«Typan» yHUBEpCUTETIHIH Xa0apIIbIChD FHUIBIMU KypHaibl 2026 k. Ne 3(111)

IRSTI 06.77.01
UDC 378.4
JEL 123, 125

https://doi.org/10.46914/1562-2959-2026-1-3-506-517

BEKNIYAZOVAD.S.,!

PhD, associate professor.

e-mail: dana.bekniyazova@mail.ru
ORCID ID: 0000-0002-2093-3006
MUKINA G.S.,"

PhD, associate professor.

*e-mail: gulsara.dyusembekova@mail.ru
ORCID ID: 0000-0002-2451-4984
SHERIMOVA N.M.,!

PhD, associate professor.

e-mail: sherimova.n@teachers.tou.edu.kz
ORCID ID: 0000-0003-4482-8531
BABAZHANOVA Zh.,

c.e.s., professor.

e-mail: babazhanova zh@mail.ru
ORCID ID: 0000-0001-5414-135X
'Toraighyrov University,

Pavlodar, Kazakhstan

’Kazakh National Academy

of Choreography,

Astana, Kazakhstan

INTERACTION MODEL OF UNIVERSITIES AND EDUCATIONAL
SERVICES’ CONSUMERS IN THE CONTEXT OF DIGITALIZATION

Abstract

With increasing transparency of business processes and accessibility of information, consumers in the
educational sphere are gradually transforming from passive recipients of educational services into active participants
in the formation of university corporate policy. This transformation is especially important in the field of sustainable
development, where consumer expectations, assessments and behavioral reactions can influence both communication
practices and strategic priorities of higher education institutions. The article presents a conceptual model of interaction
between consumers of educational services and universities in a virtual environment, aimed at ensuring the effective
implementation of sustainable development principles in university business processes. The purpose of the study is to
develop and empirically confirm a conceptual model of interaction between consumers and universities in the digital
environment that facilitates university adaptation to sustainability requirements. To achieve this purpose, mixed
research methods were used, including an expert survey and correlation and regression analysis based on data from 50
Kazakhstani universities. The results demonstrate statistically significant relationships between consumer activity in
the virtual environment and indicators of university sustainable development. Particular importance is associated with
activity in social networks, participation in online initiatives, information transparency and feedback mechanisms.
The findings confirm that informed and active consumers of educational services can play a transformative role in
the development of sustainable university strategies. Digitalization increases the speed of communication, expands
opportunities for participation and creates additional conditions for integrating consumer expectations into university
management.

Keywords: interaction model, sustainable development, virtual environment, educational sphere, labor market,
digitalization, consumer behavior.

Introduction

Modern transformations in the economy and society are accompanied by a gradual change in the
role of consumers in relationships with organizations. The traditional model, in which consumers acted
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mainly as final recipients of goods and services, is increasingly being replaced by a model of active
participation. Consumers now have greater access to information about organizations, their social
responsibility, environmental initiatives, management practices and compliance with sustainable
development principles.

Current studies demonstrate that consumers increasingly consider sustainability when making
purchasing decisions [1].

Sustainability is therefore becoming not only an internal corporate issue but also a factor related
to competitiveness, reputation and the ability of organizations to respond to changing consumer
expectations [2].

For higher education institutions, this problem has particular significance. Universities perform
educational, social and economic functions and interact with a broad range of stakeholders, including
students, applicants, graduates, employees, employers, public authorities and local communities.
Therefore, sustainable university development includes not only environmental projects but also
social responsibility, openness, accessibility, communication quality and adaptation to changing
public needs.

Previously, communication between organizations and consumers was largely one-directional [3].
Organizations distributed information, while consumers mainly received it [4]. Social networks,
online platforms, rating systems and digital communities have significantly changed this relationship.

Consumers can now publish comments, reviews and recommendations, participate in discussions
and influence the perceptions of other participants. As a result, the virtual environment becomes an
important space in which organizational reputation is formed.

In the educational sphere, applicants and students can compare universities through publicly
available information, rankings, social networks and online reviews. They can also evaluate
environmental and social initiatives and observe the extent to which universities communicate their
sustainable development priorities.

