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MANAGEMENT OF INSTITUTIONAL IMAGE
IN THE CONTEXT OF UNIVERSITY-CITY
INTERACTION

Nowadays, every institution and organization has an existing image,
positive or negative. The current images of the institutions are formed
depending on the various studies of the institution. The concept of corporate
image, which is important for all institutions and organizations, affects
the prefer ability of universities, the number of which is increasing day
by day. The main subject of the study is to reveal the determinants of
corporate image, which is an important element affecting the prefer ability
of universities, specifically for Akhmet Yassawi University in Turkistan.
Meanwhile, the problem of the research is the question of “What are the
factors that are effective in the formation of corporate image in higher
education institutions?” The main purpose of the research is to reveal
the corporate image and the factors that determine/affect the corporate
image in universities. After determining the main subject and problem of
the research, a comprehensive literature review was conducted. It was
seen that in similar studies conducted in the literature review, only the
survey technique was used as a quantitative research method. In order to
make the study more comprehensive and to reach more reliable results,
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face-to-face in-depth interviews were conducted with 25 university students
selected from the sample group determined before the survey study. As
a result, the determinants of the institutional image of a university are
generally determined as institutional communication, institutional quality,
social-cultural activities, social responsibility, and institutional identity.
The determined factors vary according to the various demographic
characteristics of the participants (gender, class, faculty, etc.).
Keywords: image, institutional image, university, city, university-city
interaction, university-city relationship, university perception.

Introduction

Today, with the increase in diversity in both public and private institutions,
the element of competition has come to the forefront. Individuals who previously
had a limited right to choose among a number of options tend to prefer the one
closest to them with the increase in diversity over time. In this case, there is
fierce competition in almost every sector regarding “preference”. Institutions can
undoubtedly demonstrate their differences from their competitors and peers through
corporate communication activities. Today, companies can continue their existence
and express themselves to the target groups they want to reach and influence by
creating a positive image [1]. Therefore, today, corporate image has become an
issue that institutions should focus on.

It is important for every institution to have a positive image in the eyes of
the target audience. However, the sector in which the institution operates requires
it to give more importance to the corporate image. For example, the prerequisite
for universities operating in the service sector to increase their preferability is to
create a positive image and make themselves heard. In this context, the concept of
corporate image has gained importance in universities in recent years. Studies show
that the perception of the corporate image of the university is an important criterion
affecting students’ decision making in choosing a university. Students who will
choose a school for undergraduate and graduate education make their preferences
according to the image of that university, faculty and even department [2] (Nguyen
and LeBlanc, 2011: 350). Universities attract successful students by using their
image appeal [3]. In some studies conducted on the image of universities [4; 5],
it has been determined that the corporate image of the university is an important
factor in the preference of universities. A positive corporate image perception
offers many benefits to institutions and organizations. For this reason, it can be
seen that interest in studies on the corporate image of universities is increasing.

Universities that want to leave a positive perception in the minds of target
audiences have aimed to increase their preferability by specializing in various
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fields. Universities in Canada can be given as examples of universities that aim
to have a positive image in the eyes of potential students. The main aim of all
universities operating in Canada, which is one of the countries where education is
under state guarantee and control, is to have a positive image in the eyes of their
students. For example, York University has managed to make a name for itself
in the fields of law and management. Especially the fact that the individuals at
the top of the country’s administration graduate from York University increases
the prestige of the university. York University, which aims to gain a positive
image with the quality of its education, has also managed to make a name for
itself with its library, which is one of the determining elements of the institutional
image and reveals the identity of the university. In addition to the library, it offers
professional certificate programs in addition to over 10,000 undergraduate and
graduate programs. In addition, the main elements that increase the preferability
of the university are that it provides education in English and French, offers
distance education programs and education abroad opportunities in addition to
face-to-face education [6].

Oxford University, which has made its name known especially with its
achievements in numerical fields, offers university education in scientific fields
such as genetics, physics, and mathematics. In addition, universities such as
Stanford, Cambridge, and Harvard have come to the fore with their educational
quality. So much so that scientists who have made their names known in many
fields have been trained in these universities [7; 8]. Universities with a positive
image perception are educational institutions that have managed to fulfill
important criteria such as quality of education, academic staff who are experts in
their fields, location of the education campus, community service function, and
maximum student capacity [6]. Although image-building efforts have just begun
in universities in our country, there are still universities that want to stand out
from their competitors and, in this direction, progress towards becoming a brand
and create a positive image in the eyes of their target groups.

