Moscow State University and the 
Higher School of Economics are particularly high.

To increase the TCI, it is necessary to acquire links to the website from authoritative resources 
of the same theme. It is recommended to give preference to links-pictures and links, in which the 
name of the website appears («SaitReport», 2018).

Website Quality Index (WQI) - a Website Quality Index is an indicator of how useful your web-
site is to users according to Yandex. When calculating the quality index, the site reach, user satis-
faction le vel, confidence level of users and Yandex in the website, and other criteria are taken into 
account. The data from Yandex services is used for calculation («SaitReport», 2018).

According to the data of Table 3, L. N. Gumilyov Eurasian National University and Al-Farabi 
Kazakh National University have high indicators of this index. The indicator of Karaganda State 
University is also high. The indicator of Narxoz is average. However, as compared to the web-
sites of foreign universities, our data looks more than modest.

To increase the WQI, also, it is necessary to acquire links to the website from authoritative re-
sources of the same theme. It is recommended to give preference to links-pictures and links, in 
which the name of the website appears («SaitReport», 2018). 

Alexa rank (AR) - ranking based on website traffic. It shows in which place the website is as 
per website traffic in relation to all others. The higher the traffic, the lower the indicator values. For 
 example, google.com has AR = one. The place in the ranking directly depends on website traffic.

Table 2: 
Universities that are in the first position in their profile within the framework of the Eurasian 
Economic Union, and their position in the world according to ratings - Webometrics and QS

Source: Compiled by the authors based on QS Ranking Web of Universities (2019) findings
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These indicators contribute to higher search results of websites in search engines with a cer-
tain sequence as per specialized feature (TCI, PR, and AR). In this case, as features can be under-
stood generally accepted indexes, for example, website traffic, as well as ad-hoc ones, used on-
ly by this («SaitReport», 2018). All Kazakhstan universities under study have very low indicators of 
this ran king as compared to foreign and Russian universities. That is, a low level of traffic charac-
terizes the websites of domestic universities.

Behavioral factors or indicators of user involvement - the most important factors affec-
ting the promotion of a website. If a user spends a lot of time on the website, browses pa-
ges, makes orders, and so on, all of this has a positive effect on the reputation of the website 
(«SaitReport», 2018).

In the modern information space, one of the most important problems is to retain the Internet 
user on its resource, where the user’s attention becomes a potentially important resource. There-
fore, it is necessary for educational institutions to develop a different and convenient user expe-
rience (Kosyakov & Shaidyllina, 2016).

The most important is the bounce rate, an effective measure of user satisfaction. It is the per-
centage ratio of the number of visitors who left the website directly from the login page or browsed 
no more than one page of the website. A high bounce rate can lead to poor advertiser return of in-
vestment (Sculley et al., 2009). Jakob Nielsen (2006) suggests that close attention should be paid 
specifically to the bounce rate.

Table 3: 
The selected universities’ websites indicators of Kazakhstan, Russia, USA and UK

Source: Authors’ own compilation based on the results of the analysis on the �SaitReport� (2018)
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Behavioral factors. As can be seen from the data in Table 3, the figures in terms of such indi-
cators as «Average time spent on the website» and «Average number of pages browsed per visit» 
for the universities under study are normal in general. However, quite unpleasant, in our opinion, 
situation takes place in terms of the «Bounce rate» indicator. This indicator is especially high for 
KIMEP - 59.4%, and it is considerably high for Narxoz - 48.1%. 

Among the reasons for the high level of visitors’ rejection could be:
1. The appearance of the website: not credible, sloppy design and other.
2. Unconsidered navigation: the user cannot find the necessary information on the website.
3. Untargeted traffic: the website gets clients who are looking for very different information than 

what is on the pages of the website.
4. Content quality: low-quality content causes a negative reaction from users. Therefore, it is im-

portant to systematically optimize the content 
In order to improve the behavioral factors of the website, it is necessary to make it more con-

venient, to monitor the compliance of the resource with the requests according to which the user 
finds it in a search engine («SaitReport», 2018).