At the same time, digital interaction provides universities with additional information about
consumer expectations. Comments, reactions, reposts, participation in surveys and online initiatives
can be considered important sources of feedback.

This approach demonstrates that consumer decisions may depend not only on price and functional
characteristics but also on environmental, social and ethical factors. In the educational sphere, students
and applicants may similarly evaluate universities on the basis of reputation, social responsibility and
sustainable development practices [5].

Stofejova et al. emphasize the environmental aspect of consumer behavior and indicate consumers’
willingness to pay for environmentally friendly products [6].

Within this approach, consumers are considered not only as recipients of corporate decisions but
also as sources of information that can influence the development of organizational strategies [7].

For universities, this is particularly relevant because interaction with consumers is usually
long-term. Students interact with a university during several years, while graduates may continue
participating in university communities after completing their studies [8].

One of the most important characteristics of the digital environment is the reduction of information
asymmetry. Consumers can obtain information not only from official university sources but also from
social networks, independent platforms and other users.

This increases the importance of information transparency. If sustainability information is regularly
and clearly communicated, consumers are better able to understand the activities and priorities of a
university.

Another important component is feedback. Digital technologies allow consumers to rapidly
express their opinions regarding educational quality, environmental initiatives, social responsibility
and other aspects of university activity.

However, collecting feedback alone is insufficient. Universities also need mechanisms for
analyzing the information received and incorporating the results into strategic decision-making.

This requirement determines the importance of analytical systems in the proposed conceptual
model.

The virtual environment also creates opportunities for collaborative value creation. Consumers
can participate in surveys, discussions, crowdsourcing projects and other forms of digital interaction.
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In this case, consumers become not only evaluators of university activity but also direct participants
in the development of initiatives.

The interaction between these components forms a cyclical process in which universities publish
information and implement initiatives, consumers react through digital channels, collected information
is analyzed and the results can subsequently influence management decisions.

To achieve the stated purpose, the following tasks were formulated:

* to develop a conceptual model of interaction between consumers and universities in a virtual
environment;

¢ to analyze current trends in consumer influence on university sustainable development;

+ to determine mechanisms of consumer influence on sustainable development strategies;

¢ to assess relationships between indicators of digital consumer activity and indicators of
university sustainable development.

Materials and methods

For a comprehensive study of consumer influence on the sustainable development of universities,
a mixed methodological approach combining qualitative and quantitative methods was used.

The study was implemented sequentially. The qualitative stage, represented by an expert survey,
preceded the quantitative stage, which included correlation and regression analysis.

The expert sample was formed through targeted selection using the maximum variation criterion.

The final sample consisted of 50 experts:

+ 18 representatives of the educational sector, including heads of university sustainable
development departments;

* 15 representatives of the scientific community with publications on sustainable development
and the digital economy;

¢ 12 consultants specializing in sustainable development strategies;

+ five civil servants representing specialized departments and regional authorities with at least
five years of professional experience.

The diversity of the sample made it possible to obtain different professional assessments and
reduce the risk of systematic bias.

Representatives of universities provided an institutional perspective, researchers contributed
academic assessments, consultants reflected practical strategic experience, while civil servants
assessed the issue in the context of economic and regional development.

The combination of closed and open questions allowed both comparable numerical assessments
and more detailed expert explanations to be obtained.

Procedure

The survey was conducted in two consecutive stages during October—December 2024.

The first stage included an online survey conducted through a digital questionnaire platform.

The second stage consisted of structured in-depth interviews with eight experts.

The purpose of the interviews was to clarify the principal concepts and mechanisms identified
during the first stage.

Each interview lasted approximately 45—60 minutes. With the consent of the participants, the
interviews were recorded and transcribed for further analysis.

Analytical methods

Quantitative expert data were analyzed using descriptive statistics and Kendall’s coefficient of
concordance W.

Qualitative data obtained from open-ended questions and interviews were processed through
content analysis in accordance with the coding paradigm of Corbin and Strauss.

The analysis included two groups of variables.