As seen in the examples given above, universities carry out various studies
in order to contribute to their image in the world and in our country, to influence
their potential students and to increase their preferability. Universities that strive
to create a positive image perception primarily work with academic staff who are
experts in their fields in order to provide quality education and impress their target
audience with various quality certificates. Today, universities invest in their image
by increasing their motivation and contributing to their personal development with
the social activities they offer to their students in addition to quality education.
When the literature on the subject of corporate image is examined, it is seen
that the studies conducted on university image generally focus on foundation
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universities and that the researchers only use the survey technique in the studies
conducted. However, it is not possible to measure the perception formed regarding
an institution by using only the survey technique. The survey technique leads to
more superficial results regarding the image. It is very important for individuals
to express their sincere feelings and thoughts about the institution in detail in
terms of determining the image of the institution in question. For these reasons,
it is necessary to conduct such a study due to the inadequacy of the image studies
conducted on the image of universities in the field and the superficial approach
to image in existing studies.

The main purpose of this study is to reveal the factors affecting the institutional
image of universities, specifically Akhmet Yassawi University. In this context,
the factors affecting the institutional image of universities were determined in the
study. In-depth interview and survey techniques were used in the study conducted
by taking the Akhmet Yassawi University sample.

Materials and methods

In order to determine the measurement tool that is suitable for the subject and
purpose of the study, expert opinions were obtained as well as literature review.
As aresult of the findings obtained from expert feedback and interview technique,
the factors that constitute the institutional image of Akhmet Yassawi University
are collected under five headings. These are corporate identity/institutional
appearance, corporate social responsibility, corporate communication, institutional
quality and academic qualification, social-cultural activities. The questionnaire
form prepared for the collection of data in order to reveal the institutional image
of Akhmet Yassawi University consists of three sections. In the first part, there
are 51 statements prepared on a 5-point Likert scale by utilizing similar studies in
the literature in order to reveal the corporate image of Akhmet Yassawi University
[9]; [10]; [11]. In order to determine the perceptions of the participants towards
the corporate image of Akhmet Yassawi University, 51 statements were answered
with the following expressions: 1= strongly disagree, 2= disagree, 3= undecided,
They were asked to mark the option closest to them, 4=agree and S=strongly agree.
The reliability coefficient of the scale used in the survey study was calculated as
0.924. The second part of the survey study includes multiple choice and open-
ended questions prepared to reveal the successful and unsuccessful aspects of the
institutional image of Akhmet Yassawi University. The last part of the survey
form includes questions prepared to determine the demographic characteristics
of the participants.

The subject of the study is to reveal the factors that determine the institutional
image in universities. In this context, the universe of the study is university students.
In the study, the factors that determine the institutional image in universities will
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be revealed by taking the example of Akhmet Yassawi University. Therefore,
the sample of the study is Akhmet Yassawi University students. Since it is not
possible to apply a survey to all students of Akhmet Yassawi University, a sampling
method was used for the survey study. In the sampling stage, it was decided to take
third and fourth year students as a sample since the main subject of the study was
image. When determining the sample group to which the survey form would be
directed in the study, care was taken to ensure that the participants were equally
distributed in terms of gender and grade. In the selection of the sample group
based on faculty, the current student numbers of the faculties were taken into
consideration and a proportional distribution was provided. In this context, the
deliberate sampling method, which is one of the sampling techniques that is not
based on probability, was chosen in the sample selection. The approach taken by
the researchers in determining the sample size was taken into consideration. In
this direction, as a result of the preliminary examination of the surveys conducted
with the participation of all third and fourth year students of Akhmet Yassawi
University, 560 surveys were deemed suitable for analysis.

The data obtained from the survey study were eliminated by checking them
one by one with errors and those that were marked the same option continuously
with a preliminary examination. The data of the survey conducted with the sample
group was transferred to the SPSS 22 program and the necessary analyses were
performed. In the data analysis, the normal distribution of the data was first
checked by taking the average of the Likert scale expressions. After the data entry,
a Normality test was performed to determine which of the Parametric or Non-
Parametric tests would be appropriate. Since the data had a normal distribution
as a result of the test, parametric tests were used in the analyses. Explanatory and
confirmatory factor analysis were used to test the hypotheses created within the
framework of literature readings and reliability analysis was performed for each
factor that emerged. In order to reveal the difference between the image factors
that emerged and the various demographic characteristics of the participants,
analyses such as t-test and Anova were used.

