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Abstract
Social Media Marketing in Public and Private Universities in Kazakhstan: A
Comparative Case Study

This study examines how public and private universities in Kazakhstan conceptualize and
implement social media marketing (SMM), how their strategies converge and diverge, and
how these patterns can inform more effective communication frameworks in higher
education. Situated within the context of globalization, marketization, and digital
transformation, the research addresses a gap in existing literature, which is largely dominated
by Western and quantitative approaches. A qualitative comparative case study design was
employed, involving semi-structured interviews with university staff and undergraduate
students, as well as analysis of institutional documents and official websites. The study is
guided by Neo-Institutional Theory and Resource Dependence Theory, enabling
interpretation of both shared practices and institutional variation. The findings reveal that
both public and private universities treat social media as a central communication channel
and demonstrate convergence in platform use, particularly Instagram, as well as in the
growing importance of visual and video-based content. However, significant differences
emerge in strategic orientation, platform logic, content formats, and communication style.
The private university adopts a more market-oriented and recruitment-driven approach,
emphasizing opportunities, partnerships, and student experience, while the public university
prioritizes institutional integrity, formal communication, and representation of academic
achievements. Student-generated content and perceived authenticity play a critical role in
shaping engagement and trust across both contexts. The study concludes that SMM functions
not merely as a promotional tool but as a strategic institutional practice shaped by both field-
level pressures and resource dependencies. The study recommends that universities develop

integrated SMM frameworks that combine centralized strategic oversight with flexible



1
student-centered content production, including platform-specific communication plans and
structured student ambassador or co-creation programs. The findings contribute to theory by
integrating institutional and resource-based perspectives and offering practical implications

for developing more context-sensitive, student-centered, and strategically aligned SMM

frameworks in Kazakhstan and similar higher education systems.



AngaTna
Ka3akcTanaarel MeMJICKETTIK ’K9He ’KeKeMeHIIIK YHUBEePCHTeTTep/Aeri dJieyMeTTiK
JKeJIijiepAeri MApKeTHHI: CAJTbICTBIPMAJIbI KAFIANJIBIK 3epTTey
by 3eprrey Kazakcrangarsl MEMIICKETTIK JKOHE KEKEMEHILIK YHUBEPCUTETTEP/IH
QJIEyMETTIK Xkeminepaeri MapkeTuHrti (SMM) Kamnail TYCIHETIHIH KoHE ’KY3€ere achblpaThbIHbIH,
OJIapbIH CTPATErUsJIAPbIHBIH YKCACTHIKTAPBl MEH albIpMAIIBUIBIKTAPbIH, COHAAN-aK OyJ1
YPZAICTEpiH KOFaphl O11iM Oepy KyheciHae THIMIII KOMMYHHKAIUSAIBIK MOJIEIbACPIL
JaMBITyFa Kajail bIKIajl eTeTiHIH Taaaiabpl. 3eprrey kahannany, HapbIKTaHIBIPY KOHE
UG pIaHIbIpy KaFAalbIHIA KYPTi3UIin, Ka3ipri oaeduerrepaeri 0aTpicKa OaFbITTaIFaH JKOHE
CaHJIBIK 3epTTEyJIepIiH OaChIMIBIFBIHAH TYBIHIANTHIH OJIKBUIBIKTAPABI TOJIBIKTHIPYAbI MaKCaT
ereni. 3epTTey OaphIChIHA CaNajbIK CAIBICTRIPMAIIBI XKaFAAUIIBIK 3epTTey dici
KOJIJTAHBUIJbI: YHUBEPCUTET KbI3METKEPIICPIMEH JKOHE CTYICHTTEPMEH >KapThlIait
KYpBUIBIMJAJIFaH CYX0aTTap >Kypri3iiin, HHCTUTYIHOHAIIBIK KY)KaTTap MEH PECMHU CaTTap
Tanganabl. TeopusyIbIK HEeT13 PeTiHe HEOMHCTUTYIIHOHAIBIK TEOPUS KOHE PECYPCTHIK
TOYEJILIIK TEOPHUSACH A IanaHblIIbL, Oy OpTaK TIKipuOenep MEH MHCTUTYILIHOHAIIIBIK
albIpMaIIbUIBIKTapAbI TYCIHIIpYTre MYMKIHIIK Oepai. HoTmxkenep kepceTkenaei, eki THITET]
YHHUBEPCUTETTEP JI€ dJICYMETTIK JKEeNiJIep i Heri3ri KOMMYHHUKAIs apHAChl PETiHe
KapacThIpa bl )KoHe Iu1aTdopManapasl KoaaHyaa, ocipece Instagram-na, connai-ax
BU3YyaJIJIbl J)koHE OeifHe KOHTEHTTIH MaHBI3IbUIBIFBIHBIH apTYbIH/IA YKCACTBHIKTAp OaiiKanaibl.
JlereHMeH, CTpaTerusuIblK OarbIT, IIaTgopMaIapabl KOJIAaHy JOTHKAchl, KOHTEHT
(dopmatTapbl )koHEe KOMMYHHUKAIUS CTUIII OOMBIHIIA aBIPMALIBUIBIKTAP aHBIKTAJIIBI.
JKexeMmeHIIiK yHUBEPCUTET HApBIKKA OaFbITTANIFaH, TaJanKepiepal TapTyFa Heri3aeareH
CTpaTETHsHBI YCTAHbII, MYMKIHIIKTEP/i, CEPIKTECTIKTEP/Ii )KOHE CTYNEHTTIK TOXKIpuOeH1
KepceTeli, all MEMJICKETTIK YHUBEPCUTET HHCTUTYLIMOHANBIK Oenenre, pecMu

KOMMYHUKAIUSFA )KOHE aKaJIeMISUIBIK JKETICTIKTep Il kepceTyre 6achiMablK Oepeni. Exi
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KaFaaniaa 1a CTyIeHTTep KacaraH KOHTEHT IEH IIBIHAWBUIBIK KaObLIIaybl ay AUTOPUSTHBIH
CEeHiIMI MEH KaTbICYbIHA MAaHBI3/IbI dcep eTei. 3epTTey HoTmkeciHae SMM Tek kapHaMallbIK
Kypaji eMec, MHCTUTYIIMOHAJIBIK KbICKIMIAp MEH PECYPCTHIK TOYEIITIKKE HEeT131e/ITeH
CTpaTETHsUTBIK TOKIPUOE €KeHI aHBIKTANBL. 3ePTTEY YHUBEPCUTETTEPIe
OPTaJIBIKTAHABIPBUIFAH CTPATETHSUIBIK OaCKapyabl UKEM/, CTyIEHTKE OaFrbITTalfaH KOHTCHT
OHJIIpyMEH YHJIeCTIpeTiH, COH/Iai-aK miaT(opMara TOoH KOMMYHUKAIUUIBIK JKOCTIapiap MeH
KYpbUIBIMJAJIFaH CTYACHTTIK ambaccaopibIK Hemece Oipiiecin KOHTEHT jKacay
OarapramManapblH KAMTUTBIH MHTETpanusianFad SMM xyiienepid 93ipiaeyai YCbIHA b
3epTTey TEOPHUSIIBIK TYPFBIIA MaHBI3IBI Yiiec KOChIm, Ka3akcTaH xoHe yKcac OuniM Oepy
KyHenepi yIiH THiMIi, KOHTeKCcTKe Oerfimaenrer SMM Monenblepin a3ipieyre

NIPAaKTUKAJIBIK YCHIHBICTAp Oepei.
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AHHOTanud
MapkeTHHT B COIIHATBHBIX CETHAX B FOCYIaPCTBEHHBIX H YACTHBIX YHHBEPCHTETAX
Ka3axcrana: cpaBHUTeJ/IbHOE Keiic-Mcciie 0BaHue

JlaHHOE MCCIIeIOBaHKNE HAIPABJICHO HAa N3yYEHHE TOT0, KaK TOCYAapCTBEHHBIE U YAaCTHbIE
yHuBepcuTeThl KazaxcraHa KOHIENTYaTu3upyIoT U Peaan3yioT MapKETHHT B COLUAIIBHBIX
ceTsx (SMM), B ueM NposIBIIAIOTCS CXOJICTBA U PA3IMUMsl UX CTPATETUM, a TAK)KE KAKUM
00pa3oM 3T 0OCOOEHHOCTH MOTYT CIIOCOOCTBOBAThH pa3padoTke Oosee FPPeKTUBHBIX
KOMMYHUKAI[MOHHBIX MOJIEJIel B CHCTEME BhICIIEro oopa3zoBanus. MccnenoBanue
MIPOBOJUTCS B KOHTEKCTE TI00aMu3aIiy, MapKeTU3aIiy U 1udpoBoii Tpanchopmariu u
BOCTIOJIHSICT CYILECTBYIOLIMI PpoOes B HAyYHOH JINTepaType, KOTOpasi IpeuMyIIeCTBEHHO
COCpeIOTOUEHA HA 3aIaIHbIX U KOJIMYECTBEHHBIX UCCIe0BaHMIX. B paboTe ncnomnb3yercs
KaueCTBEHHBIM CPAaBHUTEIIBHBIN KEHC-METO/], BKIIOUYAIOIIHUN 10Ty CTPYKTYPUPOBAHHBIE
MHTEPBBIO C COTPYTHUKAMH YHUBEPCUTETOB U CTYICHTAMH, a TAKXKe aHAJIN3
MHCTUTYLIMOHAJIBHBIX JOKYMEHTOB M O(HIIUATBHBIX CAUTOB. TEOpPEeTHUECKYIO0 OCHOBY
COCTABJISIIOT HEOMHCTUTYLIMOHAIbHASL TEOPHS U TEOPUS PECYpPCHOM 3aBUCUMOCTH, YTO
MO3BOJISIET OOBSCHUTH KAaK CXOJICTBA, TAK U Pa3IMYUs B UHCTUTYIIHOHAIBHBIX MTPAKTHKAX.
Pe3ynbTaThl MOKa3bIBAIOT, YTO KaK TOCYAAPCTBEHHBIE, TAK U YaCTHBIC YHUBEPCUTETHI
paccMaTpUBaIOT COIMANIBHBIC CETH KaK KII0UEBOM KaHal KOMMYHUKAIUH, JeMOHCTPUPYSI
CXO’KECTh B UCIOJIB30BaHUU IIATGOpM, ocoOeHHO Instagram, a Takke B pacTyIeil poiu
BU3YaJIbHOTO U BHJICO-KOHTEHTA. BMecTe ¢ TeM BBISBIEHBI CYLIECTBEHHBIC Pa3INyus B
CTpaTETHYECKOM OpUEHTALIMH, JIOTHKE UCIOIB30BaHUs Tu1aThopM, hopMaTax KOHTEHTA U
CTHUJIE KOMMYHUKAIUU. YaCTHBIN YHUBEPCUTET OPHEHTHUPOBAH HA PHIHOK U MIPHUBJICUECHUE
aOUTYpHEHTOB, aKLIEHTUPYS BHUMaHUE Ha BO3MOXKHOCTSIX, TAPTHEPCTBAX U CTYICHUECKOM
OIIBITE, TOTJa KaK FOCY/1apCTBEHHBIA YHUBEPCUTET JIENIAeT YIOP HA HHCTUTYIIHOHAIBHYIO

JICTUTUMHOCTB, 0(1)I/II_II/IaHBHy}O KOMMYHUKAIIUIO U JEMOHCTPAIUIO dKaACMHUYCCKUX
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nocTkeHui. I1oap30BaTenbckuii KOHTEHT U BOCTIPUATHE Ay TEHTUYHOCTH UTPAIOT BAXKHYIO
poib B hopMUpOBAaHUH JOBEPHS U BOBJICUEHHOCTH B 000HX ciyyasx. B menom uccnenoBanue
MoKa3bIBaeT, YT0 SMM BBICTyNaeT He MPOCTO KaK MHCTPYMEHT IPOJIBHKECHHUS, a KaK
CTpaTeruueckas MHCTUTYLIMOHAIbHAS PAKTUKA, popMUpyeMasi BHEITHUMU JaBJICHUAMU U
pecypcHoii 3aBUCUMOCTBIO. MccneqoBanne peKOMEHIyeT YHUBEpCUTETaM pa3padaThIBaTh
UMHTErpupoBaHHbIe SMM-cTpareruy, Co4eTarone NeHTPATN30BaHHOE CTPATErnYecKoe
yIpaBiieHUE ¢ THOKUM, OpPUEHTHPOBAHHBIM Ha CTYJICHTOB CO3JJaHHMEM KOHTEHTA, BKITIOYas
iatgopmo-crenupruieckre KOMMYHHKAIIMOHHBIC IJIaHbI U CTPYKTYPHPOBAHHBIE
IPOTPaMMBbI CTYICHYECKUX aM0accaopoB HIIM COBMECTHOTO CO3/1aHUSI KOHTEHTA.
[TonmyuyeHHble pe3yabTaThl BHOCSAT BKJIA/ B TEOPUIO U MPEATIAraoT MPaKTHIECKUe
PEKOMEHALUH JUTsl pa3paboTKu OoJiee alanTUPOBAHHBIX U AP PeKTUBHBIX SMM-cTpaTeruii B

Kaszaxcrane n aHaJJOrHYHBIX 06pa3OBaTCJIBHBIX CHUCTCMaAX.
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Chapter 1: Introduction

The first chapter of this thesis introduces the research topic, the use of social media
marketing (SMM) as a strategic communication tool in higher education institutions in
Kazakhstan, with a focus on public and private universities. This chapter outlines the
background of the study, identifies the research problem, and presents the study’s
objectives and research questions. It also discusses the significance of the research and its
potential contributions to academic and practical understanding of institutional social
media use. The chapter concludes with a summary that connects these elements and sets
the stage for the subsequent chapters.

Background of the Study

In the twenty-first century, globalization and digital transformation have significantly
reshaped the roles and operations of higher education institutions (HEIs). Universities
today compete not only within national systems but also in international markets, where
reputation, visibility, and stakeholder engagement have become essential components of
institutional success (Garcia-Rodriguez & Gutiérrez-Tafio, 2021). Digital technologies
have become central to these processes, influencing how universities manage
communication, deliver educational services, and position themselves in increasingly
competitive environments (OECD, 2022).

As higher education systems worldwide adopt more market-oriented models,
universities face increasing pressure to attract students, diversify revenue streams, and
demonstrate societal relevance (Pietrzak et al., 2025). Marketization has encouraged
institutions to strengthen their external profiles, expand industry partnerships, and develop
entrepreneurial capabilities to enhance sustainability and competitiveness (Hein, 2025;
Salem, 2020). These transformations align with the broader shift toward the

“entrepreneurial university,” where teaching, research, and external engagement are



integrated to support innovation and economic development (Etzkowitz & Leydesdorf,
2000). Within this model, universities commonly pursue fee-based programmes, industry
collaborations, corporate sponsorships, and commercially oriented research centres to
secure financial resilience (Hein, 2025; Salem, 2020). Although such practices originated
in highly marketised systems such as the United States, the United Kingdom, and China,
they have increasingly diffused across Asia, Latin America, and Eastern Europe (Hein,
2025; Pietrzak et al., 2025).

Digital transformation has accelerated these trends. The expansion of Al, data
analytics, and social platforms has reshaped how institutions interact with prospective and
current students, alumni, and employers, making digital communication a core dimension
of institutional identity (Pawar, 2024). The COVID-19 pandemic accelerated these
changes, as universities moved online and relied heavily on digital platforms to sustain
engagement and communication (Kuzhabekova, 2020; Pawar, 2024; Salem, 2020). As a
result, social media marketing (SMM) has emerged as a key strategic tool that allows
universities to build brand visibility, communicate their values, and engage audiences
through interactive and personalized formats (Peruta & Shields, 2017). Compared with
traditional marketing, SMM supports real-time feedback, peer-to-peer influence, and more
authentic representations of the student experience (Pietrzak et al., 2025). However,
research on SMM remains heavily concentrated in on Western contexts. (Pawar, 2024).

In digital environments, engagement is not driven only by institutional announcements
but by content that aligns with users’ motivations, such as informational clarity, relatable
narratives, and relationship-oriented communication that supports identification and trust
(Khan, 2017). For universities, this implies that SMM effectiveness depends on how
institutions design content strategies, interaction practices, and storytelling formats that

resonate with audience expectations and platform norms.



Kazakhstan represents an important case in this regard. Since independence, the
country has pursued simultaneous modernization and market liberalization.
(Shaldarbekova, 2025). National initiatives such as the Digital Kazakhstan program (2017)
aim to strengthen digital infrastructure and promote innovation, while recent government
priorities emphasise accelerated digital transformation, including the integration of Al into
public services and education (Government of the Republic of Kazakhstan, 2017).
Digitalization has become a strategic national priority: in his 2025 address, President
Tokayev reiterated the goal of transforming Kazakhstan into a fully digital state within five
years, identifying artificial intelligence as a key driver of this vision (Administration of the
President of the Republic of Kazakhstan, 2025). Today, Kazakhstan hosts 122 higher
education institutions, more than 40% of which are privately owned, contributing to a
diverse and competitive landscape (Ministry of Science and Higher Education, 2025).

In this environment, strategic communication and digital visibility have become
increasingly important for attracting students and maintaining institutional reputation
(Garcia-Rodriguez & Gutiérrez-Tafio, 2023). Public universities often emphasise national
mission, research contribution, and institutional legitimacy, while tuition-dependent
private institutions tend to adopt more flexible and market-oriented strategies that prioritise
branding, student experience, and employer engagement (Hein, 2025). Social media plays
a central role in these strategies, enabling universities to reach younger audiences,
communicate programme offerings, and differentiate themselves in a crowded market.

Despite these developments, scholarly research on social media marketing in
Kazakhstani higher education remains limited. Existing studies highlight technical
challenges and general behavioural trends, but rarely examine how public and private
institutions differ in their digital communication strategies or how market and governance

pressures shape their approaches to SMM (Pawar, 2024; Pietrzak et al., 2025).



Understanding these dynamics is increasingly important as Kazakhstan seeks to
internationalize its universities, expand English-medium programs, and strengthen global
partnerships.

In sum, the intersection of globalization, marketization, and digital transformation
has made strategic, digitally mediated communication an essential aspect of modern higher
education.

Statement of the Problem

Although social media marketing (SMM) has become central to university
branding globally, existing research remains heavily concentrated in Western and English-
speaking contexts. Systematic reviews by Pawar (2024) and Pietrzak et al. (2025) show
that most studies examine universities in the United States and the United Kingdom, with a
strong focus on platform-based engagement. This geographical imbalance limits
understanding of how social media strategies function in non-Western higher education
systems, where institutional environments, regulatory frameworks, and market dynamics
differ. The need for context-specific research is particularly relevant in Kazakhstan, where
universities operate within a hybrid system combining state regulation and increasing
market competition. However, existing studies in Kazakhstan primarily focus on website
performance or general digital adoption rather than strategic social media branding
(Zarubina et al., 2024; Abuova et al., 2021).

Another limitation concerns the lack of comparative research between public and
private universities. These institutional types differ in governance structures, funding
models, and accountability pressures, which may shape communication priorities and
branding strategies (Salem, 2020; Hein, 2025). Public universities often balance state
mandates and reputational responsibilities, whereas private institutions typically rely more

heavily on recruitment and market positioning. In hybrid systems such as Kazakhstan,



where publicly funded institutions coexist with tuition-dependent private universities,
these differences may significantly influence social media communication. Yet,
comparative evidence examining how institutional type shapes SMM strategies remains
limited.

A further gap relates to how effectiveness is conceptualized and measured. Existing
studies predominantly rely on engagement indicators such as likes, shares, comments, and
follower growth (Pawar, 2024; Pietrzak et al., 2025). While these metrics provide
descriptive insights, they offer limited understanding of deeper outcomes such as brand
positioning, student perceptions, or enrollment decisions. As a result, current research
provides only partial insight into how social media communication contributes to broader
institutional goals.

These conceptual limitations are reinforced by methodological patterns in the field.
The literature is dominated by short-term quantitative and descriptive designs focusing on
platform analytics (Pawar, 2024; Pietrzak et al., 2025). Such approaches restrict
understanding of institutional decision-making, stakeholder interpretations, and context-
specific dynamics. The absence of qualitative and comparative studies limits the ability to
examine institutional logics and strategic communication practices. Therefore, a qualitative
comparative study of public and private universities in Kazakhstan is needed to address
these gaps and provide context-sensitive insight into social media marketing in higher
education.

Purpose of the Research

The purpose of this study is to explore and compare how public and private
universities in Kazakhstan employ social media marketing. Although social media
platforms have become central to how higher education institutions communicate with

prospective and current students, little is known about the specific strategies used in the



Kazakhstani context and how they may differ across public and private institutions.
Beyond describing practices, this study aims to examine how institutional type,
governance structures, and resource capacities shape social media communication logics
within a transitional higher education system. By adopting a comparative qualitative
approach, the research seeks to generate context-sensitive insights that can inform more
effective and strategically grounded SMM frameworks for universities operating in similar
hybrid environments.
Research Questions
This research is guided by the following questions:
What are the social media marketing strategies of public and private universities?
What are the similarities and differences of social media marketing strategies at public and
private universities?
How can the insights from this comparative analysis inform the development of more
effective SMM frameworks for higher education institutions in Kazakhstan?
Significance of the Study

This research is significant because it addresses a clear empirical and contextual
gap in understanding how public and private universities in Kazakhstan employ social
media marketing (SMM) within an evolving and partially marketized higher education
landscape. Although SMM has received growing scholarly attention globally, existing
research remains heavily concentrated in Western contexts and often lacks comparative
perspectives that account for institutional diversity and governance structures (Pawar,
2024; Pietrzak et al., 2025). By focusing on Kazakhstan, a hybrid system where state
regulation coexists with increasing market competition, this study contributes context-
specific evidence from a region that remains underrepresented in higher education

marketing research.