The independent variables characterized consumer activity in the digital environment:

X1: activity in university social networks related to sustainable development issues;

X2: activity concerning sustainable development in university social networks, represented by a
cumulative index including posts, comments, reposts and likes normalized by reach;

X3: participation in university online sustainable development initiatives, expressed as a
percentage of participants from the general base.
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The dependent variables characterized university sustainable development:

Y1: volume of investments in environmental projects as a percentage of university income;

Y2: number of implemented social initiatives;

Y3: position in sustainable development rankings, represented by a composite index based on
national and international rankings.

The selected variables represent different dimensions of both consumer activity and sustainable
development.

X1 reflects communication activity, X2 characterizes the intensity of interaction in social networks,
while X3 indicates direct participation in online initiatives.

Y1 reflects the financial dimension of sustainable development, Y2 represents practical social
activity and Y3 reflects external reputational assessment.

Data were collected from public university sustainable development reports for 20202024, social
media monitoring systems, IQAA-Ranking and other national ranking data.

Results and discussion

The expert survey made it possible to identify the principal factors and mechanisms through
which consumers of educational services influence sustainable university development.

Kendall’s coefficient of concordance amounted to 0.74, indicating a relatively high level of

agreement among the experts.

Table 1 — presents the average assessments of the importance of individual consumer influence factors

Factors Average significance Standard Quartile-
score (on a 5-point deviation intermediate
scale) range
Digital activism (universities in social networks) 4,7 0,5 0
Customer reviews about the environmental and
social aspects of universities © activities 4,5 0,6 1
Participation in online surveys and surveys on
sustainable development issues 42 0,7 1
Using digital platforms to monitor the impact of
educational services on the social environment 4,0 0,8 1
Co-creation of value in a virtual environment
(crowdsourcing) 3,9 0,9 2
Personal communication with companies through
digital channels 3,8 0,7 1
Participation in virtual communities that promote
the sustainable development of higher education
institutions 3,7 0,8 1
Note: Compiled by the authors.

The results presented in table 1 demonstrate that digital activism in university social networks
received the highest expert assessment, with an average significance score of 4.7.

This result indicates that social networks are considered one of the principal channels through
which consumers can influence university sustainable development.

Social media allow information to be distributed rapidly and provide opportunities for comments,
reposts and public discussion.

Consumer reviews concerning environmental and social aspects of university activity received an
average score of 4.5.

Reviews can simultaneously perform several functions: provide information to other consumers,
serve as feedback for universities and influence institutional reputation.

Participation in online surveys concerning sustainable development received an average score
of 4.2.

This confirms the importance of structured feedback mechanisms that allow universities to identify
consumer expectations more systematically.
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The use of digital platforms to monitor the influence of educational services on the social
environment received an average assessment of 4.0.

Such monitoring allows universities to accumulate information and evaluate changes in consumer
behavior over time.

Collaborative value creation in a virtual environment, including crowdsourcing mechanisms,
received an average score of 3.9.

Although this assessment is lower than for social media activity and reviews, it remains significant
and demonstrates the potential of consumer participation in developing university initiatives.

Personal communication through digital channels received an average value of 3.8, while
participation in virtual communities promoting sustainable development received 3.7.

Thus, all factors included in Table 1 were assessed by experts as significant, although the strongest
role was attributed to public digital interaction and information exchange.

Digital technologies reduce information asymmetry between universities and consumers.
Consumers can access official and independent information sources and actively exchange information.

As a result, information concerning university activities can rapidly reach a large audience.

The second mechanism is direct economic impact.

It is associated with changes in consumer decisions depending on whether a university is perceived
as complying with sustainable development principles.

Applicants, students, graduates and other stakeholders may take university reputation and social
responsibility into account when making decisions.

The third mechanism is reputational impact.

It involves the formation of public opinion about universities through digital channels.

Digital environments significantly increase the speed at which reputation can be created or
damaged.

Information distributed through social networks may affect university image within a relatively
short period.

At the same time, reputational effects can accumulate over time as consumers repeatedly encounter
similar assessments and information.

The three mechanisms are interconnected.