Results and discussion

When Table 1, which shows the gender distribution of the participants, is
examined, it is seen that 51.2 percent are female and 48.8 percent are male. In
this context, it can be said that the individuals participating in the survey have a
similar distribution according to gender (Table 1).
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Table 1 — Gender Distribution of Individuals Participating in the Survey

What is your gender? Number Percentage
Female 287 51,2
Male 273 48,8
Total 560 100,0

Note — Compiled by the authors.

In this study, which was conducted to determine the institutional image of the
university, the sample was selected from third and fourth year students studying at
the university. When the distribution of the classes of the participants is examined,
it is seen that 51.2 % of the participants are fourth year students and 48.8 % are
third year students (Table 2).

Table 2 — Participants’ Classes

Classes Number Percentage

3rd class 273 48,8

4th class 287 51,2
Total 560 100,0

Note — Compiled by the authors.

When Table 3 is examined, it can be said that the majority of the participants
(108 participants — 19.3 %) study in the Faculty of Economics and Administrative
Sciences and approximately 25 % in the Faculty of Engineering and Science.
Approximately 30 % of the participants included in the survey study study in
the Faculty of Theology, Medicine and Humanities and Social Sciences. The
other student groups participating in the survey study study in different faculties
(Table 3).

Table 3 — Faculty Where Participants Study

Faculty Number Percentage

Engineering 70 12,5
Science 67 12,0
Economics and Administrative 108 19,3
Sciences

Theology 58 10,4
Medicine 56 10,0
Humanities and Social Sciences 55 9,8
Dentistry 50 8,9
Philology 49 8,7
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Faculty Number Percentage
Arts and Sports 47 8,4
Total 560 100,0

Note — Compiled by the authors.

In order to determine how the institutional image of Akhmet Yassawi
University is defined by its students, participants were asked to describe the image
of Akhmet Yassawi University in their minds in a single word in the survey form.
Approximately 1/4 (20.7 %) of the participants who answered the question stated
that it was not social and that there were not enough socio-cultural activities for
students at the university. 35.3 % of the participants described the university as
quality and reliable (Table 4).

The fact that the other answers given to the question were expressed very
little by the participants shows that the image of Akhmet Yassawi University
cannot be defined with these expressions. According to the common answer of the
majority of the participants, it can be said that although the university offers a safe
environment to its students, it has some shortcomings and creates an asocial image
perception due to the lack of various social activities for students. Especially, some
faculties affiliated with the university do not have their own faculty buildings and
most faculties lack buildings and classrooms, which are important shortcomings
of the university. In addition, when it comes to university, a social environment
usually comes to mind. This situation causes students to describe the university
they study at as asocial.

Table 4 — Defining the Institutional Image of Akhmet Yassawi University

How would you describe Akhmet Yas- Number Percentage

sawi University’s image in one word?
Non-Social 116 20,7
Quality 110 19,6
Reliable 88 15,7
Standard 42 7,5
Nature 41 73
Inadequate 35 6,2
Campus 32 5,7
Prestigal 31 5,5
Productive 14 2,5
Innovative 7 1,2
Conservative 5 9
Calm 3 5
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How would you describe Akhmet Yas- Number Percentage
sawi University’s image in one word?
Social 2 4
Total 526 93,9

Note — Compiled by the authors.

Cross-tabulation and chi-square analyses were conducted to determine
whether there was a significant difference between the Akhmet Yassawi University
image perception and demographic characteristics of the Akhmet Yassawi
University students participating in the study. In the chi-square analysis, significant
differences were found between the gender of the participants and their perception
of the Akhmet Yassawi University image. The differences that emerged were
between the adjectives Productive, Unsocial and Reliable, Quality and gender
(see Table 5).