Academically, the study contributes to the literature in three key ways. First, it offers
comparative insights into how institutional type (public versus private) shapes
communication logics, strategic priorities, and resource allocation in social media
marketing. Prior research suggests that institutional governance and funding structures
influence marketing practices (Salem, 2020; Hein, 2025), yet empirical studies rarely
examine these dynamics through qualitative, context-sensitive comparisons. Second, by
adopting a qualitative case study design, the research moves beyond descriptive
engagement metrics and platform analytics, which dominate the field (Pawar, 2024;
Pietrzak et al., 2025), to explore how students interpret institutional communication and
how social media practices align with broader institutional strategies. Third, the study
contributes theoretically by integrating Neo-Institutional Theory and Resource
Dependence Theory within a combined analytical framework. Neo-Institutional Theory
explains how universities adopt similar social media practices in response to coercive,
normative, and mimetic pressures within the higher education environment (DiMaggio &
Powell, 1983), while Resource Dependence Theory highlights how institutions
strategically use communication to secure critical resources such as student enrollment,
reputation, and funding. Together, these perspectives provide a more comprehensive
understanding of social media marketing as both institutionally shaped and strategically
motivated. Practically, the study provides university marketing teams in Kazakhstan and
comparable emerging markets with evidence-based recommendations for designing
effective, culturally appropriate, and ethically grounded SMM strategies. As universities
increasingly compete for students in a digital environment, social media has become
central to recruitment, reputation-building, and stakeholder engagement (Peruta & Shields,
2017). However, without context-sensitive insights, institutions risk replicating global

trends that may not align with local audience expectations or institutional capacities. By



comparing institutional approaches, the findings offer actionable guidance on
segmentation, authenticity, transparency, organizational workflows, and evaluation
practices. These insights can support more strategic decision-making, strengthen
institutional credibility, and improve alignment between digital communication and
student experience, ultimately influencing recruitment outcomes and long-term brand
equity.

Definition of Terms

To ensure conceptual clarity and analytical consistency, this study adopts specific
definitions of key terms central to the investigation of social media marketing (SMM) in
higher education. As the literature on digital communication and branding often uses
overlapping or context-dependent terminology, clarifying these concepts is necessary to
establish a shared understanding of how they are applied within this research. The
following definitions reflect how these terms are operationalized in the study and how they
relate to institutional communication practices, student perceptions, and broader marketing
frameworks in higher education context.

Authenticity. The perception that online content genuinely represents an
institution’s identity and community. Authentic communication fosters trust and emotional
connection with audiences (Peruta & Shields, 2017).

Behavioral Engagement. The observable actions of users on social media, such as
liking, sharing, commenting, or following that indicate interaction and connection with an
institution’s content ((Ruangkanjanases, Sivarak, Wibowo, & Chen, 2022).

Brand Equity. The perceived value and reputation of a university’s brand as held
by students and stakeholders, encompassing awareness, trust, and loyalty toward the

institution (Sadyk & Islam, 2022).



Credibility. The extent to which university communication is viewed as
trustworthy, reliable, and professional, influencing audience confidence and willingness to
engage (Perera, Nayak, & Nguyen, 2022)

Stakeholder Engagement. The process through which universities build and
maintain relationships with internal and external audiences, such as students, alumni,
employers, and partners through communication and value exchange (Kotler, 2001).

User-Generated Content (UGC). Media created and shared by students, alumni,
or other audiences, such as reviews, testimonials, or videos that reflect their authentic

experiences and contribute to the university’s online image (Perera et al., 2022).
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Thesis Outline

This thesis is organized into six chapters, each contributing to a comparative
understanding of social media marketing (SMM) practices in public and private
universities in Kazakhstan.

Chapter 1 has introduced the study by presenting the background and context,
identifying the research problem, objectives, and questions, and explaining the significance
and structure of the research.

Chapter 2 reviewed key theoretical and empirical literature on marketing, digital
transformation, and SMM in higher education. It discussed the evolution of marketing, the
adoption of digital strategies by universities, the Kazakhstani context, generational and
ethical considerations, and concludes by outlining the research gaps and the theoretical
framework guiding the study.

Chapter 3 details the research design and methodology. It explained the case
selection, sampling strategy, data collection instruments, and analysis procedures, while
also addressing ethical considerations and researcher positionality.

Chapter 4 presents the findings of the study, organized around the research
questions. It describes social media marketing strategies in each institutional case and
provides a comparative analysis of similarities and differences between public and private
universities, followed by implications for SMM frameworks in Kazakhstan.

Chapter 5 discusses the findings in relation to the literature and theoretical
framework. It interprets patterns of convergence and divergence using Neo-Institutional
Theory and Resource Dependence Theory and connects the results to existing research on

higher education marketing and digital communication.
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Chapter 6 concludes the thesis by summarizing key findings, outlining theoretical
and practical implications, acknowledging limitations, and suggesting directions for future

research.
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Chapter 2: Literature Review

This chapter reviews the theoretical and empirical scholarship relevant to social
media marketing (SMM) in higher education. It begins by outlining the evolution of
marketing within higher education and the shift from traditional to digital communication
practices. The chapter then examines research on social media marketing strategies,
engagement patterns, storytelling approaches, and peer influence in university branding. A
comparative perspective on public and private institutions is subsequently introduced,
followed by a review of existing research on SMM within the Kazakhstani context. The
chapter concludes by identifying key conceptual and methodological gaps and presenting
the theoretical framework guiding the study.

Marketing in Higher Education

Marketing is widely recognized as a strategic activity focused on identifying,
communicating, and delivering value to relevant stakeholders. Kotler (2001) defines
marketing as the process of anticipating and satisfying customer requirements profitably,
while the Chartered Institute of Marketing (2019) emphasizes its managerial role in
creating mutual value for organizations and consumers. Traditionally, marketing theory
has relied on the “4 Ps” framework product, price, place, and promotion, as a structured
approach to reaching target audiences (Kotler, 2001).

In the higher education context, these elements acquire specific institutional
meanings. The “product” refers not only to educational programs, but also to teaching
quality, research reputation, and institutional prestige. “Price” includes tuition fees,
scholarships, and the perceived return on investment of education. “Place” extends beyond
physical campus spaces to include online delivery, hybrid models, and international
partnerships. “Promotion” encompasses a wide range of communication activities,

including advertising, public relations, branding initiatives, and, increasingly, social media
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marketing. As higher education systems have become more competitive and market-
oriented, marketing has shifted from a peripheral function to a strategic necessity for
institutional sustainability and visibility.
From Traditional to Digital Marketing

Historically, universities relied primarily on one-way mass communication
strategies, such as printed brochures, education fairs, and direct mail campaigns (Chaffey
& Ellis-Chadwick, 2019). Although these approaches were effective for raising awareness,
they offered limited personalization, interactivity, and feedback mechanisms. The rapid
advancement of digital technologies fundamentally transformed this landscape. Digital
marketing now enables real-time communication, detailed audience analytics, targeted
outreach, and continuous engagement through websites, search engines, and mobile
platforms (Doyle, 2011).

Moreover, digital strategies are often more cost-efficient than traditional
promotional channels, allowing institutions to reach broader audiences with comparatively
lower expenditure (Nuseir & El Refae, 2021). As global competition for prospective
students intensified, digital visibility became essential for institutional relevance and
competitiveness (Thaichon & Ferm, 2021). Rather than functioning as isolated campaigns,
digital platforms now facilitate continuous, multi-platform engagement throughout the
student decision-making journey (Carrasco Gubernatis, 2024). Within this broader
transformation, social media marketing (SMM) has emerged as a central mechanism for
branding, recruitment, and community-building in higher education.

Social Media Marketing in Higher Education
Strategic Adoption and the Shift Toward Digitalization
Early research indicates that although social networks were widely used by

students, universities were initially slow to adopt them strategically. Institutional accounts
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often functioned as basic awareness tools with limited influence on students’ decision-
making processes (Constantinides & Stagno, 2011). This early stage of adoption revealed a
gap between student digital behavior and institutional communication practices,
highlighting the need for more interactive, student-centered approaches.

The expansion of marketization in higher education further accelerated the strategic
adoption of social media. As institutions increasingly competed for students, funding, and
global recognition, social media became integrated into broader branding infrastructures
rather than serving as an auxiliary communication channel (Pietrzak et al., 2025).
Universities began developing coherent visual identities across platforms, employing
consistent colour schemes, logos, and design elements to strengthen recognition and
institutional coherence (Missaghian & Pizarro Milian, 2021).

At the same time, rising information saturation among prospective students
required more innovative and targeted communication strategies to ensure differentiation
(Robinson, 2023). Institutions responded by experimenting with enhanced digital tools,
such as virtual campus tours and immersive multimedia experiences, which extend
traditional marketing into interactive digital environments (Missaghian & Pizarro Milian,
2021). As prospective students increasingly prioritize programme flexibility, accreditation,
and institutional credibility, maintaining a strong and trustworthy online presence has
become central to reputation-building and recruitment (Nuseir & El Refae, 2021).
Content, Engagement Patterns, and Storytelling Strategies

Recent scholarship highlights that narrative design is central to effective social-
media marketing in higher education. Visual and narrative-driven posts, meaning content
that tells a short, relatable story rather than simply presenting information, such as student

“day-in-the-life” videos or personal experience videos consistently outperform
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administrative or purely informational posts in generating engagement (Peruta & Shields,
2017).

Beyond format, engagement is shaped by the perceived value and social meaning
of content. Prior research suggests that audiences engage more strongly with content that
provides useful information, offers entertainment, or strengthens relationships and
belonging, drivers that translate in higher education into program clarity, student-centered
storytelling, and community-building communication (Andoh-Quainoo, 2020). This also
explains the growing influence of user-generated content (UGC): peer narratives and
student-created materials frequently function as credible social proof, shaping institutional
image and perceived authenticity more persuasively than formal promotional messaging
(Khan, 2017). Therefore, universities’ SMM strategies should be evaluated not only by
visual coherence or posting intensity but also by how well content aligns with audience
motives, trust formation, and participatory dynamics.

Authentic, portrait-centred storytelling strengthens students’ sense of identification
with the institution (Garcia et al., 2021), while achievement- and emotion-oriented posts
attract significant interaction among leading global universities (Maresova et al., 2020).
Excessive posting frequency, however, may reduce engagement, suggesting that quality
outweighs volume (Peruta & Shields, 2017).

Despite technological advances, some universities continue to rely on monologic,
informational communication. Capriotti and Zeler (2023) show that certain institutions
favour controlled visibility over dialogic exchange, limiting opportunities for genuine
interaction. This pattern extends to video-based recruitment content: Fritz and Smith
(2024) find that contemporary YouTube recruitment videos typically follow formulaic,

expository templates that idealise student life while marginalising academic realities. Such
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portrayals risk creating unrealistic expectations for applicants, underscoring the need for
more authentic and distinctive storytelling within higher-education marketing.
Market Mavens

In addition to institutional content, peer-generated communication has become a
defining feature of contemporary SMM. Students, alumni, and micro-influencers
increasingly act as co-creators of university brands through reviews, personal experience
videos, and creative participation (Perera et al., 2022). These forms of user-generated
content often hold greater persuasive power than official institutional messages,
functioning as credible social proof that influences prospective students’ attitudes and
choices (Ruangkanjanases et al., 2022).

The role of peer influence is further illuminated by research on “market mavens.”
Robinson (2023) describes these individuals as highly engaged, altruistic, and confident
students who actively disseminate information, advise peers, and facilitate word-of-mouth
communication. In today’s saturated information environment, such figures can
significantly amplify institutional messaging, particularly on social-media platforms.
Cross-national evidence demonstrates that credible, emotionally resonant communication
whether institutional or peer-generated enhances brand equity, trust, and behavioral
intention, thereby shaping students’ perceptions and decision-making (Perera et al., 2022;
Sanchez Garza et al., 2024; Potelwa et al., 2025).

Public and Private Universities comparison

Differences between public and private universities are rooted in institutional type,
which shapes governance structures, funding models, strategic priorities, and
communication approaches (Othman & Othman, 2014; Naidu & Derani, 2016). Public
universities are typically shaped by historical mandates, public accountability, and state

regulation, whereas private universities operate in more market-oriented environments and
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prioritize competitiveness, responsiveness, and student recruitment. These structural
differences influence institutional logics, stakeholder expectations, and strategic behavior,
including communication and branding practices. The literature identifies several key
dimensions through which public—private differences can be understood.

Institutional strategy priorities

Universities operate under increasing pressure from globalization, funding constraints, and
competition for students. Evidence suggests that public and private institutions respond
differently to these pressures. Public universities often prioritize stability, institutional
continuity, and preservation of established legitimacy, while private universities tend to
adopt a more adaptive and market-oriented logic, using strategic initiatives to signal
relevance and competitiveness (Othman & Othman, 2014; Dattey et al., 2014). Regulatory
environments further intensify these distinctions. Dattey et al. (2014) show that private
universities may experience stronger isomorphic pressures, coercive, normative, and
mimetic, pushing them to demonstrate compliance and legitimacy more visibly than public
institutions.

Programme portfolios

Differences in programme portfolios also shape institutional positioning. Rabossi (2011)
highlights that private institutions have historically concentrated in demand-responsive,
lower-cost fields, whereas public universities often maintain broader and more resource-
intensive portfolios. These differences influence how institutions frame their attractiveness
to prospective students and communicate institutional value.

Student perceptions of quality and trust

Student perceptions further reinforce sectoral distinctions. Naidu and Derani (2016) found
that public university students associate quality primarily with research reputation and

academic credibility, while private university students evaluate quality through service-
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related and managerial dimensions. This service-oriented logic aligns with market-driven
positioning strategies and may translate into communication emphasizing responsiveness,
employability, and student experience. Trust represents another dimension where sectoral
differences emerge. Borges et al. (2016) found higher reported trust levels among private
university students compared to those in public institutions, linking trust to perceptions of
fairness, ethical conduct, and staff concern for students. Meanwhile, Othman and Othman
(2014) demonstrate that public institutions may focus more strongly on internal
stakeholders and continuity-based legitimacy, whereas private institutions emphasize
external visibility and outreach.

Resources and competitive positioning

Financial flexibility may also influence communication strategies. Private institutions
often possess greater discretionary resources, enabling investment in facilities, branding,
and student services, which can reinforce competitive positioning (Nuseir & El Refae,
2021). These differences suggest that legitimacy and reputation function as survival
resources across both sectors, but the direction of strategic effort differs: public
universities may invest more in institutional continuity, while private institutions
emphasize external stakeholder engagement and reputational signaling.

Digital communication practices

These structural differences become particularly visible in digital communication.
Empirical research indicates that private universities often demonstrate greater
responsiveness and interactivity on social media platforms. Nguyen, Tran, and Baker
(2021) report higher levels of engagement among private universities in Vietnam, while
Valerio-Urefa et al. (2020) show that private and higher-ranked universities maintain
broader platform coverage and stronger visual coherence in North America. Institutional

priorities are often reflected in communication practices, as annual reports and public
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messaging reveal stakeholder orientation and strategic positioning (Othman & Othman,
2014; Dattey et al., 2014; Nguyen et al., 2021).

Overall, the literature suggests that public—private differences in social media
marketing are structurally embedded in institutional logics. Public universities tend to rely
more on inherited legitimacy and academic credibility, whereas private institutions
prioritize responsiveness, visibility, and engagement-oriented practices. Consequently,
variations in social media marketing strategies reflect deeper organizational constraints

and incentives rather than purely stylistic choices.

Social Media Marketing in Kazakhstani Higher Education

Kazakhstani universities operate within a rapidly developing yet structurally
uneven higher education environment. Regional analyses demonstrate significant
disparities in enrollment rates, institutional concentration, and student distribution, with
Almaty and Astana functioning as dominant educational hubs (Nurgaliyeva & Nygymetov,
2023). The concentration of universities and students in major metropolitan areas
intensifies competition for prospective applicants, thereby increasing the strategic
importance of marketing and digital visibility. In contrast, regions experiencing declining
enrollment and shrinking student populations may face greater recruitment pressure,
potentially requiring more proactive digital outreach strategies to sustain demand.

Within this uneven structural landscape, digital marketing capacity also varies.
Differences in funding structures and institutional resources suggest that universities in
financially stronger regions may be better positioned to invest in professional digital
teams, paid advertising, and high-quality visual content production (Nurgaliyeva &
Nygymetov, 2023). As a result, regional inequality may translate into unequal digital

visibility and brand dominance within the national higher education ecosystem.
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Against this backdrop, empirical research on digital promotion in Kazakhstani
business universities reveals persistent weaknesses in online infrastructure. Comparative
web-analytics studies show that many institutional websites suffer from low technical
performance, limited mobile optimisation, and restricted international reach (Zarubina et
al., 2024). High bounce rates indicate that users often leave after viewing a single page,
suggesting that key recruitment information is not sufficiently visible or immediately
accessible. Rather than functioning as dynamic marketing platforms, many university
websites continue to operate as static information catalogues with outdated design and
minimal interactivity (Abuova et al., 2021).

Zarubina et al. (2024) further demonstrate that search traffic remains a primary
driver of visibility, particularly through long-tail queries and voice-search patterns, while
social media remains underutilised as a structured traffic channel. Although platforms such
as Instagram and YouTube are highly relevant for Generation Z audiences, their
integration into coherent conversion pathways is often weak. Scholars therefore emphasise
the importance of strengthening website usability, integrating chatbots and interactive
tools, and linking social-media campaigns directly to programme pages in order to build a
more integrated digital ecosystem (Abuova et al., 2021).

Audience-behaviour research reinforces these findings. Kazakhstani young users
respond most strongly to short-form video, visual storytelling, and peer-generated content,
reflecting broader global trends in micro-attention consumption (Duisebayeva & Nurtai,
2024). TikTok and Instagram dominate among users aged 18—30, while Facebook
maintains relevance among older audiences. Segmentation studies suggest that creativity-
oriented users engage more with trend-driven and humorous content, whereas trust-

oriented audiences prefer credible institutional messaging and peer recommendations.
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Sectoral differences are also evident in communication style. Public universities
tend to rely on centrally controlled, reputation-oriented narratives that emphasise tradition,
institutional mission, and legitimacy. Private institutions, by contrast, generally
demonstrate greater flexibility and youth-oriented positioning, adopting interactive formats
and faster content cycles, although they may lack systematic analytical evaluation of
digital performance (Filipov, 2020). Similar patterns are observable across other
Kazakhstani sectors, where social-media adoption is widespread but long-term strategic
planning remains underdeveloped (Filipov, 2020; Abuova et al., 2021). Research
additionally indicates that culturally relevant and participatory communication, including
bilingual posts, localized imagery, and visible recognition of student contributors,
strengthens perceived brand quality and loyalty (Sadyk & Islam, 2022).

Taken together, these findings suggest that social media marketing in Kazakhstan’s
higher education sector is shaped not only by global digital trends but also by regional
structural inequalities, institutional resource differences, and evolving audience
expectations. Universities therefore operate within a competitive digital environment
where strategic integration of website optimisation, search visibility, and socially
embedded communication practices becomes increasingly central to recruitment and brand
positioning.

Research Gaps

Across the existing literature, several gaps remain evident. First, platform bias
persists: most studies focus on Facebook, Instagram, and Twitter/X, while rapidly growing
video-first platforms such as TikTok and YouTube remain comparatively underexplored
(Pawar, 2024; Pietrzak et al., 2025). Second, geographical imbalance continues, research is
heavily concentrated in Anglophone contexts. Third, communication asymmetry remains

widespread, as universities continue to prioritise one-way informational posts over
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dialogic, interactive engagement despite having the technical capacity to do so (Capriotti
& Zeler, 2023). Finally, comparative analyses of public and private institutions are scarce,
especially outside Western contexts.

Despite these limitations, empirical findings consistently identify emotional
storytelling, human-centred imagery, visual coherence, and authentic user participation as
the most effective drivers of engagement and loyalty (Garcia et al., 2021; Perera et al.,
2022; Sanchez Garza et al., 2024). Quantitative studies also show that social-media
marketing enhances brand equity (Ruangkanjanases et al., 2022; Potelwa et al., 2025).
Existing comparisons further indicate that private universities often adopt more agile and
innovative digital strategies, whereas public institutions emphasise informational
transparency and legitimacy (Alexa et al., 2012; Nguyen et al., 2021).

However, very little is known about how institutional type shapes social-media
marketing strategies in Central Asian contexts, including Kazakhstan. Although existing
studies highlight technical limitations and general behavioural patterns, they rarely
examine public—private differences or consider how governance structures, organisational
culture, and market pressures influence digital-marketing practices. Addressing this gap,
the present study investigates how public and private universities in Kazakhstan
conceptualise and implement social-media marketing within broader processes of digital
transformation and marketization.

Theoretical Framework

This study is guided by Neo-Institutional Theory (NIT), specifically the concept of
institutional isomorphism (DiMaggio & Powell, 1983), to explain how public and private
universities in Kazakhstan shape and implement their social media marketing strategies.
Neo-Institutional Theory views organizations as open systems that must respond to

pressures from their external environment in order to secure legitimacy, resources, and
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long-term survival. In higher education, universities operate within a shared institutional
field shaped by state regulations, professional norms, and competitive dynamics, all of
which influence communication practices and branding strategies.