The data in Table 3 also demonstrates that, in comparison with the websites of foreign universi-
ties, the «Behavioral Factors» position is that section of the work of websites where domestic uni-
versities are not only inferior, but also superior in quality to the websites of foreign universities. 

Scroll reach. Scroll reach levels show the number of clicks starting from the main page (zero 
levels) to a particular page of the website. The ease of finding information is essentially dependent 
on the website depth. Shallow depth can lead to an excessive surplus of information for the user 
on one page and thereby lowers its rating in the eyes of the user («SaitReport», 2018).

Page depths. Thus, all universities under study have a shallow depth of the website, which is a 
negative factor.

Thus, all universities under study have a shallow depth of the website, which is a negative factor.
The reflection of the website in the mass media. One of the characteristics of website visibi-

lity on the Internet («SaitReport», 2018).
As can be seen from the data in Table 4, Kazakhstan universities have a low level of presence 

in the mass media. Among the universities under study, ENU and KazNU, by a significant margin, 
are ahead of the rest of domestic universities in terms of mentioning in the news. In comparison 
with foreign and Russian universities, the data of Kazakhstan universities have an incomparably 
lo wer level. Thus, Kazakhstan universities will have to carry out a large amount of work in terms of 
interaction with the mass media and enhancing the scientific activities of higher-education tea-
ching personnel.

Table 4: 
The selected universities’ websites activity in the social networks and media

Source: Authors’ own compilation based on the results of the analysis on the �SaitReport� (2018)
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The reflection of the website in social networks. The data in this area characterize the activi-
ty of the universities in social networks, which currently is one of the most important areas of mar-
keting work to promote the educational services of the universities.

There is a relatively high activity of Kazakhstan universities in social networks. However, as com-
pared to foreign and Russian universities, the data of Kazakhstan universities are again incompa-
rably lower. As it is known, marketing work in social networks in modern conditions is the most sig-
nificant direction in the promotion of educational services of the universities. In this regard, this is 
that particular section to which domestic universities should first pay attention.

In a practical aspect, the study shows a system of factors that positively or negatively affect the 
functioning of modern universities. The research results allow us to create a system of indicators 
that determine the competitiveness of the university. In addition, the possibilities of marketing re-
search in solving the problem of competitiveness of universities and increasing the competitive 
advantages of the university in the educational services market are shown.

5. Conclusions
A comparative analysis of the websites of some Kazakhstan universities conducted within the 

framework of this article allow drawing the following conclusions regarding the characteristics of 
these websites:
1) Website Quality Index as a whole is at a high level. However, as compared to foreign and Rus-

sian universities, the websites of domestic universities are dramatically inferior in this indicator. 
2) Alexa rank (AR) based on website traffic is low for all universities under study. That is, there is low 

website traffic of Kazakhstan universities. All Kazakhstan universities under study have very low 
indicators of this ranking as compared to foreign and Russian universities. 

3) A high level has a bounce rate when most visitors leave the website directly from the login page 
or browse no more than a page. At the same time, in comparison with the websites of foreign 
universities as a whole, the «Behavioral Factors» position is that section of the work of websites 
where domestic universities are not only not inferior, but also even superior in quality to the 
websites of foreign universities. 

4) All the reviewed websites have a shallow page depth, which leads to an excessive surplus of in-
formation for the user on one page and thereby lowers its rating in the eyes of the user. 

5) The websites of Kazakhstani universities, in general, have a low level of reflection in the mass 
media. As compared to foreign and Russian universities, the data of Kazakhstani universities 
have an incomparably lower level. 

6) Kazakhstani universities are relatively active in social networks, which is a positive factor. Ho-
wever, as compared to foreign and Russian universities, the data of Kazakhstani universities are 
again incomparably lower. 

7) To attract the attention of applicants, it is effective to use interactive elements: 
• a) the opportunity to ask a question about enrolling and learning online; 
• b) calculate the probability of entering a particular area of study by inputting the results of the 

Unified State Exam; 
• c) pass an online trial test on a specific subject.
In conclusion, despite all the achievements, our universities still have significant work to achieve 

the required website quality according to all the above-mentioned findings, results and analysis.
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