Information dissemination can influence reputation, while reputational changes may subsequently
affect consumer decisions.

SCALABILITY OF IMPACT

the ability to quickly transition from
individual initiatives to large-scale
collective action

REDUCED TEMPORAL

COMPRESSION
COORDINATION CHARACTERISTICS .
COSTS OF THE VIRTUAL the time lag between

collective acton 15 ENVIRONMENT the company’s actions

and consumer reactions

much easier to organize TR
8 is significantly shorter

NETWORK EFFECTS

non-linear amplification of influence
due to the network structure of
interactions

Figure 1 — Features of the mechanisms of consumer influence on companies’ sustainable
development in the virtual environment

Note: Compiled by the authors.

The virtual environment reduces the time required for communication and increases the potential
scale of consumer influence.
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Information can spread rapidly and remain accessible for a considerable period.

At the same time, digital interaction creates opportunities for accumulating data about consumer
reactions.

This allows universities not only to experience consumer influence but also to analyze it.

The results are presented in table 2.

Table 2 — Correlation coefficients between consumer activity indicators and University sustainable
development indicators in virtual environments

Indicator Volume of Number of Position in the
investments in implemented rating of sustainable
environmental social initiatives development (Y3)
projects (Y1) (Y2)

Number of messages on digital channels on

sustainable development issues (X1) 0,68* 0,72% 0,65*
Activity of the company on sustainable

development in social networks (X2) 0,75% 0,64* 0,78*
Participation in universities’ online 0.62* 0.76% 0.70*

sustainable development initiatives (X3)

Note: Compiled by the authors.
*p<0.01

The correlation between X1 and environmental investments Y1 is 0.68.

The relationship between X1 and the number of social initiatives Y2 is 0.72, while the correlation
between X1 and sustainable development ranking position Y3 equals 0.65.

These results indicate that greater sustainability-related activity in digital channels is associated
with higher sustainability indicators.

The second independent variable, X2, demonstrates a correlation of 0.75 with environmental
investment Y1.

The relationship between X2 and Y2 is 0.64.

The strongest correlation in the entire analysis is observed between X2 and Y3 and amounts
to 0.78.

This indicates a particularly close relationship between university social media activity concerning
sustainable development and university positions in sustainability rankings.

The third independent variable, X3, demonstrates a correlation of 0.62 with environmental
investments Y1.

The relationship between X3 and Y2 reaches 0.76.

This is the strongest relationship associated with X3 and suggests that participation in online
sustainable development initiatives is particularly closely connected with the number of implemented
social initiatives.

The correlation between X3 and Y3 is 0.70.

Taken together, the results indicate that different forms of digital activity are associated with
different aspects of sustainable development.

Social media activity is particularly closely associated with environmental investment and ranking
positions, while direct consumer participation is strongly associated with social initiatives.

These relationships correspond to separate components of the proposed conceptual model.

Variables associated with social media activity are connected with digital infrastructure,
information openness and feedback.

Consumer participation is more directly related to collaborative value creation.

The expert study also confirms the importance of all five components of the model.

The highest expert assessment was obtained by the component “Information transparency
mechanisms”, with an average score of 4.5.

The “Feedback system” component received 4.3 points.

The “Analytical systems” component received 3.8 points.
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Although this value is lower, it still indicates significant potential.

The relatively lower assessment may be related to the fact that analytical systems are not yet fully
integrated into university digital management practices.

Universities may actively communicate through social networks without systematically analyzing
consumer reactions.

Therefore, analytical development represents an important direction for further improvement of
the model.

The results are presented in table 3.

Table 3 — Results multiple linear regression

Dependent variable Independent | Standardi-zed t-test p-value R?
variable B-coefficient
Volume of investments in X1 0,25 2,87 0,006 0,68
environmental projects (Y1) X2 0,49 5,42 <0,001
X3 0,18 2,14 0,038
Number of implemented social X1 0,32 3,65 <0,001 0,72
initiatives (Y2) X2 0,21 2,45 0,018
X3 0,46 5,28 <0,001
Position in sustainable development X1 0,23 2,76 0,008 0,75
ratings (Y3) X2 0,52 6,14 <0,001
X3 0,29 3,42 0,001
Note: Compiled by the authors.