Institutional isomorphism describes the process by which organizations within the
same field become increasingly similar over time. Three types of isomorphic pressures are
particularly relevant to this study.

Coercive pressures arise from government regulations, accreditation requirements,
and formal accountability standards that influence how universities present information
and maintain transparency.

Normative pressures stem from professional standards in marketing and
communication, where social media managers adopt globally recognized “best practices,”
visual identities, and content formats.

Mimetic pressures emerge when universities imitate the digital strategies of more
successful or reputable institutions, especially under conditions of uncertainty and
competition (DiMaggio & Powell, 1983).

Neo-Institutional Theory is particularly suitable for this study because social media
marketing in higher education is not only a strategic choice but also an institutional
expectation. Universities operate within a shared environment where digital visibility,
engagement, and responsiveness have become markers of legitimacy. As a result,
institutions often adopt similar communication practices in order to align with professional
norms, stakeholder expectations, and sector-wide trends.

While Neo-Institutional Theory helps explain why universities may converge in
their social media practices, it does not fully account for variation across institutional
types. To address this limitation, the study also draws on Resource Dependence Theory

(Pfeffer & Salancik, 1978). Resource Dependence Theory argues that organizations are
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constrained and shaped by their dependence on external resources, such as funding,
students, partnerships, and governmental support. Because different institutions rely on
different resource streams, their strategic behavior may vary accordingly.

In the context of higher education, private universities are often more tuition-
dependent and therefore may prioritize recruitment-driven communication strategies to
secure financial sustainability (Nuseir & El Refae, 2021). Public universities, by contrast,
may rely more heavily on state funding and thus face stronger regulatory and legitimacy-
based pressures. These differences in resource dependence may influence how universities
allocate marketing resources, how aggressively they pursue digital branding, and how
responsive they are to student audiences online.

By combining Neo-Institutional Theory and Resource Dependence Theory, this
study is able to examine not only why social media strategies converge across universities
(due to shared institutional pressures), but also why they diverge (due to differences in
funding structures, governance models, and resource dependencies). This integrated
framework provides a more comprehensive explanation of how institutional type shapes
social media marketing practices in Kazakhstan’s hybrid higher education system.
Summary

This chapter reviewed theoretical and empirical literature on social media
marketing in higher education. It outlined the shift from traditional marketing to digital
and social media communication, and examined research on strategic adoption, content
and engagement patterns, storytelling practices, and peer-generated content in university
branding. The chapter also discussed differences between public and private universities,
showing how institutional type shapes strategic priorities, resource structures, and
communication approaches. A review of the Kazakhstani context highlighted the limited

research on strategic social media marketing in higher education.
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Based on this review, key gaps were identified, including the dominance of
Western contexts, limited comparative and qualitative studies, and insufficient attention to
institutional type in Kazakhstan. To address these gaps, the chapter introduced a
theoretical framework combining Neo-Institutional Theory and Resource Dependence
Theory to explain both convergence and divergence in university social media practices.
This framework provides the foundation for the methodological approach presented in the

next chapter.
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Chapter 3: Methodology

This chapter outlines the methodological approach adopted to investigate how
public and private universities in Kazakhstan conceptualize and implement social media
marketing (SMM) strategies. Given the study’s focus on institutional strategies,
organizational structures, and student perceptions, a qualitative, comparative case study
design was selected to provide in-depth, context-sensitive insights. The chapter describes
the research design, case selection rationale, sampling strategy, data collection methods,
and procedures for thematic analysis. It also addresses ethical considerations and
researcher positionality to ensure transparency, credibility, and reflexivity in the research
process.
Research design

This study adopts a qualitative comparative case study design to explore how social
media marketing (SMM) strategies are conceptualized and implemented in higher
education institutions in Kazakhstan. A qualitative approach is particularly appropriate
because the research seeks to understand institutional logics, organizational processes, and
student interpretations rather than to measure frequency or engagement metrics.
Qualitative research enables in-depth exploration of meanings, experiences, and decision-
making processes that cannot be adequately captured through quantitative indicators alone
(Creswell & Poth, 2018; Merriam & Tisdell, 2016). Given that the study investigates how
institutional type shapes communication practices and how students perceive authenticity,
responsiveness, and usefulness, a qualitative design allows for contextualized and nuanced
analysis.

A case study methodology was selected because it facilitates detailed examination
of contemporary phenomena within real-life settings, especially when boundaries between

the phenomenon and context are not clearly defined (Creswell & Poth, 2018). Social media
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marketing strategies are embedded within broader institutional structures, governance
systems, and resource conditions. Therefore, examining them in isolation from
organizational context would limit analytical depth. The case study approach enables the
researcher to analyze institutional documents, digital platforms, and stakeholder
perspectives within their natural setting, generating a holistic understanding of strategy
formation and implementation.

The study employs a comparative case study design involving two contrasting
institutional types within Kazakhstan’s higher education system: a private university with a
specialized focus on innovation and applied sciences, and a large public university with a
broad disciplinary profile and a long-standing national role in education and research.
Comparative case studies are particularly useful when the aim is to identify both
similarities and differences across cases and to examine how structural conditions
influence organizational behavior (Merriam & Tisdell, 2016). In this study, comparison
enables analysis of how institutional type, funding structures, governance models, and
resource dependencies shape social media marketing practices.

By juxtaposing a tuition-dependent private institution with a state-funded public
university, the design allows for exploration of how institutional pressures (as explained by
Neo-Institutional Theory) and resource dependencies (as explained by Resource
Dependence Theory) influence strategic communication choices. The comparative design
thus strengthens analytical rigor by enabling cross-case synthesis and theory-informed
interpretation rather than single-case description.

Cases/Rationale

The research was conducted at two higher education institutions in Kazakhstan.

The first institution was a private university specializing in technology and innovation. It

was a relatively young institution with a tuition-driven model and a strong focus on
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preparing graduates for careers in IT, engineering, and related applied sciences. The
university was known for its modern infrastructure, international collaborations, and
emphasis on digital skills.

The second institution was a large public university offering a wide range of
academic programs across the humanities, social sciences, natural sciences, and technical
fields. As a state-funded institution, it played a significant role in national higher education
and research and was widely recognized for its academic tradition and broad student
enrollment.

Both institutions maintained official online platforms and communication channels
used to promote their programs and institutional branding to students and the wider public.
To protect confidentiality, the institutions were not identified by name in the research
report. Instead, they were referred to as “Private University” and “Public University.”
Sampling and Participants

This study employed purposive sampling, which was appropriate in qualitative
research when participants were deliberately selected based on their relevance to the
research questions (Creswell & Poth, 2018; Merriam & Tisdell, 2016). Two main groups
of participants were included: university staff and students.

Staff participants were selected based on two criteria: (a) employment in the
Department of Marketing and Public Relations or an equivalent office, and (b) direct
involvement in planning or implementing social media marketing activities at the
institutional level. In total, two staff members were recruited, one from the public
university and one from the private university, depending on their role description,
availability, and willingness to participate.

Student participants were selected based on the following criteria: (a) enrollment in

the first or second year of undergraduate studies at the selected universities, and (b)
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diversity across majors to capture a range of perspectives. In total, nine students were
recruited across the two institutional cases.

At the private university, two participants were enrolled in software engineering,
one in IT management, and one in mathematical and computational sciences. At the public
university, one participant was enrolled in informatics and robotics, two in biology-related
programmes, and two in pedagogy and Russian language and literature. Across the sample,
five students were in their first year and four in their second year of undergraduate study.
The sample included both male and female students, with all public university participants
being female. The majority of participants were from major urban centres, including
Astana and Almaty, and demonstrated active engagement with social media platforms such
as Instagram, TikTok, and Telegram.

Early-year undergraduates were purposively sampled, as prior research indicated
that social media use tended to be higher among undergraduates than among more senior
students (Gonzalez & Deng, 2021). In total, 9 students were recruited across the two cases,
balancing diversity with feasibility for in-depth qualitative analysis.

Data collection tools

Semi-structured interviews were used with both staff members and students to
collect in-depth qualitative data and to allow flexibility in questioning (Merriam & Tisdell,
2016). Open-ended questions enabled participants to share experiences freely while
keeping discussions aligned with the research aims. Interviews lasted no more than one
hour, were audio-recorded with permission, and participants were allowed to skip any
question or withdraw at any time.

Two interview protocols were applied. The full interview protocols are provided in
the Appendix. The staff interview protocol examined how social media marketing

strategies were designed and implemented at the institutional level. Questions addressed
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platform prioritization (e.g., Instagram, TikTok, Telegram, YouTube, and emerging
platforms), content planning processes, approval structures, distribution workflows,
resource allocation, challenges, and approaches to performance evaluation. For example,
participants were asked: “Which social media platforms does your university prioritise,
and what factors influence these choices?” and “How is responsibility for planning,
creating, and approving social media content organised within your institution? ”. Two
staff participants were interviewed: a media manager at the Private University (PrM1) and
a press office representative at the Public University (PuM1). These interviews provided
institutional perspectives on strategy, governance, capacity constraints, and success
indicators.

The student interview protocol explored how students engaged with university
social media, what content formats they perceived as useful or authentic, and how
institutional communication influenced their expectations and decisions. Students were
asked about their most-used platforms, the types of posts they noticed (e.g.,
announcements, achievements, events, opportunities, student stories), their preferences for
video versus static formats, perceptions of tone (formal vs student-centered),
responsiveness of official accounts, and the extent to which social media reflected “real
student life.” For example, students were asked: “What types of posts from your university
catch your attention most?” and “Did social media play a role in your decision to study at
this university? If yes, how? In total, nine students participated (Private University n = 4;
Public University n = 5), enabling comparison of student experiences across the two
institutional cases. The full staff and student interview protocols were provided in the
appendix.

In addition to interviews, selected institutional documents and official university

websites were reviewed as supplementary contextual resources. These materials were not



31

treated as primary data sources but were used to support and contextualize interpretations
derived from interview findings.

The review included publicly available institutional strategy documents (e.g.,
development programs), official university websites. The purpose of this supplementary
review was to understand how universities formally articulated their strategic priorities,
institutional identity, and communication positioning, and to examine whether these
formal narratives aligned with or contrasted participants’ accounts.

The website review focused on general structural features such as program
presentation, visibility of student life, integration with social media platforms, and
accessibility of institutional information. Observations were recorded in the form of
reflective analytical notes rather than formal coding procedures.

This supplementary material supported triangulation by providing contextual
insight into institutional self-representation and communication logic. However, the
primary empirical evidence of the study remained the semi-structured interviews with staff
and students.

All reviewed materials were publicly accessible, and no confidential documents
were collected. Institutional anonymity was preserved throughout the analysis.
Procedure

Participants were recruited after site access had been granted through university
staff acting as gatekeepers, a common approach in qualitative research (Creswell & Poth,
2018). Relevant institutional representatives distributed invitation letters to potential
participants via official university email accounts. The invitation included a brief
description of the study and the researcher’s contact information so that interested

individuals could reach out directly.
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Individuals who expressed interest received an informed consent form outlining the
purpose of the study, the voluntary nature of participation, and their rights as participants.
They were given time to review the information and ask questions before providing written
consent. Signed consent was obtained either electronically (via email) or in person prior to
the commencement of the interview.

Recruitment emphasized that participation was entirely voluntary and unrelated to
academic standing or professional evaluation. No incentives were provided.

Semi-structured interviews were conducted at times and in formats convenient for
participants (either face-to-face or online). Each interview lasted no more than one hour.
With participants’ permission, interviews were audio-recorded; in cases where recording
was not preferred, detailed notes were taken. Participants were reminded that they could
skip any question or withdraw from the study at any time without penalty.

Following the completion of interviews, audio recordings were transcribed, and
transcripts were prepared for thematic analysis. In addition to interviews, publicly
available institutional documents and official university websites were reviewed as
supplementary contextual resources. Where applicable, non-confidential materials
voluntarily shared by staff were also considered. Observations from these materials were
recorded in the form of analytical notes to support interpretation of interview findings.
Data collection was conducted following ethics approval and was completed prior to
analysis. All collected data were securely stored in accordance with institutional ethical
guidelines.

Data Analysis
The data in this study were analyzed using a qualitative thematic analysis approach
aimed at identifying patterns, meanings, and key themes within the interview transcripts.

This method was appropriate for exploring subjective experiences and institutional
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strategies in depth and was particularly well-suited for a comparative case study design
(Braun & Clarke, 2006).

The analysis was conducted in two stages: within-case analysis and cross-case
analysis. First, each institutional case was analysed separately in order to identify its
internal communication logic, dominant social media practices, and key patterns in
participant perceptions. Second, the themes emerging from each case were compared
across the two institutions to identify similarities, differences, and broader institutional
trends.

All interviews were transcribed verbatim to preserve the meaning and context of
participants’ responses. Interviews were conducted in the language preferred by
participants (Kazakh, Russian, or English). Where interviews were conducted in Kazakh or
Russian, they were translated into English for analysis. This process allowed attention to
be paid not only to content, but also to tone, emphasis, and participant meaning-making.

The thematic analysis followed Braun and Clarke’s (2006) framework and
combined deductive and inductive coding. Deductive coding was informed by the research
questions and the theoretical framework, particularly concepts related to institutional
pressures, legitimacy, resource constraints, and strategic communication. Inductive coding
allowed themes to emerge directly from the participants’ accounts and from context-
specific patterns that were not fully anticipated in advance.

The coding process moved from raw interview extracts to initial codes, then to
broader categories, and finally to higher-level themes. For example, in the private
university case, statements such as “Instagram is the main priority platform”(PrM1)
and “I check Instagram more often because visual content is easier” (PrS1) were initially
coded as platform priority, visual accessibility, and student media habits. These were later

grouped into the broader category of platform use, which contributed to the final theme



34

of platform differentiation. Similarly, comments describing Telegram as a space for
“academic and work-related communication” and as a “direct connection with the
university administration” (PrS1; PrS2) were coded as functional

communication, administrative connection, and informational channel, and then grouped
under the category of operational platform role.

A similar process was used for content and communication style. For instance, the
statement “video content receives the highest engagement” (PrtM1) was coded as video
engagement, while student remarks such as video content helping them “better immerse”
themselves in others’ experiences (PrS1) were coded as immersive content and preference
for short-form video. These codes were later grouped into the category of preferred content
formats, which informed the theme of content orientation and format preferences. In the
public university case, extracts such as “most university content is formal and more
informational, rather than entertaining”’ (PuS3) and comments that social media often
functions “more as a report” than as timely communication (PuS1) were coded as formal
communication, retrospective posting, and informational communication style. These
codes were grouped under broader categories related to institutional messaging and later
contributed to the theme of institutional communication logics.

The analysis also included coding for issues of trust and authenticity. For example, the
private university student’s comment that a response felt “very generic” and “template-
based” (PrS1) was coded as impersonal communication and low authenticity. Similarly,
public university students’ remarks about outdated dormitory images and a mismatch
between online representation and actual experience (PuS1; PuS4) were coded
as representation gap, expectation-reality mismatch, and authenticity concern. These codes

were later grouped into the broader theme of trust and expectation gaps.
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During the within-case analysis, each university was examined separately in order to
identify its own internal patterns. In the private university case, codes relating to
innovation, opportunities, partnerships, student visibility, and recruitment cycles were
grouped into categories indicating a more market-oriented and recruitment-driven
communication strategy. In the public university case, codes relating to formal tone,
achievement-focused messaging, event-based planning, and centralised approval structures
were grouped into categories indicating a more institutionally oriented and legitimacy-
driven communication approach. This stage allowed each university’s communication
logic to be understood on its own terms before any direct comparison was made.

After these case-specific patterns had been established, a cross-case analysis was
conducted. At this stage, categories and themes from the two universities were
systematically compared to identify areas of convergence and divergence. For example,
both institutions showed the central importance of Instagram, student preference for short-
form video, and the growing influence of student-generated content. However, the cases
differed in the degree of platform segmentation, tone, responsiveness, and the extent to
which student voices were formally incorporated into institutional communication. This
comparative process formed the basis for answering the second research question and for
developing implications for more effective SMM frameworks in response to the third
research question.

Institutional documents and official university websites contributed to the analysis
as supplementary contextual sources. These materials were not treated as primary data in
the same way as interviews and were not subjected to full thematic coding. Instead, they
were reviewed alongside emerging interview themes to support interpretation and
triangulation. For example, interview data from the private university repeatedly

emphasised innovation, digital transformation, industry partnerships, and future-oriented
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opportunities. These patterns were reinforced by strategy documents and website materials
that positioned the university as an Al-oriented and technologically advanced institution.
Likewise, interview data from the public university highlighted formal, achievement-
oriented, and mission-driven communication, which was consistent with strategy
documents and website sections emphasising academic credibility, public mission,
institutional history, and official events. In this way, documents and website materials
helped confirm and contextualise interview-based findings rather than generate themes
independently.
The final themes that emerged from the analysis included platform

differentiation, content orientation and format preferences, language and
accessibility, student-generated content, institutional communication logics, strategic goals
of social media presence, trust and expectation gaps, and implications for more effective
SMM frameworks. Together, these themes provided the basis for answering the research
questions and for interpreting how institutional type shapes social media marketing
practices in Kazakhstani higher education.
Ethical considerations

Ethical principles of informed consent, confidentiality, voluntary participation, and
data protection guided all stages of the research process (Creswell & Poth, 2018; Merriam
& Tisdell, 2016). Although complete anonymity cannot be fully guaranteed in qualitative
case studies, every effort was made to protect participants’ identities and minimize
potential risks. Data collection was started after ethical clearance from the Ethics
Committee of the Graduate School of Education.

No personal identifiers, such as names, email addresses, or job titles, appeared in
transcripts, analytical notes, or the final thesis. Each participant was assigned a pseudonym

(e.g., PrS1- PrS4, PuS1- PuS5, PrM1, PuM1), and the institutions were described only in
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general terms (e.g., “Private University” and “Public University”’). Any potentially
identifying details in quotations were paraphrased where necessary to prevent recognition
of individuals or institutions, consistent with qualitative research ethics guidelines
(Merriam & Tisdell, 2016).

All research data were managed in accordance with Nazarbayev University’s
ethical and data-protection policies. Audio recordings were stored on a password-protected
device accessible only to the researcher and were deleted after transcription verification.
Transcripts, coding files, and analytical notes were stored in encrypted, password-
protected digital folders. The key linking participant identities to pseudonyms was stored
separately from the research data. Signed consent forms were stored securely and
separately from digital materials. In line with institutional policy, research materials were
retained securely for the required retention period and were scheduled for permanent
deletion thereafter.

The study involved minimal risk; however, it was acknowledged that some
participants might have felt uncomfortable sharing critical opinions. Staff participants
might have been concerned that institutional critiques could be traced back to them, while
student participants might have feared potential implications for their academic standing.
These risks were mitigated through strict confidentiality procedures, anonymization,
voluntary participation, and clear communication that participation had no academic or
professional consequences. Participants were informed of their right to withdraw at any
stage without penalty, consistent with ethical standards in qualitative inquiry (Creswell &
Poth, 2018).

Although no direct material benefits were provided, participants were given the
opportunity to reflect on their experiences with institutional social media practices. At a

broader level, the study contributed to the limited scholarship on higher education
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marketing in Kazakhstan by offering comparative insights into public and private
institutional communication strategies. The findings aimed to inform more ethical,
transparent, and student-centered social media marketing practices in higher education
contexts.

Positionality

As a second-year master’s student and an assistant to a senior marketing manager
at a university in Kazakhstan, I brought both academic and professional perspectives to
this research. My experience in supporting institutional marketing campaigns, including
content planning, audience targeting, and platform management, provided practical insight
into how social media strategies were developed and implemented within higher education
contexts. This background enhanced my ability to understand institutional communication
processes and interpret social media marketing (SMM) practices in a nuanced manner.

At the same time, qualitative research acknowledges that the researcher is not a
neutral instrument of data collection, but an active participant in meaning-making
(Creswell & Poth, 2018; Merriam & Tisdell, 2016). I therefore recognized that my
professional proximity to university marketing practices could introduce potential bias.
Having previously worked within a marketing team, I might have been inclined to
sympathize with institutional constraints, resource limitations, or internal communication
logics. To mitigate this risk, I adopted a reflexive stance throughout the research process,
as recommended in qualitative inquiry (Creswell & Poth, 2018). This included maintaining
reflective notes, critically examining my assumptions, and consciously prioritizing
participants’ perspectives over my own interpretations during analysis.

My generational position as a member of Generation Z also shaped my
understanding of digital culture and social media engagement. As both a researcher and a

digital native, I was familiar with the communicative norms, platform dynamics, and
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content formats that resonate with student audiences. While this familiarity facilitated
interpretation of student accounts, I remained attentive to the possibility of over-
identification with student perspectives. Reflexive practices were therefore used to ensure
analytical balance.

Importantly, I had no formal affiliation with either of the selected case institutions
at the time of the study. This supported a degree of analytical distance and reduced
potential conflicts of interest. The purpose of the research was not to evaluate or endorse
specific institutions, but to examine how public and private universities navigated the
structural, institutional, and resource-related conditions shaping their social media
marketing strategies.

In sum, my dual perspective functioned both as an analytical resource and as an
ethical responsibility. Consistent with qualitative research principles, reflexivity was
treated as an ongoing process aimed at ensuring transparency, credibility, and interpretive
rigor (Merriam & Tisdell, 2016).

