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In conditions of transformations aimed at the formation of a favorable economic and social environment in the Republic of 
Kazakhstan (hereinafter - RK), the key place is given to the development of education. Tendencies such as globalization, 
changing the educational paradigm, positioning and competitiveness in the educational market and the labor market have led 
to the fact that the demand for quality training in higher education has increased.Getting high-quality education is one of the 
most important vital values of citizens and a key factor in the country's socio-economic development and stability. 
Therefore, improving and securing the quality of higher education is one of the priorities of state policy in the field of 
education. 
In addition, the high quality of education is an important indicator of the effectiveness of investments in higher education 
and one of the most significant criteria in a market that is characterized by a high level of competitiveness. 
 
 
Activities to ensure the quality of education in the 
university includes a set of activities to develop 
internal regulatory documents that define the goals 
and objectives, technologies and methods, ways and 
means of work of all managers, teachers and students 
to improve the quality of the educational process and 
its results, Quality of education in the university. The 
quality system of education in the university includes 
academic policy, goals in the field of quality of 
education, quality assurance of education, which 
imply the introduction of standards for assessing the 
quality of education in the university, ways to achieve 
these goals, etc. 
 
For practical implementation of the university's 
strategy for improving the quality of education and 
other activities in the university, the processes of 
ensuring the quality of education must be managed. 
Management of the quality system of education is the 
basis for the continuous improvement of all the 
processes of life of the university. 
In the structure of the quality management system of 
education in a university it is necessary to take into 
account stakeholders (stakeholders): 
- ensuring the quality of education; 
- forming an internal educational environment in the 
university; 
- receiving higher education in the university; 
- forming the information space and public opinion; 
- promoting public institutions that analyze the 
quality of training of specialists with higher 
education, etc. 
 
In order to improve the image and further 
development of the university, positioning 
As the process of searching for a market position for 
the university, is formed taking into account the 
needs of consumers for whom the quality of higher 
education should be ensured, and the position of the 
university itself on the strategic map of the market of 
educational services. 

The role of stakeholders in this process is important, 
since the activity of the university in the conditions of 
competitive positioning should be carried out taking 
into account the target groups, consumers for whom 
the advantages of the provided educational services 
are created and offered. Determining the position of 
the university in a competitive environment will 
provide an opportunity to choose the most effective 
technologies (a set of methods and tools) 
management and marketing. 
The main goal of the activity of any university is the 
preparation of highly qualified specialists who have 
such fundamental and practical training that would 
allow graduates of the university to compete in the 
labor market. 
During the period of transition to market relations, 
the quality assurance of higher education became a 
very acute problem, which was due to a number of 
reasons, including the volatility of demand in the 
labor market, the lack of state distribution of 
university graduates, the reduction of budgetary 
funding for education and science, etc. In these 
conditions, Actively reacted to changes in the demand 
for educational services. New directions of training, 
specialties, which were in demand, educational 
programs and plans were changing, the contingent of 
students of paid departments was expanding, etc. 
However, all these transformations entailed 
accompanying tasks related to the need to manage 
such processes. Almost all higher educational 
institutions of the Republic of Kazakhstan, regardless 
of their profile, included additional areas of training 
and specialties. In the struggle for a contingent of 
students in higher education institutions, they 
considered it necessary to have licenses and train 
personnel in such specialties as economics, finance, 
management, accounting and audit, law, information 
systems, etc., as these specialties became popular in 
Kazakhstan among Entrants and their parents. At the 
same time, there was a decrease in interest in 
engineering and technical specialties, which led to an 
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acute shortage of highly qualified technical 
specialists. There was a general trend in the decline in 
the quality of training specialists in universities. 
However, the Kazakh labor market shows a high 
level of demand for specialists with a technical 
profile. 
In addition, today in the labor market there is a 
situation where employers are primarily interested in 
specialists who are able to work in conditions of risk 
and uncertainty, who have the skills to work in 
difficult situations, which require eliminating a 
greater degree of risk and uncertainty and capable of 
managing crisis processes. 
Determining the positioning of the university in a 
competitive environment, as a rule, gives the 
opportunity to choose the most effective marketing 
tools. Positioning is the process of determining the 
organization of a market position for its services or 
products, which will distinguish it from the position 
of competitors [1]. The organization's positioning 
should be carried out taking into account the target 
groups of consumers for whom the advantages of its 
services or products are created and offered. 
It takes time to create a position. Positioning is not 
carried out for one share or several marketing events 
or a short-term advertising campaign. Positioning 
involves the availability of methods and sustainable 
marketing methods to create competitive advantages 
of the organization in a competitive environment [2]. 
Well developed positions of the university are stable, 
protected and adapted to its future development. In 
addition, it should be noted that consumers of 
educational services play an important role in the 
process of positioning of higher education 
institutions, since positioning is first of all what the 
consumer thinks about the services or products of the 
organization, what combinations of characteristics of 
the organization (for example, the quality of 
education in the university, the relevance of graduates 
Of this institution in the labor market, etc.) have 
become stronger in the minds of consumers, the 
image of the organization (eg, feedback, impression 
from advertising, etc.) [1,2]. 
Positioning is based on the benefits (tangible or 
intangible). As a result of the fact that different 
consumers are looking for different benefits from 
similar services or products, the representation of 
different participants in the target groups about the 
educational services of the same institution may be 
different. Therefore, positioning is a relative concept 
and most often, for example, the quality and level of 
services are estimated by consumers in relation to 
what is offered by competitors. 
The positioning reflects the long-term strategy of the 
university. To achieve this, a marketing strategy plays 
a not unimportant role. Positioning should be fixed by 
results, have tools of differentiation and creation of 
competitive advantages, be based on segmentation of 
the market of educational services [2]. The main 
importance is that the image of the university will be 