For Y1, representing investments in environmental projects, the strongest standardized coefficient
is observed for X2 and amounts to 0.49.

The standardized coefficient for X1 is 0.25, while X3 has a coefficient of 0.18.

Thus, university activity in social networks concerning sustainable development makes the largest
contribution to variation in environmental investments among the included variables.

The determination coefficient for the model is R?>=0.68.

For Y2, representing the number of implemented social initiatives, the strongest contribution is
associated with X3.

Its standardized 3 coefficient equals 0.46.

The coefficient for X1 is 0.32, while X2 has a coefficient of 0.21.

The determination coefficient amounts to R>=0.72.

This result demonstrates that direct participation in online sustainability initiatives is particularly
important in relation to university social activity.

For Y3, representing sustainable development ranking positions, the largest coefficient is again
associated with X2.

Its standardized B value equals 0.52.

X3 has a coefficient of 0.29 and X1 has a coefficient of 0.23.

The determination coefficient reaches R?=0.75.

This is the highest R? value among the three regression models.

The results of regression analysis therefore confirm the conclusions obtained during correlation
analysis [9].

University social media activity concerning sustainable development contributes most strongly to
environmental investment and ranking positions.

Consumer participation in online initiatives contributes most strongly to the number of social
initiatives [10].

The relatively high determination coefficients, ranging from 0.68 to 0.75, indicate that the selected
indicators explain a considerable proportion of variation in university sustainability indicators.

At the same time, university sustainable development is influenced by many additional factors
that are not included in the present analysis [11].

The combined results of the expert survey, correlation analysis and regression analysis demonstrate
consistency between qualitative and quantitative stages.
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Experts identified digital activism, reviews and participation in online initiatives as important
mechanisms [12].

The statistical analysis subsequently confirmed significant relationships between digital activity
and university sustainability indicators.

This correspondence supports the functional relevance of the proposed conceptual model.

Particular importance is associated with the phenomenon of temporal compression, under which
consumer reactions to university activity may occur almost immediately [13].

Digital platforms significantly reduce the time between an organizational action and public
response.

This creates additional requirements for reputational risk management.

Universities need mechanisms for continuous monitoring and timely response.

Such changes may remain superficial if sustainability principles are not integrated into actual
business processes.

This approach corresponds to the risks associated with greenwashing discussed by Gitelman,
Kozhevnikov and Chebotareva [14].

Proactive digital transformation, in contrast, involves a deeper reconsideration of business
processes and integration of sustainable development principles into university strategy.

Digital tools are used not only to publish information but also to collect feedback, analyze
consumer expectations and support participation.

This approach corresponds to the relationship between digital technologies and sustainable
development considered by Sadaa et al. [15].

The distinction between reactive and proactive adaptation is important because high digital
activity alone does not necessarily indicate a high level of sustainability.

The strategic significance of digital communication depends on whether universities use the
information obtained to improve their activities.

Therefore, analytical systems and feedback mechanisms are important components of the
conceptual model.

The practical significance of the model is associated with the possibility of organizing digital
interaction as a complete management cycle.

Digital infrastructure provides communication channels.

Information transparency ensures access to relevant information.

Feedback systems collect consumer reactions.

Collaborative platforms support participation.

Analytical systems transform accumulated information into a basis for decision-making.

The effectiveness of the model therefore depends on interaction between these components rather
than on the development of one digital instrument separately.

Conclusion

The integrated results of the expert survey, correlation analysis and regression analysis provide
a comprehensive representation of mechanisms through which consumers of educational services
influence the sustainable development of universities in the virtual environment.

The study confirms that digitalization changes the nature of interaction between universities and
consumers.

Consumers receive greater access to information and more opportunities to express opinions,
participate in initiatives and influence public perceptions.

Universities receive additional information about consumer expectations but also face increased
requirements regarding transparency and responsiveness.

The interaction between these components forms a cyclical process.