Summary

This chapter described the study’s qualitative comparative case study design
exploring social media marketing (SMM) in one public and one private Kazakhstani
university. Using purposive sampling, participants include 2 marketing staff and 9
students. Data was gathered through semi-structured interviews and document analysis,
then examined using thematic analysis (Braun & Clarke, 2006) combining deductive and
inductive coding. Ethical standards ensured voluntary participation, anonymity, and
secured data handling in line with NU policy. The researcher’s dual role as student and
marketing assistant was acknowledged to maintain reflexivity and minimize bias.

Overall, this methodology enables a rich, ethical, and context-sensitive comparison

of how public and private universities implement SMM strategies in Kazakhstan. The next



chapter presents the findings of the study, based on the analysis of interview data and

supported by institutional documents.

40



41

Chapter 4: Findings
Introduction to findings

This chapter reports findings from interviews conducted in two institutional cases:
a private university and a public university in Kazakhstan. It addresses the three research
questions guiding the study: (1) what social media marketing strategies are used by public
and private universities in Kazakhstan, (2) how these strategies differ and overlap across
institutional types, and (3) how insights from this comparison can inform more effective
social media marketing frameworks for higher education institutions in Kazakhstan.
Participants included private university students (n = 4; PrS1- PrS4), public university
students (n = 5; PuS1- PuS5), a private university media manager (PrM1), and a public
university press office representative (PuM1). The student participants represented 1-2
academic years and study programs within their institutions and reflected diverse patterns
of social media use and engagement with university communication.

The two institutional cases represent different organizational contexts within
Kazakhstani higher education: a private technology-oriented university and a public
pedagogical university. Both institutions maintain active social media presence across
multiple platforms but operate under different strategic priorities, resource structures, and
communication traditions.

University A is a medium-to-large public university with an estimated student
population of fewer than 10000 students. It offers a wide range of undergraduate and
postgraduate programs, primarily in education, humanities, and social sciences. Instruction
is mainly delivered in Kazakh and Russian, with limited use of English in selected
programs. The institution primarily serves domestic students and is oriented toward
preparing professionals for the education sector and public service. As a publicly funded

university, its activities are shaped by national education policies, formal administrative
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structures, and institutional regulations. Its communication and positioning emphasize
academic credibility, social responsibility, and professional training.

University B is a relatively young private university with a smaller student
population, estimated at approximately 5,000 students. It focuses on a more specialized set
of programs, particularly in technology, digital innovation, and applied fields. Instruction
is primarily delivered in English, with additional use of Russian and Kazakh in selected
contexts. The university primarily targets students seeking career-oriented education and
opportunities in rapidly developing sectors. As a private institution, it operates in a
competitive environment and places strong emphasis on innovation, industry collaboration,
and digital transformation. Its communication strategies are more flexible and market-
oriented, supporting student recruitment and institutional visibility.

In addition to interviews, the analysis incorporates institutional documents and
publicly available materials, including university development strategies and official
website content. These documents were used to contextualize interview findings and to
identify how institutional priorities and communication strategies are formally articulated.

The university development programs outline key priorities related to academic
development, research capacity, and international collaboration, while also identifying
institutional strengths and challenges. Such documents provide insight into how university
leadership frames institutional identity and strategic positioning, which helps interpret the
communication patterns observed in social media content.
What are the social media marketing strategies of public and private universities?
The case of Private University
Organizational Structure and Resource

The findings indicate that the private university’s SMM activities are supported by

a small but specialized internal media team. According to the media manager, the team
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responsible for social media production includes “an SMM specialist, a videographer, a
designer, and occasionally interns” (PrM1). The media manager coordinates this team and
oversees content creation across several platforms, while also handling external
communications with mass media and internal administrative documentation.

Content ideas are developed collaboratively within the team, yet “final approval is
given by my administrative supervisor,” (PtM1), indicating a hierarchical decision-making
process. Although the team maintains “a broader media plan covering six months to a year
for major projects,” the participant explained that there is “no strict short-term content
calendar,” because many posts are requested urgently by different departments (PrM1). As
a result, content production often adapts to immediate institutional needs rather than
strictly following a pre-planned schedule.

In terms of resources, the university allocates financial support for media activities, as
“there are budgeted resources for media work and cooperation with external media,”
(PrM1). However, the participant noted that budgets are planned “a year in advance,”
which can limit flexibility when unexpected communication needs arise. In addition,
professional development opportunities for marketing staff remain limited, although they
may be available upon request (PrM1). The media manager also identified organizational
challenges, particularly bureaucracy and frequent content requests from different
departments, which reduce time for creative planning.

Platform Strategy

Interview data suggest that the private university employs a multi-platform strategy
in which platforms serve different institutional purposes and audiences. Instagram was
consistently positioned as the primary platform. The media manager explained that
“Instagram is the main priority platform,” largely because it aligns with the everyday

media habits of “students and prospective applicants,” and offers diverse content options
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(PrM1). Instagram was framed as the platform for easier consumption of visual content;
one student explicitly noted, “/ check Instagram more often because visual content is
easier,” (PrS1, PrS3). One student noted that “university posts appear a lot in the feed”,
which still allows the institution to remain visible in students’ everyday scrolling routines
(PrS2).

For most students (n = 3) Telegram emerged as a parallel channel with a more
functional, informational role (PrS1, PrS2, PrS3). Students described Telegram as the main
space for “academic and work-related communication,” where university-related chats and
updates are centralized (PrS1). One participant emphasized that Telegram creates “a direct
connection with the university administration,” including mentors and group leaders,
framing it as a communication infrastructure rather than a marketing-only channel (PrS2).
This suggests that Telegram functions as an operational channel supporting internal
communication and timely updates.

Beyond Instagram and Telegram, the university maintains a presence on TikTok
and YouTube, each linked to specific strategic functions. According to PrM1, TikTok is
used more for “entertainment-oriented content,” while YouTube supports “longer, more
informative videos,” and is used actively for interviews and academic-oriented materials
(PrM1). The inclusion of multiple platforms indicates an attempt at cross-platform
integration, with Instagram central and other platforms supporting recruitment,
engagement, and information distribution in complementary ways.

The document analysis also confirms the university’s broader orientation toward
digital communication and technological infrastructure. The development strategy
highlights the implementation of a “Digital University ecosystem integrating educational,
administrative, and service processes” and outlines a transition toward a “smart university

model supported by a unified digital ecosystem” (University Strategy of Development,
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2026 — 2030, p.10). Such strategic emphasis on digital transformation helps explain the
university’s strong presence across multiple digital platforms and its investment in online
communication channels.

Content Formats

Across interviews, video formats were repeatedly linked to stronger performance
and higher student interest, implying that the university’s strategy prioritizes short-form
audiovisual communication. The media manager stated directly that “video content
receives the highest engagement”. Students echoed this preference, noting that video helps
them understand experiences more vividly and quickly. For instance, PrS1 explained that
video content “helps me better immerse myself in someone’s experience,” particularly
when the content reflects student life and personal journeys.

At the same time, students described the continued importance of structured
informational formats within Instagram. Carousels were valued for clarity and narrative
sequencing, with PrS1 highlighting a preference for “Instagram carousels with short text,”
because they create “a storytelling effect.”” The data also suggest that text design and post
covers play a gatekeeping role in whether students open and later retrieve information:
PrS2 emphasized that when “the cover has no title,” posts become difficult both to notice
and to find later. In this sense, even within an overall shift to video-first engagement, static
design decisions shape accessibility and visibility.

User-generated and student-produced materials were also present in the private
university’s format ecosystem. PrM1 described active collaboration with students and
noted that the team reposts content when students tag the university. In addition, the
university occasionally works with “bloggers or influencers for specific events,” although

this appears to be a supplementary rather than central content practice (PrM1).
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Communication Style and Tone

Findings indicate that the private university balances institutional formality with
attempts to adopt a more student-centered tone, particularly during key recruitment
periods. The media manager reported experimenting with new channels and informal
engagement techniques, including posting humorous prompts on Threads and using memes
connected to the application process to provoke interaction (PrM1). This points to an
intentional shift toward conversational strategies and platform-native informality, at least
in selected contexts.

However, student accounts also revealed concerns about tone authenticity and
responsiveness, especially in situations involving critique. PrS1 described messaging the
university with negative feedback and receiving a reply that felt “very generic,” and
“template-based,” “almost as if it was Al-generated,” which created a negative impression
and suggested emotional distance in institutional voice during conflict (PrS1). Students
also noted variation in response styles: positive reactions were described as quicker, while
responses to negative feedback were perceived as slower and more uniform (PrS1).

Language was discussed as part of communication strategy by at least one
participant, indicating that multilingual posting can shape engagement pathways. One
participant explained their reading habits across languages: “On our university pages
captions are always in English, Russian, and Kazakh and I read all three languages... as
long as it’s informative and meaningful.” (PrS3). Also, PrS2 reported reading Russian first
when content appears in multiple languages, arguing that “for engagement... many people
will read Russian first,” even if the order of languages is influenced by policy expectations

(PrS2).
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Content Themes

Most students (n = 3) emphasized the importance of practical and opportunity-
related information (PrS1, PrS2, PrS4). The private university’s content themes, as
described by participants, clustered around opportunities, partnerships, institutional
development, and student experiences. Students frequently mentioned content connected to
academic mobility, conferences, competitions, and exchange programs. PrS1 recalled a
post about an academic mobility competition because “all the requirements were clearly
explained,” (PrS1). Similarly, PrS2 stated that posts about opportunities are especially
important because “you don’t want to miss those opportunities,” framing the account as a
channel for academic and career advancement signals.

Partnership narratives and institutional prestige messaging were also salient. PrS3
reported strong interest in posts about memorandums with “big projects and companies,”
viewing them as evidence of future “perspectives,” and benefits for students (PrS3). PrS2
similarly described being drawn to posts about well-known global programs (e.g.,
internationally recognized collaborations), because such announcements felt like “new
information,” and strengthened the university’s credibility (PrS2). At the same time,
student-centered storytelling emerged as a desired and partially implemented theme: PrS1
highlighted enjoyment of posts where students share experiences, especially international
students speaking about campus and professors (PrS1).

According to the university development strategy, the institution explicitly
positions itself as a technology-driven educational hub. The strategy states that the
university “positions itself as a source of future IT education, IT innovations, and the IT
industry” (University Strategy, 2026 — 2030, p.11). Furthermore, the document emphasizes
the university’s ambition to become “an international center of competencies setting

standards in education, science, and innovation by 2030 (University Strategy, 2026 —
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2030, p.15). These strategic priorities reinforce the strong emphasis on innovation,
partnerships, and career opportunities that students described in their accounts of social
media content. The strategy also emphasizes the development of advanced technological
competencies. It identifies as a priority the transformation of the university into “a leading
center in the field of artificial intelligence,” with Al integrated into both educational and
administrative processes (University Strategy, 2026 — 2030, p.15).

A similar emphasis is visible on the university’s official website, where the
homepage presents the institution as an “Al-oriented University 5.0 and highlights
innovation infrastructure, industry collaborations, and student research initiatives. These
elements reinforce the opportunity-oriented messaging identified in participants’
descriptions of social media content (University Website).

Engagement

Engagement strategies in the private university case include both interactive
content design and relationship-based visibility practices. The media manager described
intentional efforts to “comment under posts to remain visible to students” and to repost
student-generated content when tagged (PrM1). Such actions reflect a community-building
approach in which the university is not only broadcasting but also maintaining presence
within student networks.

From the student side, interaction is often passive through likes, while shares
happen mainly when the student is personally featured (PrS1). However, there is evidence
that interpersonal ties increase engagement: PrS2 noted that seeing “familiar faces”
motivates likes and comments (PrS2). This indicates that engagement is also relational and
identity-based.

Students also described engagement as connected to information clarity and

navigability. When information is difficult to retrieve later (e.g., needing to scroll through
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many posts), the platform becomes less effective as a service tool (PrS1). This suggests
that engagement strategy includes not only interaction (likes/comments), but also how the
account is structured to support repeated use and trust.

The development strategy similarly highlights high levels of student involvement
in institutional activities. For example, the document notes that the university organizes
“more than 100 student events annually” and that thousands of students participate in
student development initiatives and leadership structures (University Strategy, 2026 —
2030, p.12).

Website materials similarly emphasize student participation within the institutional
ecosystem. The student government section presents students as active contributors to
university development and innovation, listing leadership structures, committees, and
election outcomes. This representation supports the participatory communication logic
described by interview participants and legitimizes the use of student-generated content
within social media communication (University Website).

Visual Branding

Visual branding appears to be treated as a strategic asset in the private university
case. PrS1 described the university’s visual style as “consistent and well-designed,”
suggesting that the institution invests in maintaining a coherent visual identity across posts
(PrS1). Several participants emphasized that visual presentation influences both
comprehension and credibility. For example, PrS2 highlighted the importance of clear post
covers and structured design elements. She criticized posts where “the cover has no title
and it’s just a random photo,” explaining that such visuals make it difficult to immediately
understand the purpose of the post and later locate the information when needed (PrS2).
This indicates that visual design functions not only as branding but also as an information-

navigation tool for students.
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Posting Frequency

The findings show that posting patterns and campaign timing are shaped by both
strategic cycles and institutional workflow constraints. PrM1 described a seasonal
orientation, noting that during admission periods the main goal becomes recruitment, while
during the academic year the focus shifts toward reputation and engagement maintenance
(PrM1). Student accounts also align with this pattern: PrS2 recalled that during spring
(admission season) there were “many videos and posts,” and described that active social
media at that time made the university “look very attractive for applicants” (PrS2). This
indicates that campaign intensity increases during recruitment months, consistent with
market-facing institutional priorities.

PrS2 explained that when students managed Instagram, “especially summer and
until mid-September,” the content was “very good, informative, sometimes funny,”
whereas later, when “the administration took over,” it became less engaging (PrS2). This
suggests that posting rhythm and quality are influenced not only by campaign timing but
also by internal workflow and content ownership.

The case of Public University
Organizational Structure and Resource Support

Social media communication at the public university is centrally coordinated
through the University Press Office, which oversees institutional messaging and ensures
alignment with broader communication policies. According to the Head of the Press
Office, the role involves “implementing the institution’s information policy and shaping its
public image,” as well as ensuring “consistency, regularity, and stylistic coherence of
content across social media and official platforms,” (PuM1). The planning and approval
process follows a structured institutional framework. Content is published “in accordance

with the university’s event plan,” (PuM1). In addition, creative posts are scheduled around
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“public holidays, special events, and various academic processes such as examination
periods” (PuM1). This suggests that the university’s social media workflow is strongly
connected to the academic calendar and institutional event planning, reflecting a
coordinated and policy-driven communication approach.

In terms of resources, the university possesses basic technical infrastructure for
content production. The press office reported that “the university is equipped with photo
and video equipment necessary for conducting social media marketing activities,” (PuM1I).
However, human resources remain a key limitation. The main operational challenge
identified by the participant is “a shortage of qualified specialists,” which may affect the
scope and speed of content production (PuM1). Despite this constraint, the press office
continues to maintain regular communication output across platforms
Platform Strategy

Findings indicate that the public university follows a centralized multi-platform
strategy with Instagram positioned as the primary public-facing channel. The Head of the
Press Office (PuM1) identified Instagram, TikTok, and Telegram as priority platforms,
explaining that Instagram and TikTok are selected due to their “/arge and active
audiences,” and algorithmic reach, while Telegram is used for publishing news and
maintaining interaction.

Students confirmed Instagram’s centrality. PuS1 described Instagram as the
platform she checks “very often” because information appears quickly and visually. PuS2
similarly noted that most official announcements are posted on the primary Instagram
page. However, students also follow additional accounts such as youth organizations and
student clubs, suggesting that the university ecosystem includes both official and semi-

autonomous pages (PuS1, PuS3).
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TikTok emerged as particularly influential in recruitment contexts. PuS1 and PuS5
reported encountering student-generated TikTok videos before enrolling, which
significantly shaped their perception of the university. PuS1 stated that student-made
TikToks about scholarships and dorm life “changed my mind,” about where to apply. This
suggests that while Instagram remains institutionally central, TikTok functions as an
influential perception-building platform, particularly among applicants.

Telegram appears to play a secondary but structured role. Students are subscribed
to faculty-specific or departmental Telegram channels (PuS3), using them primarily for
academic updates rather than marketing exposure.

Content Formats

The public university’s content formats are largely characterized by a combination
of static informational posts and short-form video content. According to PuM1,
institutional news, achievements, and event announcements constitute the core of
published materials. Creative content is added “regularly” to maintain interest, but the
foundational format remains news-oriented. Students consistently emphasized a preference
for short videos, particularly Reels and TikTok-style content. PuS1 described reels as
“more dynamic and emotional,” enabling her to understand events she could not attend.
PuS2 and PuS3 also highlighted the importance of short, visually engaging videos over
long-form recordings, noting that lengthy videos or text-heavy posts reduce attention.
Despite the increasing importance of video, students observed that much official content
remains formal and static. PuS3 stated that most university content is “formal and more
informational, rather than entertaining,” particularly on the official account. This
challenge is also acknowledged in the university’s development program. The SWOT
analysis notes that the institution’s “educational programs do not sufficiently respond to

the interests of Generation Z and Alpha” (Development Program, 2023-2029, p.14).
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Although this statement refers primarily to academic programs, it also helps explain
students’ perceptions that the university’s social media communication sometimes appears
overly formal and insufficiently adapted to the expectations of younger digital audiences.

Several students (n = 2) argued that content often becomes retrospective rather than
timely. One student articulated this concern in detail: “Announcements about events are
often published after the events have already taken place... As a result, social media
sometimes functions more as a report rather than as a tool for timely communication. The
tone feels impersonal and formal, and the content mainly consists of text and images,”
(PuS1)

Student-generated content emerged as a powerful complementary format. PuS1
and PuS4 explicitly noted that unofficial or student-run pages feel more engaging and
authentic than the main institutional account. In some cases, students reported trusting
student-created content more than official publications (PuS4).

Communication Style and Tone

The communication style of the public university is predominantly formal,
structured, and institutional. PuM1 emphasized ensuring “consistency, regularity, and
stylistic coherence,” across platforms, reflecting a controlled and policy-aligned tone.
Students frequently described official posts as “formal” (PuS1, PuS3, PuS4), particularly
in comparison to student-led content.

Language use is a defining feature of communication style. PuS2 explicitly stated,
“Language is very important for me, I prefer posts in Kazakh,” indicating that language
choice affects engagement. PuS3 observed that most content is published in Kazakh, with
occasional Russian posts, positioning Kazakh as the dominant communicative medium. At

the strategic level, PuM1 recommended “maintaining the purity of the Kazakh language,”
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as part of strengthening institutional presence, reinforcing language as both communicative
and symbolic.

PuST1 described official responses as “polite and professional,” yet also
characterized posts as impersonal. Some students expressed a desire for more humor and
informal tone, suggesting that stylistic rigidity may limit relational closeness.

The values-oriented character of the university’s communication is also reflected in
official strategic documents. The development program describes the institution as “an
intellectual platform that develops leaders capable of managing change in a rapidly
changing world” and defines its mission as “the formation of leaders who are able to
create, develop, and disseminate advanced knowledge and values in the field of education
for the benefit of the country and the world” (Development Program, 2023-2029, p.17).
Content Themes and Messaging

The dominant content themes at the public university center on institutional
achievements, academic events, official meetings, and historical milestones. Students
confirmed that posts often focus on conferences, meetings with public figures, academic
competitions, and achievements (PuS3, PuS5). International partnerships and guest
lecturers were also frequently mentioned as attractive themes (PuS2, PuS5). Such content
reinforces academic credibility and institutional prestige. However, several students
indicated that everyday student life is underrepresented. PuS1 argued that social media
functions more as “a report,” after events rather than as a real-time communication tool.
PuS4 and PuS3 noted that stress, dormitory realities, and less glamorous aspects of student
life are rarely shown, creating a “filtered version of reality”. Thus, messaging prioritizes
institutional success and formal activity coverage, with comparatively less emphasis on

informal, everyday experiences.
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The document also highlights the goal of “developing a sustainable research
environment for high-quality research conducted by faculty and students,” as well as
increasing the university’s participation in international research collaborations and
academic partnerships (Development Program, 20232029, p.17). In addition, the program
identifies “integration of the university into the global educational space” and the
expansion of international cooperation as strategic priorities. These institutional objectives
are further reflected in the university’s ambition “fo increase representation in
international rankings and international accreditation of educational programs”
(Development Program, 20232029, p.17), which aligns with the strong presence of
conferences, official meetings, and institutional achievements in social media posts.

Similar patterns appear on the university’s official website, where large sections
are devoted to institutional history, governance structures, academic councils, accreditation
materials, and official events. News sections frequently highlight conferences, academic
competitions, and meetings with public figures, reinforcing the achievement-oriented and
institutional messaging described by interview participants (University Website).
Engagement Strategy

Engagement in the public university case is structured but moderately interactive.
PuM1 reported measuring engagement through reach, views, subscriber growth, likes,
comments, and shares. However, no specialized analytics tools are used. Students
described frequent liking, reposting, and emoji reactions, particularly when supporting
friends (PuS2, PuS4). PuS1 reported actively commenting and reposting because she feels
“proud,” and wants others to see her university. This indicates that emotional affiliation
contributes to engagement behaviors. Response practices were generally described as
polite and formal. PuS1 and PuS3 reported receiving clear, professional answers, although

response speed was characterized as average. PuS4 mentioned at least one instance of no
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response, requiring in-person clarification. Thus, while responsiveness exists, consistency
may vary.