fixed in the minds of consumers of educational 
services: entrants, students, parents, working 
specialists for professional development, people who 
for one reason or another want to get a new 
profession or change the profile of activities, 
employers. 
Thus, with the development of the market of 
educational services, competition between 
universities has intensified. Successful positioning in 
market conditions is becoming a key factor in the 
competition for attracting more entrants and 
increasing the number of students on a fee basis. The 
increase in the number of students, in turn, allows 
universities to provide financial and economic 
sustainability, to plan the costs of upgrading the 
material and technical base and infrastructure, to 
increase wages, to expand the content and quantity of 
the proposed educational programs, to develop 
research and international cooperation, etc. 
New socio-economic conditions and reforms in 
various fields of activity that are taking place today in 
Kazakhstan society have created prerequisites for 
renewing the ways of developing the education 
system in the market. In turn, dynamic changes in the 
external environment raise the need for attention to 
quality assurance of higher education. Therefore, the 
long-term goal of improving the quality of training, 
focus on integrating higher education and science, 
providing final goals for the implementation of the 
country's industrial and innovation policy, are a 
priority for universities in Kazakhstan. 
Higher education institutions in a highly competitive 
environment should support the processes of the 
external and internal environment in a certain ratio, 
which allows achieving the set goals. It should also 
be taken into account that some of the "tangible" 
features of services or products (ratings, reviews, 
advertising, pricing policies, etc.) can both strengthen 
and destroy the image created by the promotion of the 
university in the market of educational services. 
"The high quality of education is created by people 
and for people," the authors note [3]. In this regard, 
decisive for the university has the fact that the 
position in the long term should be determined by the 
consumer of educational services, and not by the 
university or its leadership. 
 
 Quality determines success in all areas, including in 
higher education. Progress in the development of 
quality management in higher education is associated 
with self-evaluation and transfer of responsibility for 
the quality of higher education directly to higher 
education institutions. The creation of a quality 
assurance system in education in a university is a key 
factor for its successful functioning [4]. 
Consequently, positioning the university as providing 
high quality education is an important element in a 
competitive market environment. 
The quality of higher education can be viewed from 
various points of view, from the point of view of 
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changing approaches to the management of the higher 
education system as a whole or to the management of 
a particular institution, as a result of the activities of 
each individual institution. In relation to the 
university, the analysis of the quality of educational 
activities should be the basis for choosing a strategy 
for the development of the university and be 
innovative. The result of the activity on the 
management of the quality of education in the 
university are quality assurance in education in the 
university, the formation of the image and the level of 
competitiveness of the university in the market of 
educational services. 
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SUMMARY 
 
The article considers the quality of education in the 
context of competitive positioning of universities in 
the market of educational services in Kazakhstan. The 
role of quality assurance in education in the formation 
of the image and positioning of the university, 
creation of competitive advantages of the university 
in the educational market is shown. 
 

 
 
 
 

 