Table 5 — Akhmet Yassawi University Image Perception and Gender Cross Table

Describe Akhmet Yassawi Gender Total
University’s Image in One Word Female Male
51 37 88
Quality 58,0% 42,0% 100,0%
17,8% 13,6% 15,7%
49 67 116
Non-Social 42.2% 57,8% 100,0%
17,1% 24,5% 20,7%
61 49 110
Reliable 55,5% 44,5% 100,0%
21,3% 17,9% 19,6%
19 23 42
Standard 45,2% 54,8% 100,0%
6,6% 8,4% 7,5%
24 17 41
Nature 58,5% 41,5% 100,0%
8,4% 6,2% 7,3%
21 14 35
Inadequate 60,0% 40,0% 100,0%
7,3% 5,1% 6,2%
12 20 32
Campus 37,5% 62,5% 100,0%
4,2% 7,3% 5,7%
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Describe Akhmet Yassawi Gender Total
University’s Image in One Word Female Male
16 15 31
Prestigal 51,6% 48,4% 100,0%
5,6% 5,5% 5,5%
13 1 14
Productive 92,9% 7,1% 100,0%
4,5% A% 2,5%
3 4 7
Innovative 42.9% 57,1% 100,0%
1,0% 1,5% 1,2%
2 3 5
Conservative 40,0% 60,0% 100,0%
1% 1,1% 9%
1 2 3
Calm 33,3% 66,7% 100,0%
3% 1% 5%
2 0 2
Social 100,0% ,0% 100,0%
1% ,0% 4%
274 252 526
Total 51,2% 48,8% 100
100,0% 100,0% 100,0%
P<0.05

Note — Compiled by the authors.

When the Akhmet Yassawi University image definitions given in Table 5
are examined with gender findings, it is seen that the most important differences
emerge in the adjectives quality, unsocial and reliable. The majority of the
participants who describe Akhmet Yassawi University as quality are girls. On the
other hand, men see Akhmet Yassawi University as more antisocial than girls.
Again, when we look at the participants who gave the answer reliable, it can be
said that female participants find the university more reliable than males. Chi-
square analysis was conducted to reveal whether there is a significant difference
between the participants’ answers to the question revealing the image of Akhmet
Yassawi University and the class they study in. As a result of the analysis, it was
determined that the p value was less than 0.05. Cross-table analysis was used to
determine in which statements and on the basis of class the significant difference
occurred. The findings obtained as a result of the analysis are shown in Table 6.
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Table 6 — Akhmet Yassawi University Image Perception and Class of Study
Cross Table

Describe Akhmet Yassawi Class Total
University’s Image in One Word 3rd class 4th class
26 62 88
Quality 29,5% 70,5% 100,0%
9,5% 21,6% 15,7%
36 80 116
Non-Social 31,0% 69,0% 100,0%
13,2% 27,9% 20,7%
79 31 110
Reliable 71,8% 28,2% 100,0%
28,9% 10,8% 19,6%
34 8 42
Standard 81,0% 19,0% 100,0%
12,5% 2,8% 7,5%
18 23 41
Nature 43,9% 56,1% 100,0%
6,6% 8,0% 7,3%
25 10 35
Inadequate 71,4% 28,6% 100,0%
9,2% 3,5% 6,2%
15 17 32
Campus 46,9% 53,1% 100,0%
5,5% 5,9% 5,7%
10 21 31
Prestigal 32,3% 67,7% 100,0%
3,7% 7,3% 5,5%
3 11 14
Productive 21,4% 78,6% 100,0%
1,1% 3,8% 2,5%
7 0 7
Innovative 100,0% ,0% 100,0%
2,6% ,0% 1,2%
0 5 5
Conservative ,0% 100,0% 100,0%
,0% 1,7% 9%
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Describe Akhmet Yassawi Class Total
University’s Image in One Word 3rd class 4th class
0 3 3
Calm ,0% 100,0% 100,0%
,0% 1,0% ,5%
0 2 2
Social ,0% 100,0% 100,0%
,0% ,7% ,4%
253 273 526
Total 48,8% 51,2% 100,0%
100,0% 100,0% 100,0%

Note — Compiled by the authors.

When Table 6 is examined, it is seen that the most important differences
emerge in the expressions of non-social, reliable and quality. According to the
findings in Table 6, it is seen that the participants who describe the image of
Akhmet Yassawi University as anti-social are mostly 4th year students. Similarly,
the majority of 4th year students evaluate Akhmet Yassawi University as quality.
In the expression of reliable, it is understood that 3rd year students find Akhmet
Yassawi University more reliable than the 4th year students who participated in

the research.