The university assesses effectiveness of posts through “audience reach, number of
content views, subscriber growth dynamics, and audience engagement such as likes,
comments, and shares,” (PuM1). However, the media manager noted that the team does
“not currently use specialized social media analytics tools to evaluate performance,”
(PuM1).

The website’s digital interaction tools also reflect a structured communication
logic. Although the site includes a chatbot and links to social media platforms, these
functions primarily operate as contact or information channels rather than interactive
engagement spaces. This design supports the interview findings that digital communication
remains institutionally managed and moderately interactive (University Website).

Visual Branding Strategy

Visual branding in the public case is marked by consistency and recognizable
identity. PuS3 described a “specific color scheme and cover design,” that distinguishes the
university from others. Visual branding in the public case is marked by consistency and
recognizable identity. PuS3 described a “specific color scheme and cover design,” that
distinguishes the university from others. PuM1 also emphasized the importance of
maintaining “consistency, regularity, and stylistic coherence of content across social
media and official platforms,” indicating that visual presentation is aligned with broader
institutional communication goals (PuM1). Students acknowledged the presence of
professional production during major events; as PuS5 explained, “professional
photographers and videographers are usually involved only during large-scale events,”

whereas everyday content is often recorded using smartphones (PuS5).
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Transparency in visual representation also emerged as an important issue. PuS1
described a mismatch between the images presented online and her actual experience after
enrollment. She explained that “al/most all photos represent only the main campus,” which
led her to assume she would study there, while in reality she was assigned to a different
campus. A similar concern was raised regarding dormitory representation: although
dormitory photos were available online, “they were outdated and did not reflect the actual
conditions,” which created a discrepancy between expectations and reality (PuS1).

These concerns are also echoed in the development program, which identifies
“insufficient equipment of modern laboratories, sports facilities, and coworking zones for
students” and “overcrowding of the university, shortage of classroom space, and shortage
of dormitory places” as institutional weaknesses (Development Program, 2023-2029,
p.14).

Posting Frequency and Campaign Timing

Students generally described the public university as active on social media. PuS2
noted that the university “posts very often and stays active,” which increases trust and
makes the institution appear more reliable. At the same time, perceptions of posting
intensity varied. PuS4 suggested that excessive posting can feel overwhelming, explaining
that “when the university posts too frequently, it feels overwhelming,” and that fewer but
higher-quality posts may be more effective.

Content timing also appears closely tied to institutional schedules and official
communication practices. According to PuM1, content is published “in accordance with
the university’s event plan,” while communication often reflects key announcements and
directives from the Ministry of Science and Higher Education (PuM1).

Recruitment timing also plays an important role in social media visibility. Several

students described encountering university content during the application period. For
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example, PuS1 explained that she began seeing many student-generated TikTok videos
about scholarships and campus life before applying, which “increased my interest in
applying to this university.” Similarly, PuS5 reported first discovering the university
through TikTok while searching for higher education options and later following its
Instagram account before deciding to enroll. These accounts suggest that social media
activity during recruitment periods plays a significant role in shaping prospective students’
perceptions and enrollment decisions.
How do social media marketing strategies differ and are similar at public and private
universities? (RQ2)
Strategic Orientation and content

Both universities treat social media as an important channel for institutional
visibility and communication with prospective and current students. In both cases, social
media platforms contribute to shaping the public image of the institution and providing
information about academic opportunities, events, and student activities. Media manager
of public university commented, “building and strengthening the university’s public
image, ensuring transparency, broadly covering activities related to teacher education is
our objective,” (PuM1). Students from both universities also indicated that online content
plays a role in forming first impressions about a university, particularly during the period
when applicants are exploring higher education options (PrS1, PrS2, PuS1, PuS5). One
student reported, “Social media felt like the ‘face’ of the university,” (PuS2). This can be
reinforced by PrS3’s comment, “Social media created the image of the university,”(PrS3).

Despite these similarities, the underlying strategic orientation differs. The private
university approaches social media more directly as a recruitment and competitiveness
tool, emphasizing opportunities, industry partnerships, innovation, and career development

(PrS2, PrS3, PrS4). This orientation also reflects broader institutional priorities articulated
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in the university’s development strategy, which highlights technological innovation, digital
transformation, and industry collaboration as core strategic directions (University Strategy
of Development, 2026 - 2030). Social media communication in this case is therefore
closely aligned with attracting prospective students and highlighting the institution’s
technological and professional advantages.

The public university, by contrast, uses social media primarily as a channel for
institutional communication and representation. Its content is more closely linked to
official information flows, academic events, and institutional achievements, reflecting a
stronger focus on maintaining institutional credibility and public legitimacy rather than
explicitly promoting competitiveness in the higher education market (PuS3, PuS5). This
orientation corresponds with the university’s development program, which emphasizes
academic leadership, research development, and the dissemination of educational values
(Development Program, 2023 - 2029).

Organizational Structure

In both universities, social media communication is formally integrated into
institutional structures rather than managed informally. Dedicated personnel or units are
responsible for coordinating content production, managing institutional accounts, and
ensuring that communication aligns with broader university priorities (PrM1, PuM1). In
both cases, decision-making processes also involve hierarchical approval structures that
regulate what type of content can be published.

However, the organizational arrangements differ. The private university relies on a
small, specialized media team with clearly defined creative roles, which allows greater
flexibility in content production and platform experimentation (PrM1). The structure
supports faster adaptation to social media trends and enables the team to experiment with

different formats and communication styles.
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In contrast, the public university manages social media through a centralized press
office that prioritizes consistency and alignment with institutional communication policy
(PuM1). This structure results in more standardized communication practices and a
stronger emphasis on institutional messaging, which corresponds with the broader
communication logic reflected in the university’s strategic documents emphasizing
institutional identity and public representation (Development Program, 2023 - 2029).
Platform Strategy

Both institutions maintain a presence across multiple social media platforms and
recognize the importance of reaching audiences through different digital channels.
Instagram functions as the central platform in both cases, serving as the primary space for
publishing university-related content and maintaining regular contact with students and
applicants (PrS1, PrS3, PuS1, PuS2). As one student responded, “I mostly use Instagram.
1t is the only platform I regularly use to follow university-related content,” (PuS5). Other
platforms, such as TikTok and Telegram, complement Instagram by supporting additional
forms of communication.

Nevertheless, the way platforms are used differs between the two universities. In
the private university case, different platforms tend to serve clearly differentiated
functions. Instagram focuses on visual storytelling and engagement, TikTok emphasizes
short-form entertainment and recruitment-oriented content, YouTube provides longer
informational videos, and Telegram supports operational communication with students
(PrS1, PrS2, PrS3). This diversified ecosystem also reflects the university’s broader
emphasis on digital transformation and technological infrastructure articulated in its
development strategy (University Strategy of Development, 2026 - 2030).

In the public university case, platform functions are less clearly segmented.

Instagram remains the main channel for institutional communication. (PuS3, PuS5).
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TikTok contributes to visibility and recruitment, but its influence is often linked to student-
generated rather than officially produced content (PuS1, PuS4). As a result, the private
university demonstrates a more segmented and strategically differentiated platform
ecosystem, whereas the public university relies on a more centralized and informational
digital presence.

Content Formats

Students from both universities demonstrate similar preferences regarding content
formats. Short-form video content, especially reels and TikTok-style videos, is perceived
as more engaging and accessible than long textual posts or static announcements (PrS1,
PrS3, PuS1, PuS2, PuS5). PuS4 directly shared that but “After seeing many TikToks about
my current university, along with positive reviews, I decided to apply here,” (PuS4). Visual
design, clarity of presentation, and concise information are important factors influencing
whether students notice and interact with content.

The institutions differ, however, in how strongly these preferences are reflected in
their communication practices. The private university integrates short-form video and
visually dynamic formats more extensively into its content strategy, using them to
highlight student experiences, institutional partnerships, and opportunities for professional
development (PrS1, PrS2, PrS3). The public university continues to rely more heavily on
informational posts and formal announcements related to academic events, conferences,
and official meetings (PuS3, PuS5). Although visual content is present in both cases, the
private university appears more responsive to contemporary digital media consumption
patterns, while the public university maintains a more traditional information-oriented

communication style.
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Communication Style

Both universities aim to maintain a professional tone in their social media
communication, reflecting the formal character of higher education institutions. Content in
both cases also attempts to balance informational value with engagement, particularly
when addressing prospective students and the wider public.

At the same time, differences emerge in the degree of informality and audience
orientation. The private university demonstrates a stronger tendency to adopt
conversational and student-oriented communication styles, occasionally incorporating
humor, informal language, and interactive elements in order to increase engagement (PrS1,
PrS2). The public university’s communication style remains more formal and
institutionally framed, emphasizing professionalism and consistency over experimentation
(PuS1, PuS3, PuS4). As a result, the private university’s communication style appears
more aligned with the informal norms of contemporary social media culture, whereas the
public university prioritizes institutional authority and official representation.

Student Participation and User-Generated Content

In both cases, student-generated content plays an important role in the broader
social media environment surrounding the university. Students frequently engage with or
produce their own content related to campus life, events, and personal experiences. Such
content contributes to shaping perceptions of the university, particularly among
prospective applicants (PrS1, PrS2, PuS1, PuS4).

The difference lies in how formally this participation is incorporated into
institutional communication. The private university appears to integrate student
involvement more deliberately into its social media practices, including collaboration with
student pages and reposting user-generated content (PrS2, PrS3). In the public university

case, student-created content tends to exist alongside official accounts rather than being
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systematically incorporated into them (PuS1, PuS4). As a result, student voices contribute
to the communication ecosystem in both contexts, but their integration into official
strategies appears more structured in the private university.

Authenticity

Students from both universities indicated that social media representations of
campus life often emphasize positive experiences, achievements, and active student
communities (PrS1, PrS2, PuS1, PuS4). For example, PrS4 mentioned that “Social media
mostly shows successful side of the university,” (PrS4). This selective representation is
common in institutional communication and reflects the desire to present the university in
a favorable light.

Nevertheless, students from both institutions also identified discrepancies between
online representations and their everyday experiences (PrS2, PuS1). According to PuS4,
“There were noticeable differences between how the dormitory was shown and the actual
conditions,” (PuS4). In both cases, some aspects of university life are less visible on
official social media channels, including routine academic challenges or infrastructural
limitations. These gaps suggest that maintaining authenticity and transparency remains an
important challenge for institutional social media communication across both sectors.
Overall Comparative Patterns

Overall, the comparison demonstrates that public and private universities in
Kazakhstan share several common characteristics in their social media strategies, including
the use of multiple platforms, the central role of Instagram, and the increasing importance
of visual and video-based communication. Both institutions recognize social media as an
important tool for communicating with students and enhancing institutional visibility.

At the same time, important differences emerge in how social media is integrated

into institutional strategy. The private university demonstrates a more flexible, marketing-
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oriented approach that prioritizes recruitment, innovation-oriented messaging, and
adaptation to digital communication trends. The public university adopts a more
centralized and institutionally oriented approach, emphasizing informational
communication, academic legitimacy, and the representation of institutional achievements.
These differences reflect broader distinctions between market-driven and institutionally
regulated communication logics within higher education systems.
How can the insights from this comparative analysis inform the development of more
effective SMM frameworks for higher education institutions in Kazakhstan? (RQ3)
The comparative analysis of public and private university cases provides several insights
that can inform the development of more effective social media marketing (SMM)
frameworks for higher education institutions in Kazakhstan. These insights highlight
structural, strategic, and communicative factors that influence how universities interact
with digital audiences and shape institutional reputation.
Strategic Alignment Between Communication and Institutional Goals

One key implication concerns the need to align social media strategies more
explicitly with institutional objectives. In the private university case, social media
communication was closely connected to recruitment cycles and institutional
competitiveness, emphasizing opportunities, partnerships, and career pathways (PrM1,
PrS2, PrS3). As one student mentioned, “I want to understand what perspectives we will
have in the future,” (PrS2). This approach allowed social media to function not only as an
informational tool but also as a mechanism for attracting prospective students.

In contrast, the public university’s social media strategy was more strongly
integrated with institutional communication policy and public image management (PuM1).
Media manager of the public university explained that “The university’s social media

platforms primarily publish institutional news, achievements at international and national
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levels, and event announcements” (PuM1). While this approach ensures consistency and
credibility, it may limit the visibility of student-centered content and opportunities that
prospective applicants often seek (PuS1, PuS4). As one participant noted, “/ think the
university should add more creative and student-oriented video content.” (PuS4). And
another participant shared similar response, “When [ see students like me achieving
something, it feels motivating and more relatable,” (PuS1). These differences suggest that
effective SMM frameworks should combine both orientations: maintaining institutional
credibility while also strategically highlighting opportunities and student experiences that
influence recruitment decisions.

Developing Structured but Flexible Communication Teams

Another important insight relates to organizational structures supporting social
media communication. The private university case demonstrated the advantages of a
specialized media team capable of producing diverse content formats and adapting to
digital trends (PrM1). At the same time, internal bureaucratic processes and frequent
requests from different departments sometimes constrained creative planning.

In the public university case, social media management was centralized within a
press office, which ensured consistent messaging but limited flexibility in responding to
emerging digital communication trends (PuM1). As public manager noted, “/ would also
give the marketing team more creative freedom and expand the team by hiring additional
staff,” (PuM1). Both managers of public and private university mentioned the problems
with time for creativity, “Major challenges include bureaucracy, which consumes time and
reduces creative flexibility,” (PtM1, PuM1). These findings suggest that effective SMM
frameworks should balance institutional coordination with creative autonomy. Universities

may benefit from establishing interdisciplinary communication teams that combine
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strategic oversight with specialized roles in content production, digital engagement, and
platform management.
Integrating Multi-Platform Communication Strategies

The findings also indicate that universities should develop more clearly
differentiated platform strategies. Both institutions maintain a presence across multiple
platforms, but their communication ecosystems vary in terms of how clearly different
platforms serve specific functions.

The private university case demonstrates the advantages of assigning distinct roles
to different platforms, such as using Instagram for visual storytelling and engagement,
TikTok for short-form content targeting applicants, and Telegram for operational
communication with students (PrS1, PrS2, PrS3). The public university case shows that
while multi-platform presence exists, platform functions are often less clearly
differentiated and remain focused primarily on information distribution (PuS3, PuS5).

An effective SMM framework should therefore conceptualize social media
platforms as an integrated ecosystem in which different channels serve complementary
communication purposes rather than simply replicating the same content across platforms.
Prioritizing Video-Based and Visually Engaging Content

Across both institutional contexts, students consistently expressed a strong
preference for short-form video content and visually structured posts (PrS1, PrS3, PuSl1,
PuS2). Video formats such as reels and short videos allow universities to communicate
information quickly while also conveying the atmosphere of campus life and student
experiences. According to one student, “When [ see videos of student clubs, happy
students, teamwork - it makes the university feel alive,” (PrS3). And another student

expressed interest in Reels format, “Reels feel more dynamic and emotional,” (PuS2).
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However, the comparative analysis suggests that not all institutions fully adapt
their communication practices to these preferences. While the private university actively
integrates video-based storytelling and visually dynamic content formats (PrS1, PrS2), the
public university continues to rely more heavily on informational posts and static
announcements (PuS3, PuS5). One student directly stated that “there is little entertaining
or trend-based content,” (PuS5).

These findings indicate that effective SMM frameworks should place greater
emphasis on multimedia storytelling, particularly formats that combine concise
information with visual narratives about student life, academic opportunities, and
institutional initiatives.

Encouraging Student Participation in Content Creation

Another key implication concerns the role of students as active contributors to
digital communication. In both cases, student-generated content significantly influenced
how universities were perceived by prospective applicants and current students (PrS2,
PuS1, PuS4). As one participant said, “Personal stories make content stronger,” (PrS4).
Student-created videos and posts often appeared more authentic and relatable than official
institutional communication.

The private university case demonstrates a more systematic integration of student
voices into institutional communication through collaborations and reposting user-
generated content (PrS2, PrS3). One student reported that “Universities should invite
different students to participate in content creation,” (PrS3). In the public university case,
student-created content also plays an influential role, but it often develops independently
through unofficial pages and personal accounts (PuS1, PuS4).

These findings suggest that SMM frameworks should formally incorporate student

participation into communication strategies. Structured student ambassador programs,
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collaborative content production, and partnerships with student organizations may enhance
authenticity and strengthen engagement with younger audiences.
Enhancing Transparency

Finally, the analysis highlights the importance of authenticity and transparency in
institutional communication. Students from both universities noted that social media
content often emphasizes positive aspects of university life while underrepresenting
everyday challenges or practical realities (PrS2, PuS1). PrS2 explained, “Many first-year
students get disappointed because the reality is very different from what they imagined,”
(PrS2). This is reinforced by the PuS1 words, “Greater transparency... would help future
students make more informed decisions when applying,” (PuS1). Although promotional
messaging is common in institutional communication, significant discrepancies between
online representation and real experiences may weaken trust.

Effective SMM frameworks should therefore aim to present a more balanced
portrayal of university life, including academic challenges, learning processes, and diverse
student experiences. Such transparency can strengthen credibility and help prospective
students form more realistic expectations about the university environment.

Toward a Context-Sensitive SMM Framework for Kazakhstani Universities

Overall, the comparative findings suggest that effective SMM frameworks for
higher education institutions in Kazakhstan should integrate several key elements: strategic
alignment with recruitment and institutional goals, flexible organizational structures for
content production, differentiated multi-platform communication ecosystems, strong
emphasis on video-based storytelling, systematic student participation, and greater
transparency in representing university life. By combining these elements, universities can

move beyond purely informational communication toward more dynamic, interactive, and
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audience-centered digital strategies that reflect the expectations of contemporary students

and applicants.

Summary

This chapter presented the key findings from the comparative case study of one
public and one private university in Kazakhstan. The findings show that both institutions
recognize social media as an important tool for visibility, communication, and
engagement, with Instagram, short-form video, and visual content playing central roles in
both cases. However, the private university demonstrates a more flexible, recruitment-
oriented, and market-driven SMM strategy, while the public university follows a more
centralized, formal, and institutionally oriented communication approach.

Overall, the chapter shows that effective SMM frameworks for Kazakhstani higher
education should combine institutional credibility with student-centered storytelling,
platform-specific communication, creative flexibility, student participation, and greater
transparency. These findings provide the basis for the next chapter, which discusses the

results in relation to the theoretical framework and existing literature.
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Chapter 5: Discussion
Introduction

This study examined how public and private universities in Kazakhstan
conceptualize and implement social media marketing (SMM), how their strategies
converge and diverge, and what these patterns reveal about institutional practice. The
findings indicate that SMM is not simply a technical communication function or a
promotional activity. Rather, it operates as a strategically significant institutional practice
through which universities negotiate legitimacy, stakeholder visibility, organizational
identity, and competition. Interpreted through Neo-Institutional Theory (DiMaggio &
Powell, 1983) and Resource Dependence Theory (Pfeffer & Salancik, 1978), the findings
suggest that social media practices are shaped by two simultaneous dynamics. First, both
institutions experience similar field-level pressures that encourage convergence in digital
communication practices. Second, differences in institutional funding structures,
governance arrangements, and strategic priorities produce divergence in how these
practices are interpreted and implemented.

In this sense, the discussion moves beyond describing which platforms universities
use or which content formats students prefer. Instead, it interprets these patterns as
evidence of deeper institutional processes. Neo-Institutional Theory is especially useful for
explaining why organizations within the same field adopt similar practices over time.
DiMaggio and Powell (1983) describe this process as institutional isomorphism, meaning
that organizations become alike because they respond to similar pressures in their
environment. These pressures may be coercive, when they arise from formal regulation
and expectations of accountability; normative, when they emerge from professional
standards and shared ideas of best practice; or mimetic, when organizations imitate models

perceived as successful or legitimate under conditions of uncertainty. Resource
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Dependence Theory complements this perspective by explaining why organizations that
appear similar at the surface level may still behave differently in strategic terms. Because
universities depend on different resources and external actors, they adapt their
communication in ways that support survival, legitimacy, and competitive positioning.
Together, these frameworks make it possible to understand SMM not as a neutral tool, but
as an institutional response to both shared pressures and uneven dependencies.

Strategic Orientation of Social Media Marketing

Prior research suggests that universities increasingly rely on social media to
maintain visibility, engage prospective students, and shape institutional image in
competitive higher education environments (Peruta & Shields, 2017; Pawar, 2024;
Pietrzak et al., 2025). Scholarship also shows that private universities tend to be more
market-responsive and outward-facing, whereas public institutions are shown to emphasize
legitimacy, continuity, and institutional authority (Dattey et al., 2014; Hein, 2025; Othman
& Othman, 2014; Salem, 2020).

The present findings support this broad pattern, but also refine it. Both public and
private universities in this study treated social media as a central communication channel,
which indicates a shared recognition that SMM has become a normalized and expected
part of higher education communication. At the same time, their strategic orientation
differed. The private university emphasized opportunities, innovation, partnerships,
employability, academic mobility, and future career prospects, whereas the public
university emphasized institutional achievements, official events, conferences, guest
lectures, and formal communication aligned with university planning and ministerial
direction.