University activities generate consumer reactions, these reactions are collected and analyzed, and
the obtained information may subsequently influence management decisions.

The results of the expert survey confirm the importance of the identified factors.

Kendall’s W of 0.74 indicates a relatively high level of agreement among experts.

The highest assessments were obtained for digital activism, consumer reviews, information
transparency and feedback mechanisms.
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The quantitative results also support the proposed model.

All selected indicators of consumer activity demonstrate statistically significant positive
relationships with university sustainability indicators.

The strongest correlation, r=0.78, is observed between university activity in social networks
concerning sustainable development and university positions in sustainability rankings.

Consumer participation in online sustainability initiatives is strongly associated with the number
of implemented social initiatives, with a correlation of 1=0.76.

Regression analysis demonstrates that X2 makes the largest contribution to variation in
environmental investments and sustainability ranking positions.

X3 makes the largest contribution to variation in the number of implemented social initiatives.

The determination coefficients ranging from R?=0.68 to R>=0.75 indicate that the selected digital
activity indicators explain a considerable proportion of variation in sustainability indicators.

The results therefore demonstrate that different forms of consumer activity influence different
aspects of university sustainable development.

At the same time, several methodological limitations should be considered.

First, the identified correlations do not necessarily demonstrate direct cause-and-effect
relationships.

Universities with more developed sustainable development strategies may themselves be more
active in digital communication.

Future longitudinal studies are therefore needed to determine the direction of relationships more
accurately.

Second, the study focuses on Kazakhstani universities.

Institutional, cultural and digital characteristics of Kazakhstan may influence the mechanisms
identified.

Cross-cultural studies could therefore be used to verify the model in other national educational
systems.

Third, the study partly relies on university reporting concerning investments and implemented
initiatives.

Future research should include independent data sources to verify sustainability indicators.

Fourth, the quantitative analysis includes only a limited number of indicators of virtual consumer
activity.

Future studies could additionally examine comment sentiment, response time, participation of
graduates, structure of digital communities and other forms of consumer interaction.

Despite these limitations, the results demonstrate that consumer activity in the virtual environment
represents an important factor associated with university sustainable development.

Information transparency, digital communication, feedback and consumer participation should
therefore be considered interconnected elements of modern university management.

The practical implication is that universities should not limit digitalization to the introduction of
individual communication channels.

Greater effectiveness can be achieved when digital infrastructure is combined with information
openness, feedback mechanisms, collaborative interaction and analytical support.

Under such conditions, consumers of educational services become not only recipients of
information but active participants in sustainable university development.

The transformation of consumer roles is particularly important in the context of changes in the
labor market and increasing requirements for higher education institutions.

Universities need to demonstrate adaptability, social responsibility and the ability to respond to
changing technological and social conditions.

The virtual environment becomes one of the principal spaces in which such adaptability is
evaluated.

Further development of the proposed model should therefore focus on longitudinal analysis,
expansion of quantitative indicators and comparison between universities operating in different
institutional environments.

These directions will allow the role of digital consumer activity in sustainable university
development to be assessed more accurately.
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Anjarna