Table 7 — Akhmet Yassawi University Image Perception and Faculty Cross Table

Akhmet Yassawi
University Image Faculty Number Percentage
Description
Science 2 1,7%
Humanities and Social Sciences 9 7,8%
Philology 26 22,4%
Engineering 30 25,9%
Non-Social Ecpnomics and Administrative 29 25.0%
Sciences
Theology 10 8,6%
Medicine 10 8,6%
Arts and Sports 0 0%
Dentistry 0 0%
Total 116 100,0%
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Science 47 53,4%
Humanities and Social Sciences 8 9,1%
Philology 5 5,7%
Engineering 10 11,4%
Quality Ecpnomics and Administrative 12 13.6%
Sciences
Theology 0 0%
Medicine 2 2,3%
Arts and Sports 0 0
Dentistry 4 4,5%
Total 88 100,0%
Science 0 0%
Humanities and Social Sciences 1 9%
Philology 1 9%
Engineering 5 4,5%
. Theology 7 6,4%
Reliable Medicine 21 19,1%
Ecpnomlcs and Administrative 24 21.8%
Sciences
Arts and Sports 24 21,8%
Dentistry 27 24,5%
Total 110 100,0%
Science 1 2,9%
Humanities and Social Sciences 20 57,1%
Philology 0 ,0%
Engineering 4 11,4%
Inadequate Ec.()nomics and Administrative 1 2.9%
Sciences
Theology 1 2,9%
Medicine 5 14,3%
Arts and Sports 0 ,0%
Dentistry 3 8,6%
Total 35 100,0%

Note — Compiled by the authors.

In the chi-square analysis conducted to determine whether there is a
significant difference between the participants’ image perceptions of Akhmet
Yassawi University and the faculty they study at, significant differences were
found between the expressions of non-social, quality, reliable and inadequate and
the faculty they study at (p<0.05). When the findings in Table 7 are examined,
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it is seen that students studying in the Faculties of Engineering, Philology and
Economics and Administrative Sciences describe Akhmet Yassawi University
as more antisocial than students studying in other faculties. On the other hand,
students studying in the Faculty of Science evaluate Akhmet Yassawi University
as quality compared to all other faculties. Students studying in the Faculties of
Dentistry, Medicine and Arts and Sports think that Akhmet Yassawi University
offers a reliable environment to its students. 57 % of the participants who think
that Akhmet Yassawi University is inadequate (10 %) study in the Faculty of
Humanities and Social Sciences. The most important reason why students of the
Faculty of Humanities and Social Sciences describe Akhmet Yassawi University
as inadequate is that the Faculty of Humanities and Social Sciences is located
in an area outside the campus, is far from the city center, and has limited areas
where students can meet their needs such as food, beverage/accommodation and
socialization. In short, the adjectives that describe the image of Akhmet Yassawi
University in the eyes of its students are asocial, quality and reliable. The relevant
units of the university should provide a social environment by organizing events
that will meet the needs of the students.

In order to reveal how the image of Akhmet Yassawi University was
perceived by the students participating in the research, the participants were
asked the question «How do you find the institutional image of Akhmet Yassawi
University?» In line with the answers given to the question, the findings in Table
8 were reached.

Table 8 — Evaluation of Akhmet Yassawi University Corporate Image

What do you think of Akhmet Yassawi University’s Number Percentage
institutional image?

Fair 237 423
Positive 213 38,0
Negative 76 13,6
Very Negative 17 3,0
Very Positive 17 3,0
Total 560 100,0

Note — Compiled by the authors.

When Table 8 is examined, the majority of the participants included in the
research describe the image of Akhmet Yassawi University as positive and very
positive, while 16% of the participants evaluate it as negative and very negative.
Other participants, instead of answering this question positively or negatively,
evaluated it as moderate and okay. Therefore, although Akhmet Yassawi University
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does not leave a negative perception in the eyes of its students in terms of image,
there are still some deficiencies and it needs to contribute to its image by completing
these deficiencies.