This pattern can first be interpreted through Neo-Institutional Theory. The shared

adoption of SMM reflects institutional isomorphism, as both universities operate within a
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common higher education field in which active digital presence, visibility, and engagement
are increasingly expected markers of legitimacy (DiMaggio & Powell, 1983). Within this
broader isomorphic process, normative pressures appear especially important, because
social media has become part of the professionalized script of what a contemporary
university is expected to do. Universities are not simply choosing SMM because it is
useful; they are also responding to the expectation that a legitimate institution should be
visible, accessible, and digitally active. There is also a mimetic element, since universities
facing uncertainty about how best to communicate with younger audiences may imitate
practices already associated with successful or modern institutions. In this sense, both
institutions appear similar because they are responding to the same field-level expectations
about what a contemporary university should look like.

However, similarity at the level of adoption does not mean similarity at the level of
purpose. Here Resource Dependence Theory is more useful. This theory begins from the
assumption that organizations depend on external environments for critical resources, such
as students, funding, partnerships, and legitimacy, and therefore adapt strategically to
manage uncertainty and secure those resources. The private university, being more
dependent on student recruitment and competitive differentiation, uses social media to
communicate value and attract applicants. The public university, operating within a more
stable framework of public legitimacy and administrative accountability, uses social media
primarily to reinforce institutional standing and credibility. In this sense, the private
university’s SMM is more recruitment-oriented and future-facing, while the public
university’s SMM is more representational and legitimacy-oriented.

This interpretation is reinforced by Collins et al. (2024), who show that students
evaluate universities not only through academic quality, but also through broader value

cues such as scholarships, career opportunities, safety, and infrastructure. It is also
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supported by Jain et al. (2023), who argue that stakeholders assess universities through
internal cues such as benefits and opportunities, and external cues such as brand image and
digital visibility. Taken together, these studies help explain why the private university’s
communication strategy places such strong emphasis on opportunities and partnerships. In
theoretical terms, these communication choices can be understood as attempts to manage
resource vulnerability by signaling future value to prospective students and other
stakeholders. The public university, in contrast, appears less vulnerable to immediate
recruitment uncertainty and therefore more strongly oriented toward preserving its
legitimacy and institutional authority. Thus, the divergence in strategic orientation reflects
not simply stylistic variation, but different forms of organizational dependence and
different institutional responses to environmental pressure.
Platform Strategy and Communication Logic

Existing literature shows that universities increasingly maintain multi-platform
digital presences in order to remain visible and engage different audiences (Pawar, 2024;
Pietrzak et al., 2025; Valerio-Urena et al., 2020). Instagram, in particular, has become
central to higher education communication because of its visual and interactive
affordances (Peruta & Shields, 2017). Research also suggests that private institutions often
demonstrate greater flexibility and responsiveness in platform use (Nguyen et al., 2021).

The findings of this study align with that literature, but also extend it. Both
institutions maintained a presence across several digital platforms and both prioritized
Instagram, which indicates another area of convergence. This shared reliance on multi-
platform visibility suggests that digital presence itself has become normalized.

Neo-Institutional Theory helps explain this shared pattern through the concept of
institutional isomorphism (DiMaggio & Powell, 1983). Universities are operating in a field

where digital visibility is increasingly taken for granted as part of legitimate institutional
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practice. Within this process, mimetic pressures are especially relevant, because
institutions may imitate highly visible platform strategies already associated with modern,
successful, or student-centered universities. Normative pressures also matter, as
communication professionals increasingly treat multi-platform presence as a standard
practice. To a lesser extent, coercive pressures may also be present where institutions are
expected to demonstrate transparency, public accessibility, and responsiveness through
official channels. In the current higher education environment, absence from major
platforms may signal irrelevance or institutional backwardness. Simply being present
across platforms has become part of what is expected of a legitimate contemporary
university.

Yet the logic of platform use differed. The private university used platforms with
clearer functional segmentation. Instagram served as the main visual engagement platform,
Telegram functioned as an operational and informational communication tool, TikTok was
linked more closely to entertainment and recruitment, and YouTube supported longer and
more formal content. The public university also used multiple platforms, but platform roles
were less differentiated and remained more strongly tied to general information
dissemination and institutional visibility.

This difference is best interpreted through Resource Dependence Theory. A
university that depends more heavily on student attraction and competitive differentiation
has stronger incentives to tailor communication channels to different audiences and
functions (Hein, 2025). In that sense, the private university’s platform strategy reflects a
stronger need to optimize communication in support of recruitment and visibility. By
contrast, the public university’s more centralized approach suggests that platforms are
treated less as differentiated engagement environments and more as extensions of

institutional broadcasting. In RDT terms, the private institution responds to a more
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uncertain and competitive resource environment, which makes strategic segmentation
more necessary.

Supporting literature helps deepen this interpretation. Research on Kazakhstani
universities suggests that many institutions maintain online channels without fully
integrating them into coherent communication ecosystems (Zarubina et al., 2024; Abuova
et al., 2021). Jain et al. (2023) further argue that digitalization increases the complexity of
stakeholder relationships and requires universities to manage multiple relationship
touchpoints. Seen in this light, the private university’s more differentiated platform
ecology may reflect a stronger orientation toward managing varied stakeholder
interactions, while the public university’s model remains closer to a unified institutional
communication system. Thus, platform strategy should be understood not only in terms of
where universities are present, but in terms of how they assign communicative purpose to
each channel and how those choices reflect deeper institutional dependencies.

Content Formats

Previous research consistently shows that younger audiences respond more
positively to concise, visual, emotionally engaging, and narrative-driven communication
(Andoh-Quainoo, 2020; Duisebayeva & Nurtai, 2024; Peruta & Shields, 2017). Studies in
higher education similarly suggest that visual storytelling and student-centered content
often generate stronger engagement than formal or text-heavy administrative posts (Garcia
et al., 2021; Maresova et al., 2020).

The findings of this study strongly support this literature. Students across both
institutions expressed clear preferences for short-form videos, reels, TikTok-style content,
and visually structured posts. This common preference represents another area of
convergence and suggests that student expectations are shaped by broader platform norms

rather than by one institution alone.
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Neo-Institutional Theory helps explain why both universities increasingly
acknowledge such formats (DiMaggio & Powell, 1983). Once short-form video and visual
storytelling become normalized as effective digital communication, universities face
isomorphic pressure to adapt if they wish to remain relevant and credible. Here again,
normative pressures are especially visible, because these formats become embedded in
shared ideas of effective practice. Mimetic pressures may also encourage adaptation, as
universities imitate the communication styles of institutions perceived as successful in
engaging students. In this sense, the legitimacy of communication no longer depends only
on what is said, but also on whether the format itself appears current and recognizable
within dominant platform cultures.

However, the degree of adaptation differed. The private university incorporated
such formats more systematically into its communication strategy, while the public
university continued to rely more heavily on static informational communication. This
divergence is better explained through Resource Dependence Theory. For the private
university, adapting content to audience preferences directly supports student attraction
and competitiveness. For the public university, communication remains more strongly tied
to formal information provision and institutional representation, which reduces the
immediate pressure to fully transform content practices. In other words, the same field-
level expectation produces different strategic responses because the organizational risks of
not adapting are different.

Supporting literature on student behavior strengthens this interpretation. Naheen
and Elsharnouby (2021) argue that student engagement is shaped not only by messages
themselves but by whether communication fosters identification with the institution. Gibbs
et al. similarly show that students highly value relational bonding and being treated as

individuals. These studies help explain why students in the present research responded
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more strongly to content featuring real student experiences, familiar faces, and emotionally
resonant situations. Their preferences were not merely aesthetic; they reflected a desire for
recognition, relational accessibility, and the ability to imagine themselves within the
institution. Thus, content format should be understood not only as a communication choice
but as a mechanism through which universities either facilitate or limit student connection,
identification, and belonging. The theoretical implication is that institutional adaptation to
digital format is not neutral; it shapes the relational quality of communication itself.
Student-Generated Content

Prior research shows that peer communication and user-generated content often
hold greater persuasive power than official institutional messaging, especially in higher
education decision-making (Khan, 2017; Perera et al., 2022; Ruangkanjanases et al.,
2022). Collins et al. (2024) similarly found that word-of-mouth remains one of the most
influential sources of information for students choosing a university.

The present study supports these findings. In both cases, students described peer-
created TikToks, student pages, and informal online narratives as highly influential in
shaping how they viewed the university before and after enrollment. This is an important
point of convergence: both universities operate within a digital environment in which
student voices matter significantly.

Neo-Institutional Theory helps explain this shared condition. In a field where peer
voice has become normalized as a marker of authenticity and relevance, universities
cannot easily ignore student-generated content, even if they do not fully control it. This
reflects another dimension of institutional isomorphism, where the communication field
itself changes and institutions must respond. Student voice has become part of the

environment of legitimate communication, not simply an external or optional addition.
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At the same time, the institutions differed in how they responded to its importance.
The private university incorporated student-generated content more actively into official
communication strategies, while the public university allowed it to coexist alongside
formal institutional communication without fully integrating it. This divergence is best
explained through Resource Dependence Theory. Because student participation and peer
advocacy can strengthen recruitment and visibility, the private institution has stronger
incentive to mobilize these informal communicative resources strategically. The public
university, by contrast, appears less dependent on such peer-based persuasion and
therefore less inclined to systematically integrate it.

Supporting literature helps illuminate the implications of this pattern. Jain et al.
(2023) argue that stakeholder voices can enhance trust, engagement, and value co-creation
when they are integrated meaningfully and ethically. Naheen and Elsharnouby (2021)
further suggest that participation is strengthened when students identify with the
institution. These studies help explain why peer-created content may do more than attract
attention; it can also make the institution appear more socially recognizable, sincere, and
approachable. Still, the key explanation remains institutional. The universities differ in
how they use peer communication not because one simply “understands authenticity
better,” but because they operate under different dependencies, priorities, and strategic
imperatives. Student-generated content should therefore be understood not only as a trend,
but as a resource whose value varies according to institutional position.
Authenticity, Trust, and Institutional Credibility

Previous research shows that university marketing often constructs idealized
representations that do not fully reflect everyday institutional reality (Fritz & Smith, 2024).

Research on brand authenticity in higher education further argues that authenticity depends
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less on polished image construction and more on alignment between institutional promise
and actual experience (Girardin et al., 2023).

The findings of this study support both arguments. Students in both institutions
described discrepancies between what social media portrayed and what they later
encountered in practice, especially regarding facilities, dormitories, and everyday student
life. This indicates another area of convergence: both institutions foreground positive
achievements, active student life, and institutional strengths.

Universities are incentivized to present themselves in ways that align with socially
desirable images of success, activity, and relevance. In other words, idealization is not
simply a communication error; it is structurally encouraged by the institutional field. This
can also be connected to the idea that organizations often conform symbolically to what is
valued in their environment. Positive and aspirational representation becomes part of how
institutions demonstrate that they belong to the category of the active, successful, and
student-oriented university (DiMaggio & Powell, 1983).

However, the stakes of this idealization differ. Resource Dependence Theory helps
explain why the private university may be especially motivated to emphasize attractive and
opportunity-rich representations, since persuasive visibility directly supports recruitment.
Yet when such representations diverge too far from reality, they may undermine trust and
weaken communicative credibility. In RDT terms, efforts to secure resources may also
create reputational risks when projected value is not matched by lived experience.

Supporting literature clarifies why this matters. Girardin et al. (2023) identify the
“service gap” between brand message and actual experience as a major threat to perceived
authenticity. John and De Villiers (2020) argue that trust depends partly on whether
institutions deliver what they implicitly promise. Jain et al. (2023) similarly emphasize that

relationship quality depends on trust, communication, commitment, and service quality.



80

These studies help explain why students reacted critically to representation gaps in the
present research. Still, the explanatory core remains institutional. Universities are not
misrepresenting themselves simply because they misunderstand authenticity; they are
navigating competing pressures to appear attractive, legitimate, and successful within
constrained organizational realities. Authenticity in SMM is therefore not merely a stylistic
issue. It is a structural issue shaped by the relationship between institutional aspiration,
communication pressure, and lived student experience.

Communication Style, Language, and Institutional Positioning

Comparative research suggests that public and private universities often differ in
communication style, with private institutions tending to adopt more flexible and
audience-oriented approaches, while public institutions maintain more formal and
institutionalized forms of communication (Othman & Othman, 2014). Research on
communication also suggests that language choice and localized imagery influence
stakeholder engagement and institutional perception (Sadyk & Islam, 2022).

The findings of this study support these patterns. Both universities retained a
degree of professionalism and coherence, indicating convergence in the expectation that
universities must communicate in credible and institutionally appropriate ways.

Neo-Institutional Theory helps explain this shared emphasis on professionalism. As
higher education organizations, both institutions must preserve legitimacy, seriousness,
and coherence in public communication. This reflects normative expectations within the
field about how universities should sound and present themselves. Even when institutions
experiment with new formats, they remain constrained by the need to communicate as
credible universities.

At the same time, the institutions diverged in tone and linguistic strategy. The

private university was more likely to experiment with humor, student-centered tone, and
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informal engagement strategies, whereas the public university maintained a more formal,
structured, and policy-aligned voice. Resource Dependence Theory helps explain this
difference. Because the private university depends more strongly on student recruitment
and visibility, it has greater incentive to experiment with relatability and audience appeal.
The public university’s legitimacy, by contrast, is tied more closely to authority, public
accountability, and established academic identity (Dattey et al., 2014; Hein, 2025).

Language use further deepens this interpretation. In the public university case,
Kazakh functioned not only as a communication medium but also as a marker of
institutional identity and national orientation. In the private university case, multilingual
communication reflected a more flexible and internationally oriented strategy. These
differences cannot be reduced to simple audience targeting. Rather, they reflect broader
institutional positioning. The public university communicates as a nationally rooted
institution aligned with public educational values, whereas the private university
communicates as a more globally oriented and market-responsive actor.

Supporting literature offers further insight here. Naheen and Elsharnouby (2021)
suggest that communication perceived as sincere is especially influential in strengthening
student identification. This is relevant because tone and language likely shape whether
students see the university as trustworthy, approachable, and aligned with their own
identity. However, the core explanation remains institutional: communication style and
language policy are shaped by different legitimacy obligations and strategic dependencies.
Thus, tone and language are not merely presentation choices; they are part of how
institutions position themselves within Kazakhstan’s social, cultural, and educational

landscape.



82

Summary

Overall, the findings demonstrate that social media marketing in Kazakhstani
higher education is shaped by both institutional convergence and strategic divergence.
Similarities between the public and private universities are best explained by Neo-
Institutional Theory, which shows how shared field-level pressures produce comparable
digital forms, such as multi-platform presence, visual branding, and attention to video-
based communication. In particular, the concept of institutional isomorphism helps explain
why universities facing similar environments come to resemble one another through
coercive, normative, and mimetic pressures. Differences are better explained by Resource
Dependence Theory, which shows how variation in resource environments, governance
arrangements, and strategic priorities shapes the purpose and implementation of those
forms.

Supporting literature on student behavior, authenticity, word-of-mouth,
engagement, and relational quality deepens interpretation, especially in explaining how
students respond to institutional communication. Collins et al. (2024) reinforce the
importance of value cues and word-of-mouth in student choice. Gibbs et al. show the
importance of individual recognition and relational bonding. Girardin et al. explain why
authenticity and service alignment matter. Naheen and Elsharnouby (2021) clarify the role
of identification in participation and engagement. Jain et al. (2023) frame higher education
communication as part of a broader relationship ecosystem. However, these bodies of
literature do not replace the primary explanatory frameworks. Rather, they clarify the
stakeholder consequences of practices whose institutional roots are best explained through
NIT and RDT.

Taken together, the study suggests that SMM in this context is neither a purely

technical tool nor a neutral communication channel. It is a site where universities perform
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legitimacy, pursue visibility, manage dependence, and negotiate relationships with
students and other stakeholders. The public and private institutions appear similar at the
level of digital presence because they face similar institutional pressures, but they differ in
communicative purpose because they depend on different resources and serve different
strategic imperatives. This dual dynamic is what makes SMM analytically valuable for
understanding contemporary higher education in Kazakhstan.

The next chapter presents the overall conclusion of the study by summarizing the
key findings and their theoretical and practical implications for social media marketing in
Kazakhstani higher education. It also outlines the main limitations of the research and
proposes directions for future studies to further develop understanding of digital

communication practices in evolving higher education contexts.
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Chapter 6: Conclusion
Introduction

This study set out to examine how public and private universities in Kazakhstan
conceptualize and implement social media marketing (SMM), how their strategies
converge and diverge, and how these insights can inform more effective SMM frameworks
within a hybrid higher education system. By adopting a qualitative comparative case study
design, the research addressed a clear gap in the literature, which remains dominated by
Western, quantitative, and platform-centric studies that overlook institutional logics,
stakeholder interpretation, and contextual dynamics.

Summary of Key Findings

The findings demonstrate that social media marketing in Kazakhstani higher
education is characterized by both convergence and divergence across institutional types.

At the level of convergence, both public and private universities recognize social
media as a central communication channel. They maintain multi-platform presence,
prioritize Instagram, and increasingly acknowledge the importance of visual and video-
based content. Students across both institutions display similar preferences for short-form,
engaging, and visually structured content, and both cases highlight the growing influence
of student-generated content in shaping institutional image.

These similarities reflect broader field-level dynamics. As suggested by Neo-
Institutional Theory, universities operate within a shared institutional environment where
digital visibility, engagement, and responsiveness have become expected markers of
legitimacy. Through processes of institutional isomorphism, particularly normative and
mimetic pressures, universities adopt similar communication practices in order to align

with professional standards and perceived successful models.
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However, significant divergence emerges in how these practices are interpreted and
implemented.

The private university adopts a more market-oriented and recruitment-driven
approach to SMM. Its communication emphasizes opportunities, partnerships,
employability, and future career prospects. Platform use is more strategically
differentiated, content formats are more aligned with student preferences, and student-
generated content is more actively integrated into official communication.

In contrast, the public university adopts a more institutional and legitimacy-
oriented communication logic. Its social media emphasizes academic achievements,
official events, and formal communication aligned with institutional planning and public
accountability. Platform use is more centralized, content remains more informational, and
student-generated content operates largely outside formal institutional strategy.

These differences are best explained through Resource Dependence Theory.
Because private universities are more dependent on student recruitment and competitive
positioning, they adopt more adaptive, audience-oriented, and engagement-focused
communication strategies. Public universities, operating within more stable structures of
state support and institutional legitimacy, face less immediate pressure to transform
communication practices and therefore maintain more formal and centralized approaches.

Across both cases, additional findings highlight important dynamics related to
authenticity, engagement, and communication effectiveness. Students value relatable,
student-centered content and respond strongly to peer-generated narratives. At the same
time, both institutions face challenges related to authenticity, as discrepancies between
online representations and lived experiences may weaken trust and credibility. These
patterns indicate that SMM is not only a communication tool but also a site where

institutional expectations, student perceptions, and organizational constraints intersect.
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Implications for Social Media Marketing Frameworks in Kazakhstani Higher
Education

The findings of this study provide several insights that can inform the development
of more effective social media marketing frameworks for universities in Kazakhstan.

First, social media strategies should be more explicitly aligned with institutional
objectives. The private university demonstrates how digital communication can support
recruitment by highlighting opportunities, partnerships, and student achievements. At the
same time, the public university illustrates the importance of maintaining institutional
credibility and consistent messaging. An effective SMM framework should therefore
integrate both approaches, combining strategic promotion with reliable institutional
communication.

Second, universities may benefit from developing more flexible organizational
structures for digital communication. Specialized media teams, as observed in the private
university case, enable faster adaptation to social media trends and facilitate the production
of diverse content formats. However, effective communication also requires institutional
coordination and clear approval procedures. Future frameworks should therefore balance
creative autonomy with strategic oversight.

Third, the results highlight the importance of differentiated multi-platform
communication ecosystems. Rather than simply replicating identical content across
platforms, universities should assign specific functions to each channel. For example,
Instagram may support visual storytelling, TikTok may target prospective students through
short-form video, and Telegram may function as an operational communication channel
for current students.

Fourth, universities should prioritize visual storytelling and short-form video content. As

demonstrated by student responses in this study, video formats provide a more engaging
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and immersive way to communicate university experiences. This observation corresponds
with existing research emphasizing the effectiveness of narrative-based digital
communication (Peruta & Shields, 2017; Maresova et al., 2020).

Finally, institutions should more actively incorporate student voices into their
communication strategies. Student-generated content not only increases engagement but
also strengthens authenticity and trust among prospective applicants. Such approaches are
consistent with relationship marketing perspectives, which emphasize that long-term
stakeholder engagement emerges through trust, communication, and shared value creation
between institutions and their audiences (Jain et al., 2023). Structured student ambassador
programs, collaborative content initiatives, and partnerships with student organizations
could therefore enhance the credibility and relatability of institutional communication.

Overall, the findings suggest that effective social media marketing in higher
education requires a balanced combination of institutional credibility, strategic promotion,
participatory communication, and platform-specific storytelling. By adopting such
integrated approaches, universities in Kazakhstan may strengthen their digital visibility,
improve student engagement, and enhance their competitiveness in an increasingly digital
higher education landscape.

Limitations and Future Research

Despite its contributions, this study has several limitations that should be
acknowledged.

First, the research is based on a limited number of institutional cases. The study
focuses on one public and one private university, which allows for an in-depth
comparative analysis but limits the generalizability of the findings. Future research could

expand the number of institutions examined in order to capture a broader range of
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institutional contexts and communication strategies across the higher education sector in
Kazakhstan.