Busnec-niponiecTepiH alIBIKTHFRI MCH aKmapaTThiH Kol JKeTIMIUTITIHIH apTybIMEH OiliM 6epy CaJaChIHIAFbl
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casicaThlH KaJIbINTACTBIPYAbIH OEJICeH/II KaThICyIIblIapbiHa aiHanyna. bys Tpanchopmarus TyTHIHYIIBUIAPIbIH
KYTyJepi, Oarayayinapbl )oHE MIHE3-KYJIBIK PeakIHsuIapbl KOMMYHHKAIMS TOXKIpHOECIHE Jie, JKOFapbl OKY OpBIH-
JIApBIHBIH CTPATETHSUIBIK OaChIMIBIKTAphIHA Jla 9CEep €Tyl MYMKIH TYpakThl AaMy CajlachblHIa €pPEeKIIe MaHbI3JIbI.
Maxkanaga yHHBEPCHTETTIH OW3HEC-TIPOLECTEPiHAC TYPAKTHl JaMmy KaruAaTTapbhlH THUIMAI €HTI3yHi KaMTamachl3
eTyre OarpITTanmFaH OiiM Oepy KbI3METTEepiH TYTHIHYIIBUIAD MEH YHUBEPCUTETTEPIIH BHPTYaJIbl OpPTaIZaFsl ©3apa
OpeKeTTeCyiHiH TYIKbIPHIMIAMATTBIK MOJIelTi YCHIHBUTFaH. 3epTTEYIiH MaKCaThl-yHUBEPCUTETTIH TYPAKTBUIBIK Tasam-
TapblHa 6eI/IIMJIGJ'Iy1H JKEHUIETETIH uH(bpﬂLIK OpTajiaFbl TYTHIHYIIBLIAD MEH YHHUBEPCUTETTEP apAChIH/IArhbl 03apa
OPEKeTTECTIKTIH TYKBIPHIMIAMAITBIK MOJIENiH aalpney JKOHE SMIMPUKAIBIK pacTtay. OChl MakcaTka JKeTy YIIiH
apaJac 3epTTey 9JicTepi KOIAaHbUIIbI, OHBIH IIIiH/AE capanTamMaibiK 3eprrey skoHe 50 Kasakcranaslk sKOFapbl OKy
OPBIHAAPBIHBIH JCPEKTepi HEri3iHAe KOPPESLMIBIK KIHE PEerpecCHsUIbIK Tajuay Kyprisinai. Hotmxkenep Bup-
TyaJ bl OpTaIaFrkl TYTHIHYIIBUTBIK OCJICEHIUTIK TICH YHUBEPCUTETTIH TYPAKTHI 1aMy KOPCETKIIITepi apachbIHIaFkl CTa-
TUCTHKAJIBIK MaHBI3/IbI OalJIaHBICTHI KopceTeni. Epexine MaHbI3ABUIBIFEI QIEYMETTIK JKemiIepaeri OeICeH IiTIKIIeH,
OHJIAMH-0acTamMaapra KaThICYMEH, aKIIapaTThiH albIKTBIFBIMEH KOHE Kepi OaillaHbIC MEXaHU3MIepiMEH OailiaHbIc-
ThI. HoTrokenep Oislim 6epy KbI3METTepiHIH aKklapaTTaHIbIPbIIFaH jKoHe OeJICeH 11 TYTHIHYIIBUIAPbl YHUBEPCUTETTEP-
JIH TYPaKThI JaMy CTpaTeTHsIapbIH 931piieye TpaHchOpMaLUsUIBIK POIT aTKapa ajJaTbIHbIH pacTaiasl. Lndpranaspy
OaifIaHbIC JKBUIIAMIIBIFBIH apTTHIPAIBI, KATBICY MYMKIHIIKTEPIH KCHEWUTeNi JKOHE TYTHIHYIIBUIAPIBIH YMITTEPIiH
YHHUBEPCHUTET OaCIIBIIBIFBIHA €HT13Y VIIiH KOCBIMIIIA JKaFaiinap xKacanpl.

Tipek ce3aep: e3apa opekeTTeCcy MOJEIi, TYPaKTHI JaMy, BUPTYaJIbl OpTa, OisliM Oepy canackl, eHOEK HapBIFH,
U PIAHIBIPY, TYTHIHYIBIIAPABIH MiHE3-KYJIKBI.
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MOJAEJIb B?.AHMO%[EfICTBHS[ YHUBEPCUTETOB
N NNOTPEBUTEJIEU OBPA3OBATEJIBHBIX YCJAYTI
B KOHTEKCTE HU®POBU3AIIUN