In order to analyze whether there is a significant difference between the
demographic characteristics of the participants included in the study and their
positive/negative evaluations of the image of Akhmet Yassawi University, t-test
and anova analysis were conducted. In the findings obtained from the analysis
results, significant differences were found between the image evaluation of Akhmet
Yassawi University and the faculty the participants study at and their monthly
expenses.

Table 9 — Akhmet Yassawi University Image Perception-Faculty Relationship

Faculty of Study N Average Stand. p
Deviation

Engineering 70 3,20 ,844 ,000
Science 67 3,34 ,769 ,002
Economics and Administrative 108 3,01 ,873 ,000
Sciences

Theology 58 3,46 821 ,047
Medicine 56 2,85 ,882 ,000
Humanities and Social Sciences 79 2,98 732 ,000
Arts and Sports 50 3,96 ,197 ,002
Philology 49 3,24 ;722 ,000
Dentistry 23 3,34 714 077
Total 560 3,24 ,836

Note — Compiled by the authors.

The participants’ positive/negative evaluations of the image of Akhmet
Yassawi University show significant differences depending on the faculties the
participants study in (f=8.208, df=10, p=.000). When the results of the Tukey test
are evaluated, it is seen that the students of the Faculty of Science (M=3.34) and the
students of the Faculty of Theology (M=3.46) (M=3.58) find the image of Akhmet
Yassawi University more positive than the students of the Faculty of Medicine
(M=2.85). In addition, the students of the Faculty of Arts and Sports (M=3.96)
find the image of Akhmet Yassawi University more positive than the students of
the Faculty of Science, Humanities and Social Sciences, Philology, Engineering,
Economics and Administrative Sciences, Theology and Medicine (see Table 9).
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Conclusions

As aresult, in this study, which aims to reveal the determinants of institutional
image in universities in the Akhmet Yassawi University sample, the majority of
the participants defined Akhmet Yassawi University as “non-social”, “quality”
and “reliable”.

The majority of the participants evaluate the image of Akhmet Yassawi
University as positive/very positive. A significant relationship was found between
the positive/negative evaluation of the image of Akhmet Yassawi University and
some demographic characteristics of the participants.

In addition, as a result of the in-depth interview and survey study applied
in the research, it was concluded that five factors are effective in the formation
of the institutional image of Akhmet Yassawi University. These are institutional
quality, social-cultural activities, social responsibility, corporate communication,
and corporate identity, respectively. When similar studies in the literature are
examined, the determinants of institutional image generally consist of four factors:
institutional quality, corporate identity, social responsibility and corporate identity.
However, when the image of an institution such as a university, which should
provide students with socialization opportunities and increase students’ motivation
through various socio-cultural activities, is investigated, the importance given to
the institution’s socio-cultural activities, in addition to the general image factors,
is one of the elements that determines its image.

As a general result, in the study on the perception of corporate image in
universities conducted by taking the example of Akhmet Yassawi University,
the determinants of the corporate image of a university can be listed as corporate
communication, corporate quality, social-cultural activities, social responsibility,
and corporate identity. The determined factors may differ according to the
participants’ various demographic characteristics (gender, class, faculty, etc.).
When the differences are taken into consideration, universities that want to
have a positive corporate image in the eyes of their potential and existing
students should give importance to institutional quality, primarily, social-
cultural activities, social responsibility, corporate communication, and corporate
identity studies. This research, which was conducted with in-depth interviews
and surveys, is important in terms of setting an example for researchers who
will study the subject of corporate image. In addition, it is recommended that
researchers who plan to study the subject of corporate image in universities do
not limit themselves to just one university, but evaluate more than one example
and reveal the differences.
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12Typan yuusepcuterti, Kazakcran PecryOaukachl, AjMarsi K. ;

34Axmert Slcayn yausepcuteri, Kasakcran PecryOnukacer, TypkicTaH K, ;
X anpIKapaiblK TYPU3M jKOHE MEHMaHIOCTHIK YHUBEPCUTETI,

Kazakcran Pecmry0Onmkacel, TypkicTaH K.

10.04.25 . 6acnara TYCTi.

17.04.25 x. Ty3eTyaepiMeH TYCTi.

13.05.25 >x. OacsIn meFapyra KaObUTIaHIBL.