Second, the study relies primarily on qualitative interview data and document
analysis. While these methods provide rich insights into perceptions and institutional
strategies, they do not measure the quantitative effectiveness of social media content.
Future studies could incorporate social media analytics, engagement metrics, or large-scale
content analysis to examine how different communication strategies influence audience
behavior.

Third, the perspectives of other stakeholders, such as alumni, parents, admission
office  were not included. Expanding the range of participants could provide a more
comprehensive understanding of how different audiences interpret and respond to
institutional social media communication.

Another limitation concerns the rapidly evolving nature of social media platforms.
Digital communication environments change quickly, with new platforms and content
formats emerging continuously. As a result, the strategies observed in this study may
evolve over time as universities adapt to new technologies and audience expectations.

Future research could build on this study by extending both its empirical scope and
theoretical contributions. First, comparative studies across a larger number of universities
in Kazakhstan and Central Asia would allow researchers to examine whether the observed
pattern of convergence in digital forms and divergence in strategic communication is
consistent across different institutional and regional contexts. Such research could further
test and refine the explanatory power of Neo-Institutional Theory and Resource
Dependence Theory in the field of higher education marketing.

Second, future studies could adopt mixed-methods or quantitative approaches to

examine how different SMM strategies influence measurable outcomes such as
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engagement, trust, and student decision-making. Building on the finding that students
value authenticity and peer-generated content, researchers could investigate the
relationship between content type (e.g., institutional vs. student-generated) and audience
response across platforms. This would provide more precise evidence of what constitutes
effective digital communication in higher education.

Finally, given the rapid evolution of digital platforms, longitudinal studies could
investigate how universities adapt their communication strategies over time in response to
changing technologies, platform affordances, and audience expectations. Such research
would be particularly valuable in understanding how institutional pressures and resource
dependencies interact dynamically in shaping digital transformation in higher education.

Overall, addressing these research directions would contribute to a deeper
understanding of how higher education institutions can develop more effective,
transparent, and student-centered digital communication strategies in rapidly changing
digital environments.

This study has been particularly meaningful both academically and professionally.
As a junior SMM specialist, engaging with this research allowed me to move beyond
viewing social media as a set of tools or content formats, and instead understand it as a
strategic and institutional practice shaped by organizational priorities, constraints, and
stakeholder expectations. The findings challenged my initial assumptions about “effective”
communication by showing that success is not only defined by engagement metrics, but
also by alignment with institutional identity, authenticity, and long-term relationship
building. Overall, this thesis has strengthened my perspective as both a researcher and
practitioner, encouraging a more reflective, strategic, and context-sensitive approach to

social media marketing in higher education.
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Summary

In conclusion, this study demonstrates that social media marketing in Kazakhstani
higher education is not a neutral or purely technical activity. It is an institutional practice
shaped by the interaction of field-level pressures and organizational dependencies.
Universities adopt similar digital forms because they operate within a shared environment
that defines legitimate communication practices, yet they use these forms differently
depending on their strategic priorities and resource conditions.

By revealing this dual dynamic of convergence and divergence, the study provides
a more nuanced understanding of how higher education institutions navigate digital
communication in a hybrid system. Social media emerges not simply as a marketing tool,
but as a space where universities construct identity, manage legitimacy, and negotiate
relationships with stakeholders.

As Kazakhstan continues to advance its digital transformation and
internationalization agenda, understanding these dynamics becomes increasingly
important. More strategically aligned, context-sensitive, and student-centered SMM
practices can play a key role in strengthening institutional competitiveness, credibility, and

engagement in the evolving global higher education landscape.
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Independent Contact: If you are not satisfied with how this study is being conducted, or
if you have any concerns, complaints, or general questions about the research or your
rights as a participant, please contact the GSE Research IREC subcommittee at
gse.irec@nu.edu.kz.
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Appendix B: Kpi3meTkepiepre apHajarad aKknaparTbiK (popma

3epTTey JKYMBICHBIHBIH TAKBIPbIObI

Memnexemmik dcane jHceKeMeHWiIK YHugepcumemmepoezi aeymMemmix stcenioeei
MapkemuHe Cmpame2usiapblH CaiblCMblPMAIbl MAanoay

CUIIATTAMA:

Cizni Kazakcrannarsl sxorapbl OU1iM Oepy canachIHIaFbl QJI€yMETTIK XKeJiaeri
MapKETUHTKE KAThICTHI 3ePTTEYTre KaThICYFa IIaKbIpaMbl3. byt 3epTTeynin MakcaThbl —
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By 3eprreyre GaitnanbicThl Kayintep a3. KeiiOip KaTbicymibuiap yHUBEPCUTET
TOXipubesepi Typassl aiTyia HeMece JKeke MiKipiepiH Oeicy e a3aamn KoJaichI3abIK
ce3iHyl MYMKiH. byJ KayinTep aHOHUMILTIK MeH KYNMHUSIbUIBIKTEL KAMTaMachl3 €Ty,
KaTBICYIIBIIApFa CYpaKTapbl ©TKI3II KiOepy MYMKIHIITIH Oepy 'KoHE Ke3 KeJITeH yaKbITTa
CIIKAHAN caJapChl3 3ePTTEY/AEH IIBIFY KYKbIFbl aPKBUIbI a3aiThIIa/IbI.
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KaTBICTBI 63 TOXKIpUOEHI30€H JKoHe Ko3KapacTapbiHbI30eH Ooicy MyMKiHairi. Cizaig
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KaHaraTTaHOacaHbI3 HEMECE CypaKTapbIHbI3 OCH IIarbIMAapbIHbI3 Oosica, Hazapbaes
VYuusepcurerti JXKorapsl binim 6epy mektebinin 3eprrey KomureriMeH kepceTiiareH
OaiiiaHpIC Kypajiapbl apKblIbl XabapiaacybIHbI3Fa 001a1bl: 3JEKTPOHBIK MOIITAMEH
gse.irec@nu.edu.kz.

3epTTey KYMBICHIHA KaThICyFa KeliciMiHI3a1 OepceHis, bepiiren opmara Ko
KOIOBIHBI3/IbI CYpalMBbI3.

* MeH GepiireH popmMaMeH MYKUST TaHBICTBIM;

» MaraH 3epTTey *KYMBICBIHBIH MaKCaThl MEH OHBIH MTPOLEAYPAChI )KAWBIHIA TOJIBIK
aKmapar Oepini;

* J)KuHakranraH akmapar MeH KyIusl MOJIIMEeTTEpre TeK 3epTTEYIiHiH 031He KOJDKETIM/II
OHE MOJIIM OOJIaTHIHBIH TOJBIK TYCIHEMIH;

* MeH Ke3 KelreH yaKbITTa CIIKaHal TYCIHIKTeMeCi3 3epTTey )KYMBIChIHA KaThICyaH Oac
TapTybIMa OOJIATHIHBIH TYCIHEMIH;

* MeH oFaphblJia aTajlbll 6TKEH aKIapaTThl CaHAJbI TYpJle KaObUIam, OCkl 3epTTey
’KYMBIChIHA KaTBICYFa 63 KeliciMiMIi OepeMiH.

Komnsr: Kyni:
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Appendix B: ®opma nHGpOPMALHOHHOTO COTJIACHS AJISI COTPYAHHKOB

Ha3Banmue uccjenoBanusa
CpasnumenbHwlii aHaiu3 cmpame2uii MapKemuHea 6 COYUAIbHbIX CeMsxX 6
20CY0apCmeeHHbIX U YACMHBIX YHUBEPCUMEMAX.

OIIUCAHHE:

Bac npurnamaror npuHITh y4acTue B UCCIEI0BAHNUH, TIOCBSIIIEHHOM HUCIIOJIb30BAHUIO
COLIMANIBHBIX ceTeil B cepe Bricuiero oopasosanus B Kazaxcrane. Llens nccnenoBanus —
CPaBHUTb CTPATErHH, IPUMEHSIEMBIE B TOCYIAPCTBEHHBIX U YACTHBIX YHUBEPCUTETAX.
Ecnu Byl cornacurech yuyacTBoBaTh, Bam OyzeT npeanoKeHo NpOUTH HHTEPBbIO.
WuTepBrio 3aitMET 0k0J10 45—-60 MUHYT 1 OyA€T MpOBEIEHO B OYHOM (opMaTe HiIu
OHJIAMH B 3aBUCHUMOCTH OT TOT'0, KaKoi BapuaHT ynoOHee ais Bac. C Bamiero pa3spemienus
MHTEPBBIO OyeT ayAro3anicano. 3anucu Oy1yT pacim@poBaHbl, IOCIE Yero yaneHsl. B
UTOTOBOM JIICCEPTALMU MOTYT OBITh HCIIOJIb30BaHbI TOJIBKO aHOHUMHU3HPOBAHHBIE ITUTATHI.

BPEMS YUACTUA:
Bame yuactue 3aitMEr He OoJiee 0IHOTO Yaca.

PUCKHU U ITIPEUMYIIECTBA:

Pucku, cBs3aHHbBIE C TAaHHBIM UCCIIEIOBAaHUEM, MUHUMAIbHBL. HEeKOTOphIE YYaCTHUKHU
MOTYT IMOYYBCTBOBATH JIETKUN AUCKOM(OPT MPU 0O0CYKACHUH MTPAKTUK YHUBEPCUTETA UITU
BBIPKEHUH JIMYHOTO MHEHUS. DTH PUCKU OYIYT CBEJCHBI K MUHUMYMY 3a CUET
obecrnieueHrss aHOHUMHOCTH ¥ KOH(DHUIEHITMAIEHOCTH, TIPEIOCTABIICHUS yYaCTHUKAM TIpaBa
MPOITYCKATh BOMPOCH! M BO3SMOXXHOCTH BBIMTH U3 UCCIIEIOBAHUS B JII000E BpeMs 0e3
KaKUX-I1100 ITOCIENCTBHIA.

O>xuzaeMple MPEMMYLIECTBA OT Y4acTHsI BKJIFOYAIOT BO3MOXKHOCTD TIOJEIUTHCS CBOUM
OIBITOM ¥ MHEHHEM 00 HCIOJIb30BAHNUHU COLMATIBHBIX CeTel yHUBEepcUTeTOM. Bamr Bkian
MO’KET IOMOYb YHUBepcuTeTaM Ka3axcraHa ylydIINTh IPAaKTUKY MapKETUHIA B
COLIMAJIBHBIX CETAX. Ballle penieHue yuacTBOBaTh UM OTKA3aThCs OT y4acTHs B
HCCIIEA0BAaHUY HUKAK HE MOBJIKET HAa Bamry 3aHATOCTD.

ITPABA YYACTHHKA:

Ecnu Bel npounTanu nanHyio ¢GopMy U peliiid MPUHATh Y4acTUE B JTAHHOM
ucclieIoBaHNH, BbI OIKHBI TOHUMAaTh, 4TO Bate yyactue saBnsieTcs J00pOBOIBHBIM U
410 y Bac ecTh nmpaBo 0T03BaTh CBOE COTJIACHE WU MPEKPATUTH YUACTHE B J1I000€ BpeMs
6e3 mrpadHbIX CAaHKIMHI 1 06€3 MOTepH COLMANBHOTO MakeTa, KOTopbIii Bam
NpeOCTaBIsIN. B KauecTBe albTepHATHBBI MOKHO HE y4aCTBOBATh B UCCIICOBAHUM.
Taxoke Bel nmeere mpaBo HE OTBEYATh HAa KaKHe-I1O0 BOMPOCHL. Pe3ynpTaThl TaHHOTO
MCCIICIOBAHHS MOTYT OBITh NPEICTaBJICHBI WK OITyOJIMKOBAaHBI B HAYYHBIX WIIN
po(heCcCHOHANBHBIX TIEIISX.

KOHTAKTHASA HH®OPMAIIUA:

Bonpocsr: Eciii y Bac ectb BOnpochkl, 3aMeuaHus WK Kaio0bl 110 TOBOAY JAHHOTO
HCCIIEIOBAHUS, IIPOLEAYPBI €r0 IPOBEAEHUS, PUCKOB U MMPEUMYILECTB, Bl MOXKeTE
CBSI3aThCS C PYKOBOJUTEIAM MaruCTEpCKOro T€3Mca UCCIIEI0BATEIS:
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PykoBoautesn: PhD, nokrop Anbnep Yansikorioy
alper.calikoglu@nu.edu.kz

He3aBucumble KOHTaKTBI: Eciu Bl HE y10BIETBOPEHBI IPOBEIEHUEM TAHHOTO
UCCIIeIOBaHMs, eclii Y Bac BO3HUKIIN Kakue-1100 mpoOieMbl, 5Kano0bl UK BONPOCHI, Bl
MoxkeTe cBszatbesi ¢ Komurerom Hccnenosanuii Beicieit [lkonsr O6pa3oBanus
HazapOaeB YHuBepcuTeTa, OTIpaBUB MHUCHMO Ha 3JIEKTPOHHBIHN anpec gse.irec(@nu.edu.kz.

[Toxanyiicra, moanumuTe 1aHHyIo (GopMy, eciii Bbl cornacHbl y4acTBOBaTh B
HCCIIE0BAHUH.

* 51 BHUMATENBHO U3y4ynII(a) NPEACTABICHHYIO HH(POPMAIIHUIO;
* MHe npe1ocTaBIuIIv TOJTHYI0 HH(POPMAIUIO O IeNAX U MPOLEIype UCCIICA0BAHMS;

* 51 moHuMmaro, kak OyayT UCHOIB30BAHBI COOpPAHHBIEC JAHHBIC, H YTO IOCTYI K JIH000H
KOH(pHIEHIINATbHON HHpOopMaIuu OyIeT UMETh TOJIBKO UCCIIEI0BATEIND;

* 51 moHKMMal0, YTO BIIPaBE B JIFOOOKH MOMEHT OTKa3aThCsl OT y4acTHs B JAHHOM
UCClieIOBaHNH 0e3 00bSICHEHHS TPUYHH;

* C HOJIHBIM OCO3HAHUEM BCETO BBIIICU3I0KCHHOTO 5 COTJIaceH IMPUHATL Y4aCTHC B
HUCCICOIOBAaHUHU I10 COOCTBEHHOM BOJIE.

TToanuce: MHara:
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Appendix C: Consent form for students

Title of the study

Comparative Analysis of Social Media Marketing Strategies in Public and Private

Universities.

DESCRIPTION: You are invited to participate in a research study on social media
marketing in higher education in Kazakhstan. The aim is to compare strategies used in
public and private universities. If you agree to participate, you will be asked to take part in
an interview. The interview will last about 45—60 minutes and will be held either in person
or online, depending on what is most convenient for you. With your permission, the
interview will be audio-recorded. These recordings will be transcribed and then deleted
once the transcripts are checked. Only anonymized quotes may appear in the final thesis.

TIME INVOLVEMENT: Your participation will take no more than one hour.
RISKS AND BENEFITS: The risks associated with this study are minimal. Some

participants may feel slight discomfort when discussing university practices or sharing
personal opinions. These risks will be minimized by ensuring anonymity and
confidentiality, allowing participants to skip questions, and giving them the right to
withdraw at any time without penalty.

The benefits which may reasonably be expected to result from this study include the
opportunity to share your experiences as a student engaging with university social media.
Your input may help universities better understand how students experience and respond
to social media marketing.Your decision whether or not to participate in this study will not
affect your grades at university.

PARTICIPANT’S RIGHTS: If you have read this form and have decided to participate
in this project, please understand your participation is voluntary and you have the right to
withdraw your consent or discontinue participation at any time without penalty or loss of
benefits to which you are otherwise entitled. The alternative is not to participate. You have
the right to refuse to answer particular questions. The results of this research study may be
presented at scientific or professional meetings or published in scientific journals.

CONTACT INFORMATION:

Questions: If you have any questions, concerns or complaints about this research, its
procedures, risks and benefits, contact the Master’s Thesis Supervisor for this student
work,

Supervisor: Dr. Alper Calikoglu
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alper.calikoglu@nu.edu.kz

Independent Contact: If you are not satisfied with how this study is being conducted, or
if you have any concerns, complaints, or general questions about the research or your
rights as a participant, please contact the GSE Research IREC subcommittee at
gse.irec@nu.edu.kz.

Please sign this consent form if you agree to participate in this study.
* | have carefully read the information provided;
* [ have been given full information regarding the purpose and procedures of the study;

* [ understand how the data collected will be used, and that any confidential information
will be seen only by the researchers and will not be revealed to anyone else;

* [ understand that I am free to withdraw from the study at any time without giving a
reason;

* With full knowledge of all foregoing, I agree, of my own free will, to participate in this
study.

Signature: Date:
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Appendix C: CtyneHTTepre apHaJraH aKnaparTbeiK (popma

3epTTey JKYMBICHBIHBIH TAKBIPbIObI
Memnexemmik dcane jHceKeMeHWiIK YHugepcumemmepoezi aeymMemmix stcenioeei
MapKemuHe Cmpame2usiapbli CaiblCMblpManbl Maioay

CUIIATTAMA:

Cizni Kazakcrannarsl sxorapbl OuTiM Oepy canachIHIaFbl QJI€yMETTIK XKeliaeri
MapKETUHTKE KAThICTHI 3€PTTEYTre KaThICYFa MIaKbIpaMbl3. byt 3epTTeynin MakcaThbl —
MEMIJIEKETTIK JKOHE JKEKEMEHIIIK YHUBEPCUTETTEP 1€ KOJAAHbUIATBIH CTpaTerHsIap/Ibl
canslcThIpy. KaTbicyra kemicceHis, Ciz0eH cyx0Oat xyprizineai. Cyx6ar mamamen 45—-60
MUHYTKa CO3bL1abI skoHe Ci3re bIHFaiiibl popmarTa OeTne-0eT Hemece OHIAalH OTKI3UIe .
Ci3niH pyKcaTbIHBI30€H cyx0aT ayanora xa3puiajsl. JKaz0anap MoTiHIe TYCIpUITeHHEH
KeiiiH )oWbUTabl. JluccepTanusiia TeK aHOHUM/II AOMEeKCo3Iep FaHa KOJIJaHbLIa/Ibl.

OTKI3IVIETIH YAKBITBI:Ci3nix KaTbICYbIHBI3 Oip caraTTaH acmaiibl.

3EPTTEY ’K¥YMBICBIHA KATBICY/IbIH KAYIIITEPI MEH
APTBIKUIIBIJIBIKTAPBI:

By 3eprreyre GaitnanbicThl KayinTep a3. KeilOip KaTbIcyIbuiap yHUBEPCUTET T Xipuodeci
TypaJibl allTyJ]a HEMece KeKe MiKipaepiMeH Oeicyae a3aan KolaiChI3IbIK Ce31Hyl MyMKIiH.
By kayintep aHOHUMALTIK IEH KYMUSUIBUTBIKTBI KAMTaMachl3 €Ty, CypaKTapFa skayarl
OepMeii 6Ty MYMKIH/IT jKOHE Ke3 KEJITeH yaKbITTa eIKaHail caniapcehl3 3epTTeyAeH
IIBIFY KYKBIFbI apKBUIbI a3aHThUIA B

By 3eprTeyre KaTbICyAbIH BIKTUMAJ MalIachl — CTyIEHT PETiHJE YHUBEPCUTETTIH
QJIEyMETTIK JKeJIepiH naianany ToxipudeHizoen 6emicy Mmymkinairi. Cizaig
HiKipJIEpiHi3 YHUBEPCUTETTEPIH CTYACHTTEPIIH 9JICYMETTIK JKEeJiIeri MapKeTUHITI Kanan
KaOBUIIAaNTHIHBIH JKOHE OFaH Kasai jkayar OepeTiHiH )KaKChIpaK TYCIHyiHEe KOMEKTeCyi
MYMKiH. 3epTTeyre KaThbICYbIHbI3 HeMece KaTbicraybiHbl3 Ci3/1iH YATrepiMiHi3re Hemece
OaranapbIHbI3Fa €I dcep eTIeH .

KATBICYIIBIHBIH K¥KbIKTAPBI:

Erep Ci3 Oepinren ¢popMaMeH TaHBICHII, 3€PTTEY KYMBICHIHA KaThICYFa MMM
KaObU1nacanbI3, Ci3/iH KaThICYBIHBI3 €PIKTI Typ/e eKeHiH xabapnaitmbi3. COHBIMEH KaTap,
KaJlaFaH yaKbITTa albINIIyJ TOJIEMEH jKOHE CI3/1H QJICYMETTIK KeHUIIKTEPIHI3re el
KecipiH TUTi30el 3epTTey KYMBIChIHA KaThICY TYpajibl KeTiCIMIHI3I Kepi KalTapyFra
HEMece TOKTaTyFa KYKbIFbIHBI3 0ap. 3epTTey KYMbICHIHA MYJIZIEM KaThICTIAybIHbI3FA Ja
TOJIBIK KYKBIFBIHBI3 Oap. CoHpaii-ak, KaHaai na Oip cypakrapra xkayarn OepMeyiHi3re ae
o0nen 6omanel. byt 3epTTey *KYMBICBIHBIH HOTHXKENIEP] aKaJeMHSIIbIK HEMece Kacion
MakcaTTap/a 6acnara YChIHBUTYbl HEMECe LIBIFAPbLTYbl MYMKIiH.