AHHOTALUA

C NOBBIIIICHHEM TIPO3PAYHOCTH OM3HEC-TIPOIIECCOB M JOCTYIMHOCTH HH(POPMAIMK ToTpeduTenu B cdepe odpa-
30BaHMS OCTEIICHHO MPEBPAIIAOTCSI M3 ITACCUBHBIX IOJyYaTeiei 00pa30BaTebHBIX YCIYT B AaKTHBHBIX YUYaCTHUKOB
(bopMHpOBaHKs KOPIOPATUBHOM TOIMTHKHA YHUBEpCUTeTa. DTa TpaHcdhopManust 0cOOCHHO BaKHA B 00JIACTH YCTOM-
YHUBOTO Pa3BUTHS, TIIC OKUIAHUS, OLCHKU U OBEICHUCCKHE PEAKIIUH ITOTPEOUTENCH MOTYT BIHATh KaK HA KOMMYHH-
KallMOHHBIE IPAKTHKH, TAK U Ha CTpaTernyeckue IPUOPUTETH BHICIINX yUeOHBIX 3aBeieHuil. B cTaTbe npencrasieHa
KOHIIENITyaJIbHAst MOZIETh B3aUMOACHCTBHS OTPEOHUTEIeH 00pa30BaTeIbHBIX YCIYT U YHUBEPCUTETOB B BUPTYaIbHOM
cpezie, HamnpaBiieHHast Ha oOecriedeHne 3(M(GEKTUBHON peain3alvi MPUHIHUIIOB YCTOMYMBOTO Pa3BUTHS B OM3HEC-
nporeccax yHuBepeurera. Lenbro rccneaoBanus sBisieTcst pa3paboTKa U SMIMPUYECKOE MOATBEPKICHHE KOHIICTITY-
AIIBHOM MOJICITH B3aUMOJICHCTBUSI MEXKIY MOTPEOUTEIIIMU U YHUBEPCUTETAMH B LIM(POBOH cpefie, KoTopasi obJeryaet
aIaNTalli0 YHHBEPCUTETOB K TPEOOBAHHMAM YCTOWYMBOTO pa3BUTHs. IS TOCTHIKEHHUS 3TOM 1ed ObUIH UCIONB30-
BaHBI CMEIIAHHBIE METOJIBI HCCIIENOBAHIS, BKIIFOYAsk SKCIIEPTHBIN ONPOC M KOPPEJISIMOHHO-PErPEeCCHOHHBIN aHaH3
Ha OCHOBE OTaHHBIX 50 xka3zaxCcTaHCKUX YHUBEPCUTETOB. PCSyIIBTaTBI JEMOHCTPUPYIOT CTATUCTUYICCKU 3HAYMMBIC B3a-
MMOCBSI3U MEXY MOTPEOUTENLCKONW aKTUBHOCTHIO B BUPTYaJbHOW Cpele U MOKa3aTeIssMU YyCTOWYHBOTO Pa3BUTHUS
yauBepcuteTa. Oco0oe 3HaUCHHE MPUAACTCS] AKTHBHOCTH B COLMAJTIBHBIX CETAX, YYACTHIO B OHJIAWH-HHUIIMATHBAX,
MH()OPMAMOHHON MPO3PAYHOCTH ¥ MEXaHH3MaM OOpaTHOM cBsi3M. [lodydeHHBIC Pe3yNbTaThl MOATBEPIKAAIOT, YTO
MH(OPMHUPOBAHHBIC M aKTHBHBIC NOTPEOUTETN 00pPa30BaTENIbHBIX YCIyT MOTYT CHI'PaTh NPEoOpasyIoNIyo posib B
pa3paboTKe CTpaTeruii yCTOHYMBOrO Pa3BUTUS yHUBEPCUTETOB. L{MdpoBH3anus MOBIIIaeT CKOPOCTh KOMMYHHKA-
UK, paCIIUPACT BOSMOXHOCTU IJIA YHaCTUA U CO3ACT AOIMOJTHUTECIBHBIC YCIIOBUA IJIsI HHTCTpAIllun O)KI/I}IaHI/Iﬁ 110~
TpeduTelneil B ynpaBieHHe YHUBEPCUTETOM.

KitroueBble cjioBa: MOsellb B3aUMOJICHCTBHS, YCTOHUMBOE Pa3BUTHE, BUPTyalbHas cpena, oOpazoBaTeIbHas
cdepa, pbIHOK TpyAa, HUPPOBU3ALHNS, TOTPEOUTEILCKOE TOBEICHHE.
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