YHUBEPCUTET IIEH KAJTAHBIH O3APA BIKITAJIJTACTBIFbI
ASACBIHIA HHCTUTYIOUOHAJIABIK UMHUIXKII BACKAPY

Byeinei manoa apbip mexeme men YilbLMHbIH OH HemMece mepic UMUOKCE
oap. Yibimoapouvly Kazipei umuoicoepi YiublMHbIY ap MYpi Kbi3Memine
baunanvicmol Kanvinmacaovl. bapnvix mexemenep men yuvimoap
Yuwiin Maysi306l 001bIN MAOLIIAMBIH UHCTHUMYYUOHATIOIK UMUOINC
MYCIHiel KYH CAHan cawvl apmoein Keje JHCAMKAH YHUsepcumemmepoiy
bacexenecmik apmulKuWbLiblebiHA acep emedi. 3epmmeydiy Hezizel
maxwbipwiowl — Typkicman Kanacvinoaebl Axmem Hcayu ynusepcumemi
Jcazoaiivinoa yHugepcumemmepoiy apmulKULbLIbIRLIHA dCep ememin
Maybi306l hakmop OOLbLIN MAOBLIAMBIH UHCIMUMYYUOHATOBIK UMUONHCOIH
Odemepmunanmmapuin awty. Byn pemme 3epmmey maceneci: «Kogapul
OKY OPbIHOAPBIHOA UHCMUMYYUOHALObIK UMUONCOT KATLINMACMbIPY2a
Kanoail paxmopnap acep emedi?y» — Oecer cypak. 3epmmeyOiy Hezizei
Makcamvl — yHUgepcumemmepoe2i UHCIUMyyUOHaI0bIK UMUONCOT HCIHe
UHCIUMYYUOHATOBIK UMUONCOL AHBIKMAIMbIH/2cep ememin pakmopaapobi
awy. 3epmmeyOiy Hecizei MAKbIpbIObI MeH Maceneci aHbIKMAl2AHHAH
KelliH KeuieHOi a0ebuemmepee oLy sHcacanosi. Ooedbuemmepoi uonyoa
yKcac sepmmeynep mek canoblk 3epmmey 20ici peminoe cayaiHama
20iCiH nailoananeanobiebl 6AUKaiobl. 3epmmeyoi HCAH-HCAKMbL emy
JHCoHe CeHIMOI Hamuoiceniepae KOl HCemKi3y YuliH cayainama xcypeizep
anobiHOA AHLIKMANAH [piKmey mobblHaH manoanean 25 yHugepcumem
cmyoenmmepimen bemne-b6em mepeHOemiieeH cyxoam Hcypeizinoi.
Haomuowcecinoe ynusepcumemmiy uHCMUmyyuoHaioblk UMUONCIHIH
oemepMUHaHmMmapsvl He2i3iHeH UHCMUMYYUOHALObLK KOMMYHUKAYUS,
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UHCMUMYYUOHANObIK Cand, 21eyMemmiK-ma0eHu KblsMem, daeyMemmik
Jlcayankeputiiik Jicone UHCMUMYYUOHANObIK CIUKeCMIK peminode
AHbIKMANO0bl. AHLIKMANZAH (akxmoprap KamvliCYubliapovly apmypii
demozcpapusiibik epexuenikmepine (HCbiHbIChl, KYPCbl, (DaKynbmemi jHcamne
m.6.) catikec o32epemindicin Kopcemmi.

Kinmmi co30ep: umuoic, UHCmumyyuoHaioblk UMUOIC, YHUBEPCUTNEM,
Kana, yHugepcumem-Kaua bIknaniodacmolabl, YHUBEPCUMEM-Kaild KAMbIHACYL,
YHUGepcumem Kaowulioaybl.

I'. Tasyosa’, M. bexebaesa’, */I. Kenecoaed®, b. Kenewibaes®, 3. Anumxynosa’
L2YVuusepcurer Typan, Pecriybimka Kazaxcraw, r. AMaTsr;

34Yuupepcurer Axmena Scasu, Pecriy6muka Kaszaxcran, r.TypkecraH;
SMesKIyHapOIHBIN YHUBEPCUTET TYPH3Ma M TOCTENPHUMCTBA,

Pecniy6nuka Kazaxcraw, r. TypkecTas.

IToctynuno B penakmuio 10.04.25.

[octynuio ¢ ucnpasienusmu 17.04.25.

[Ipunsaro B neuats 13.05.25.

YIIPABJIEHUE NHCTUTYIHHNOHAJIBHBIM
UMHUJ)KEM B KOHTEKCTE B3AUMOJIEMCTBU S
YHUBEPCUTETOB U TOPOJOB

B nacmoswee spems kascooe yupexicoenue U opeanu3ayus
umerom Ccywecmeyouwui UMUONC, NOAOICUMETbHbIU ULU
ompuyamenvuvil. Texywue umuocu yupexrcoeHul popmupyomces 8
3ABUCUMOCTIU O PA3TUYHBIX UCCAe008anUll yupedxcoenus. Konyenyus
UHCTMUMYYUOHATTLHO20 UMUONCA, KOMOPAS 8AICHA 0I5l 8CEX YUPENCOCHUT
U opeanuzayuil, 6aUsem HA NPeONnOYMUMENIbHOCHb YHUBEPCUMENO8,
KOIUYECB0 KOMOPLIX YEEAUUUBACMCS ¢ KadNCObIM OHeM. OCHOBHbIM
npeoMemom Uccied08anus s6AsLemcs GulsgileHue OemepMunanm
UHCTMUMYYUOHATbHO20 UMUONCA, KOMOPULU S8ASLEMCSL 8ANCHBIM
NEMEHMOM, BIUSIOWUM HA NPEONOUMUMETbHOCTND YHUBEPCUMEMO8, 6
yacmuocmu 0151 Ynusepcumema Axmeoa HAcasu 6 Typxecmane. Meaicoy
mem, npobremoul ucciedosanus asusiemcs eonpoc «Kaxue paxmopot
AGAAIOMCSL IPHEKMUBHBIMU 68 POPMUPOBAHUU UHCTNIUMYYUOHATLHO20
umMuodNca 8 8viculux yueonvix sasedenuax?y». OCHOBHOU yeablo
UCCNEO08AHUSL SBNISLENCS GbISIGNIECHUE UHCMUMYYUOHATLHO20 UMUOINCA U
Gaxmopos, komopule onpedensiom/enusom Ha UHCMUMYYUOHATbHbLIL
umuoxc 6 ynugepcumemax. Ilocie onpedenenus 0CHO8HO20 npedmema
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u npobaemvl uccied08anus Ovii nposedeH KOMNIEeKCHbIU 0030p
aumepamypul. Bviio ommeueno, umo 6 aHANOSUUHBIX UCCIEO0B8AHUSX,
NPOBEOeHHbIX 8 0030pe TUMePamypbl, 8 KAuecmee KoauieCmeeHHO20
Memooa Ucciedo8anus UCHOIb308ANCS MOILKO Menoo onpocd. [{ns mozo
umobwl coenams ucciedosarue 6oiee 6ceodveMIOUUM U NOTYYUMD Ooee
HaoedcHble pe3yabmamayl, ObLIU NPOEeOeHbl OUHbIe 2/1YOUHHbIE UHINEPBLIO
¢ 25 cmyoenmamu yHueepcumema, 8b10pAHHbIMU U3 8b100POUHOT 2Py NNbL,
onpedenenHoll 00 npogedenus onpoca. B pe3yiemame 0emepMuHAHMAMU
UHCTNUMYYUOHATILHO20 UMUONCA YHUBEPCUMEMA OObIYHO CHUMAIOMCSL
UHCTIUMYYUOHATbHAA KOMMYHUKAYUSL, UHCIMUMYYUOHATbHOE KAYeCmao,
COYUATBHO-KYIbMYPHAS OeSIMENbHOCHIb, COYUATbHAS OMBEMCIMEEHHOCNTb,
UHCTMUMYYUOHANbHASA udenmuuynocms. Onpedensiemvie Gaxmopul
PA3IULAIOMCA 8 3ABUCUMOCIIU OM PA3IUYHBIX 0eMocpapuuecKux
Xapakmepucmux y4acmHuxkos (noiu, Kiacc, gpaxyiemem u m. 0.).
Knwouegvie crosa: umuooic, uHCMUmyyuoOHaibHbll UMUOIC,
VHUBepcumeni, 20poo, 63auMoOeticmeue YHUBepCUmMen-20poo, ONMHOUEHUS!
VHUSEpCcUmen-2opoo, GOCHpusimue yHugepcumemd.
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