BAWJIAHBIC AKITAPATBI:

CypakrapbiHbi3: Erep xyprizinin oTsIpraH 3epTTey KYMBICBIHBIH MPOLIECi,KayIli MeH
apTHIKIIBIIBIKTAPI TYPaJlbl CYpaFbIHbI3 HEMece IIaFbIMBIHBI3 00Jica, Kejeci OaiIaHbIc
Kypajiapbl apKbUIbl 3epTTEYIIiHIH MaruCTPIIBIK T€3UCI OOMBIHINA JKETEeKIIiCIMEH
xabapiacybIHbI3Fa 00NaIbI.
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Kerexmi: PhD, noxtop Anbnep Yansikormy
alper.calikoglu@nu.edu.kz

JlepOec Gaiinanbic aknapaTTapbl: Erep OepiireH 3epTTey >KYMBICHIHBIH JKYPri3inyiMeH
KaHaraTTaHOacaHbI3 HEMECE CypaKTapbIHbI3 OCH IIarbIMAapbIHbI3 Oosica, Hazapbaes
VYuusepcurerti JXKorapsl binim 6epy mektebinin 3eprrey KomureriMeH kepceTiiareH
OaiiiaHpIC Kypajiapbl apKblIbl XabapiaacybIHbI3Fa 001a1bl: 3JEKTPOHBIK MOIITAMEH
gse.irec@nu.edu.kz.

3epTTey KYMBICHIHA KaThICyFa KeliciMiHI3a1 OepceHis, bepiiren opmara Ko
KOIOBIHBI3/IbI CYpalMBbI3.

* MeH GepiireH popmMaMeH MYKUST TaHBICTBIM;

» MaraH 3epTTey *KYMBICBIHBIH MaKCaThl MEH OHBIH MTPOLEAYPAChI )KAWBIHIA TOJIBIK
aKmapar Oepini;

* J)KuHakranraH akmapar MeH KyIusl MOJIIMEeTTEpre TeK 3epTTEYIiHiH 031He KOJDKETIM/II
OHE MOJIIM OOJIaTHIHBIH TOJBIK TYCIHEMIH;

* MeH Ke3 KelreH yaKbITTa CIIKaHal TYCIHIKTeMeCi3 3epTTey )KYMBIChIHA KaThICyaH Oac
TapTybIMa OOJIATHIHBIH TYCIHEMIH;

* MeH oFaphblJia aTajlbll 6TKEH aKIapaTThl CaHAJbI TYpJle KaObUIam, OCkl 3epTTey
’KYMBIChIHA KaTBICYFa 63 KeliciMiMIi OepeMiH.

Komnsr: Kyni:
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Appendix C: ®opmMa HHPOPMAILHOHHOTIO COTJIACHUS ISl CTYICHTOB

Ha3Banmue uccjenoBanusa
CpasnumenbHwlii aHaiu3 cmpame2uii MapKemuHea 6 COYUAIbHbIX CeMsxX 6
20CY0apCmeeHHbIX U YACMHBIX YHUBEPCUMEMAX.

OIIUCAHHE:

Bac npurnamaror npuHITh y4acTue B UCCIEI0BAHNUH, TIOCBSIIIEHHOM HUCIIOJIb30BAHUIO
COLIMANIBHBIX ceTeil B cepe Bricuiero oopasosanus B Kazaxcrane. Llens nccnenoBanus —
CPaBHUTb CTPATErHH, IPUMEHSIEMBIE B TOCYIAPCTBEHHBIX U YACTHBIX YHUBEPCUTETAX.
Ecnu Byl cornacurech yuyacTBoBaTh, Bam OyzeT npeanoKeHo NpOUTH HHTEPBbIO.
WuTepBrio 3aitMET 0k0J10 45—-60 MUHYT 1 OyA€T MpOBEIEHO B OYHOM (opMaTe HiIu
OHJIAMH B 3aBUCHUMOCTH OT TOT'0, KaKoi BapuaHT ynoOHee ais Bac. C Bamiero pa3spemienus
MHTEPBBIO OyeT ayAro3anicano. 3anucu Oy1yT pacim@poBaHbl, IOCIE Yero yaneHsl. B
UTOTOBOM JIICCEPTALMU MOTYT OBITh HCIIOJIb30BaHbI TOJIBKO aHOHUMHU3HPOBAHHBIE ITUTATHI.

BPEMS YUACTUA:
Bame yuactue 3aitMEr He OoJiee 0IHOTO Yaca.

PUCKHU U ITIPEUMYIIECTBA:

Pucku, cBs3aHHbBIE C TAaHHBIM UCCIIEIOBAaHUEM, MUHUMAIbHBL. HEeKOTOphIE YYaCTHUKHU
MOTYT IMOYYBCTBOBATH JIETKUN AUCKOM(OPT MPU 0O0CYKACHUH MTPAKTUK YHUBEPCUTETA UITU
BBIPKEHUH JIMYHOTO MHEHUS. DTH PUCKU OYIYT CBEJCHBI K MUHUMYMY 3a CUET
obecrnieueHrss aHOHUMHOCTH M KOH(DHUIEHITMAIEHOCTH, TIPEIOCTABIICHUS yUaCTHUKAM TIpaBa
MPOITYCKATh BOMPOCH! M BO3SMOXXHOCTH BBIMTH U3 UCCIIEIOBAHUS B JII000E BpeMs 0e3
KaKUX-I1100 ITOCIENCTBHIA.

O>xuzaeMple MPEMMYLIECTBA OT Y4acTHsI BKJIFOYAIOT BO3MOXKHOCTD TIOJEIUTHCS CBOUM
OIIBITOM KaK CTYyA€HTa, B3aUMOJAECUCTBYIOLIETO C COL[MAIBHBIMU CETSMU YHUBEPCUTETA.
Bamm Bxutag MOKET MOMOYb YHHUBEPCUTETAM JIyUIlle TIOHATh, KaK CTYJICHThI BOCIPUHUMAIOT
U pearupyroT Ha MapKEeTUHT B COLMAIBHBIX CETsAX. Barie penienne yyacTBoBaTh WM
OTKa3aThCs OT YYacTHUs B UCCIIEJOBAHUU HUKAK HE TOBJIMsET Ha Bamu onieHku B
YHUBEPCUTETE.

ITPABA YYACTHHKA:

Ecnu Bel npounTanu nanHyio ¢GopMy U pelIiid MPUHATh Y4acTUE B JTAHHOM
ucclieIoBaHNH, BbI OIKHBI TOHUMAaTh, 4TO Bate yyactue saBnsiercs J00pOBOIBHBIM U
410 y Bac ecTh nmpaBo 0T03BaTh CBOE COTJIACHE WU MPEKPATUTH YUaCTHE B J1I000€ BpeMs
6e3 mrpadHbIX CAaHKIMHA 1 06€3 MOTepH COLMANBHOTO MakeTa, KOTopbIii Bam
NPeOCTaBIsIN. B KauecTBe albTepHATHBBI MOKHO HE yYacCTBOBATh B UCCIICOBAHUH.
Taxoke Bel nmeere mpaBo He OTBEYATh HAa KaKHe-I1OO0 BOMPOCHL. Pe3ynpTaThl TaHHOTO
MCCIICIOBAHHS MOTYT OBITh MPEICTaBJICHbI WK OITyOJIMKOBAaHbI B HAYYHBIX WIIN
po(heCcCHOHANBHBIX TIEIISX.

KOHTAKTHASA UH®OPMAIIUA:

Bonpocsr: Eciii y Bac ectb Bonpochkl, 3aMeuaHus WK Kallo0bl 110 TTOBOAY JAHHOTO
HCCIIEIOBAHUS, IIPOLEAYPBI €r0 IPOBEAEHUS, PUCKOB U MMPEUMYILECTB, Bl MOXKeTE
CBSI3aThCS C PYKOBOJUTEIEM MaruCTEPCKOro TE3MCa UCCIEA0BATENIA:
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PykoBoautesn: PhD, nokrop Anbnep Yansikorioy
alper.calikoglu@nu.edu.kz

He3aBucumble KOHTaKTBI: Eciu Bl HE y10BIETBOPEHBI IPOBEIEHUEM TAHHOTO
UCCIIeIOBaHMs, eclii Y Bac BO3HUKIIN Kakue-1100 mpoOieMbl, 5Kano0bl UK BONPOCHI, Bl
MoxkeTe cBszatbesi ¢ Komurerom Hccnenosanuii Beicieit [lkonsr O6pa3oBanus
HazapOaeB YHuBepcuTeTa, OTIpaBUB MHUCHMO Ha 3JIEKTPOHHBIHN anpec gse.irec(@nu.edu.kz.

[Toxanyiicra, moanumuTe 1aHHyIo (GopMy, eciii Bbl cornacHbl y4acTBOBaTh B
HCCIIE0BAHUH.

* 51 BHUMATENBHO U3y4ynII(a) NPEACTABICHHYIO HH(POPMAIIHUIO;
* MHe npe1ocTaBIuIIv TOJTHYI0 HH(POPMAIUIO O IeNAX U MPOLEIype UCCIICA0BAHMS;

* 51 moHuMmaro, kak OyayT UCHOIB30BAHBI COOpPAHHBIEC JAHHBIC, H YTO IOCTYI K JIH000H
KOH(pHIEHIINATbHON HHpOopMaIuu OyIeT UMETh TOJIBKO UCCIIEI0BATEIND;

* 51 moHKMMal0, YTO BIIPaBE B JIFOOOKH MOMEHT OTKa3aThCsl OT y4acTHs B JAHHOM
UCClieIOBaHNH 0e3 00bSICHEHHS TPUYHH;

* C HOJIHBIM OCO3HAHUEM BCETO BBIIICU3I0KCHHOTO 5 COTJIaceH IMPUHATL Y4aCTHC B
HUCCICOIOBAaHUHU I10 COOCTBEHHOM BOJIE.

TToanuce: MHara:
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Appendix D: Invitation letter for staff

Dear [Name/Colleagues],

My name is Moldir Shoimanova, and I am a second-year MSc student in Educational
Leadership at Nazarbayev University. As part of my thesis research, I am conducting a
study on how universities in Kazakhstan use social media marketing. The study aims to
explore and compare the strategies employed in public and private institutions.

I would like to invite you to take part in this study. If you agree, you will be asked to
participate in a semi-structured interview last no more than one hour, either in person or
online at a time convenient for you. With your consent, the interview will be audio-
recorded. All information will remain strictly confidential, and no names or identifying
details will be used in the research report.

Participation is voluntary, and you may withdraw at any time without any consequences.
Your insights will make an important contribution to understanding social media
marketing practices in higher education.

If you are interested, please contact me for further details. You will then receive a consent
form to review before deciding. Should you have any questions or require clarification,
please do not hesitate to reach out to me.

Thank you for considering this invitation.

With warm regards,

Moldir Shoimanova

MSc in Educational leadership: Higher education
Nazarbayev University, Graduate School of Education
Phone number: 8708 324 36 64

Email: moldir.shoimanova@nu.edu.kz
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Appendix D: KpI3MeTKkepJiepre apHaJiraH IaKbIPy XaThl

Kypw™merTi [ATbI-xeH1/Opinrectep],

Mewnin ecimim Menaip IlloiimanoBa, men Hazap6aeB YHuBepcurerinae «binim 6epy
KOIIOaCIIBIIBIFBD) MaMaH/IBIFbI OOMBIHINIA MATUCTPATYPAHBIH €KiHIII KypC CTYACHTIMIH.
MarucTtpiik quccepranusM asicbinna KazakctaH yHUBEpCUTETTEPIHAC QIEyMETTIK
KeJiIeri MApKeTHHITIH Kajlail KOJJaHBUIATBIHBIH 3€PTTEI JKaThIPMbBIH. 3epTTEYyiH
MaKcaThl — MEMJICKETTIK JKOHE KEKEMEHIIIIK YHUBEPCUTETTEP 1€ KOJAaHBLIAThIH
CTpaTerusuIap bl 3epAENeIl, CATBICTHIPY.

Ciznepai ocel 3epTTEyre KaThiCyFa MIakbIpFbIM Keneni. Kateicyra kemicceHi3, Ciz0en
KapThUIal KyphUIbIMAANFaH cyx0aT xypriziieni. Cyx0art y3aKThIFbl Oip caraTTaH acmaiiibl
xoHe Ci3re bIHFAMITBI yaKbITTa O€TIIe-0eT HeMece OHIaiH Typae oTkizuteni. Ci3niH
KeliciMiHi30eH cyx0ar ayanoxka3oara jka3piiaabl. bapiblk akmapaT KaTaH KYIHs
CaKTalaJIbl, 3epTTey eceOiH/Ie aThI-)KOHIHI3 HeMece 0acKa KeKe MATIMETTep
KepceTuMeii.

Kartbicy epikTi Typae xy3ere acambl, xkoHe Ci3 Ke3 KeJITreH yaKbITTa eIIKaHIal calapchi3
3epTTeyneH Oac Taprta anachi3. Ci3liH Oi-miKipaepiHi3 )KoFapsl O11iM Oepy canachiHIa
QJICYMETTIK JKeJi/Ieri MapKeTHHT TOKIpUOECiH TepeHIpEeK TYCIHYTe MaHBI3IbI YIIEC KOCA/bI.

Erep KbI3bIFYNIBUTBIK TAHBITCAHBI3, MaFaH xabapnackiHbl3. Coman keitin Cisre memnrim
KaOBbUTIaY/IbIH aJIIbIH/Ia TAHBICKII IBIFY YIIIiH KeNiciM HbICaHbI Ki0epineni. Erep
CYpaKTapbIHbI3 TYBIHIACA HEMECE KOChIMIIIA TYCIHIKTeME KaKeT 0oica, MEHIMEH
OaiiaHpICyFa TapTHIHOAHBI3.

Ocpl maKbIpy /bl KAPACTHIPFAHBIHBI3 YIIIIH JIFBIC AWTaMBIH.

I3ri Tinekmex,

Meanip LloiimanoBa

Maructpatypa ctyaenrti, «binim Oepyaeri kemobacmbuibK: JKozapel 6inim»
Hazap6aeB YHuepcureri, JKozapul 6inim bepy mekmedi

Teaedon: 8 708 324 36 64

DJIeKTPOHABIK nmomTa: moldir.shoimanova@nu.edu.kz
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Appendix D: IlpuriaacurenbHoe NHCbMO VIS COTPYAHUKOB

YBaxaewmsiii(as) [Vms/Komneru],

Memns 30ByT Monsaup IlloliMaHOBa, 51 CTyA€HTKA BTOPOIO Kypca MaruCTparypsl 1o
nporpamme «O06pa3zoBaTenbHoe JuaepcTBo» B HazapOaeB YHuBepcutere. B pamkax cBoeit
MarucTepCKON AUCCEPTALUHU 5 IPOBOKY UCCIEAOBAHUE O TOM, KAK YHUBEPCUTETHI B
Kaszaxcrane ucnonb3yroT MApKETHHT B COUUANIBHBIX ceTsaX. Llenb nuccnenoBanus — n3y4urhb
U CPaBHUTb CTPATETUH, IPUMEHSAEMBIE B TOCYJaPCTBEHHBIX U YACTHBIX YHUBEPCUTETAX.

51 xorena ObI pUriIacuTh Bac mpuHATE yyactue B JTaHHOM HccienoBanuu. Eciu Ber
coriacureck, Bam Oyner mpemiokeHo MpoiTH MOTyCTPYKTYPHUPOBAHHOE HHTEPBBIO
MIPOJIOIDKUTEIHLHOCTBIO HE O0Jiee 0JHOTO Yaca. IHTepBbIO MOXKET MPOUTH B OUHOM
¢dopmare WM OHIAKWH B 3aBUCUMOCTH OT TOTO, Kak Oynet yaoonee Bam. C Bamero
COTJIacHsl UHTEPBbIO OyJieT ayauo3anucano. Best nungopmanms ocraneTcs CTporo
KOH(HUICHIINATIBHOH, U B HCCIIEIOBATEIHCKOM OTUYETE HE OYAYT YIOMSHYTHI IMEHA WM
WHBIC HJICHTU()ULIUPYIOIINE TaHHBIC.

VYyacTHe sBIseTcs NOTHOCTBIO T0OPOBOJIBHBIM, U BbI BlipaBe 0TKa3aThCs OT HETO B JHO00H
MOMEHT 0€3 KaKuX-JTH00 MOCIeCTBUI. Bamm OTBeThl BHECYT Ba)KHBIN BKIIA]] B
MOHMMAaHHE MPAKTUKU MapKETHHTa B COLMATIBHBIX CETSAX B cepe BBHICIIET0 00pa30BaHMUs.

Ecnu Byl 3auHTEpecoBaHbl, MOXKATYHCTa, CBSHKUTECH CO MHOM ISl TIOTy4eHus Ooee
noapo6Hoi nHpopmanmu. 3ateM Bol monyunte popMy coriacus A 03HaAKOMIICHUS
nepes npuHATHEM perieHus. Ecnu y Bac BO3HUKHYT BOIpOCHI WiH 1OTpedyeTcs
pa3bsCHEHUE, MOXKaIlyiicTa, He CTeCHANUTEeCh 00palaTbes KO MHE.

biaronapro Bac 3a paccMOTpeHHEe JaHHOTO IIPUTTIAICHUS.

C yBaxxeHuew,

Moasaup lloitmanoBa

CryneHTka MarucTpatypsl o nporpamme «Jlunepctso B o0pa3oBanuu: Beicuiee
obpazosanue»

Hazap6aeB YHuBepcutet, Briciias nikona o6pa3zoBaHus

Teaedon: 8 708 324 36 64

JJekTpoHHast moyta: moldir.shoimanova@nu.edu.kz
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Appendix E:Invitation letter for students

Dear Students,

My name is Moldir Shoimanova, and I am a second-year MSc student in Educational
Leadership at Nazarbayev University. As part of my thesis research, I am conducting a
study on how universities in Kazakhstan use social media marketing. The study aims to
explore and compare the strategies employed in public and private institutions.

I would like to invite you to take part in this study. If you agree, you will be asked to
participate in a semi-structured interview last no more than one hour, either in person or
online at a time convenient for you. With your consent, the interview will be audio-
recorded. All information will remain strictly confidential, and no names or identifying
details will be used in the research report.

Participation is voluntary, and your decision to participate will not affect your grades or
standing at the university. By sharing your experiences, you can help universities better
understand how students engage with social media and how social media marketing
practices in higher education might be improved.

If you are interested, please contact me for further details. You will then receive a consent
form to review before deciding. Should you have any questions or require clarification,
please do not hesitate to reach out to me.

Thank you for considering this invitation.

Moldir Shoimanova

MSc in Educational leadership: Higher education
Nazarbayev University, Graduate School of Education
Phone number: 8708 324 36 64

Email: moldir.shoimanova@nu.edu.kz
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Appendix E: CtyaeHTTepre apHajarad IaKbIpy XaTbl

Kypw™merTi ctynenrrep,

Mewnin ecimim — Menzip lloiimanoBa, men Hazap6aes YuuBepcuteringe «binim 6epyeri
KeII0aCIIbIIBIK» MaruCTPAaTypPaChIHBIH €KiHINI Kypc CTyA€HTIMIH. Maructpiik
aHccepTanusaM aschiiga KasakcTan yHUBEPCUTETTEPIHIIE QNICYMETTIK JKeieri
MapKETUHITIH KaJaif KOJAaHBUIATHIHBIH 3€PTTEIl KATHIPMBIH. 3epTTEYAiH MaKCaThl —
MEMJIEKETTIK JKOHE JKEKEMEHIIIK YHUBEPCUTETTEP 1€ KOJIAAHbUIATBIH CTpaTerHsIap/Ibl
3epJererl, CaabICTBIPY.

Ciznepai ocel 3epTTeyre KaTbicyFa makbipaMblH. KaTbicyra kemiccenis, Ciz0eH kapThliaii
KypbUIBIMJaNIFaH cyx0art xxyprizinesni. Cyx0aT y3aKThIFbl Oip caraTTaH acmaiibl xKoHe
Cisre pIHFAIIBI YakbITTa OeTne-0eT Hemece oHNaifH oTki3ineni. Ci3miH KeniciMiHI30eH
cyx0aT ayanoskaz0ara ska3puiajibl. bapibik aknapaT KaTaH KYNus CaKTalaabl, 3epTTey
eceOiH/Ie aThI-)KOHIHI3 HEMece KeKe MATIMETTep KepceTiMe .

3epTTeyre KaThICy €piKTi TypJe Ky3ere acajsl xkoHe merniMini3 Ci3liH yarepiMiHi3re
HEMece YHUBEPCUTETTEr1 MOpTeOeHI3re el acep erneiini. ©3 TaxipudeHizoeH Oeicy
apKbUIbl YHUBEPCUTETTEPAIH CTYJCHTTEP/IH 9JICYMETTIK XKeJJIepMEH Kajlail sKyMBbIC
ICTEUTIHIH KaKChIpaK TYCIHYiHE KOHE XKOFaphl OUTIMAET] 9JICYMETTIK JKEeNieTi MapKETHHT
TOXKIpUOECIH JKETUIAIpyiHE KOMEKTECECi3.

Erep KpI3bIFYNIBUTBIK TAHBITCAHBI3, MaFaH xabapnackiHbl3. Coman keitin Cisre memnrim
KaOBbUTIaY/IbIH aJIIbIH/Ia TAHBICKII MIBIFY YIIIiH KeIiciM HbICaHbI KiOepineni. Erep
CYpaKTapbIHbI3 TYBIHIACA HEMECE KOChIMIIIA TYCIHIKTeME KaKeT 0oica, MEHIMEH
OaiiaHpICyFa TapTHIHOAHBI3.

Ocbl maKbIpy/Ibl KAPACTHIPFAHBIHBI3 YIIIIH JIFBIC OL1IPEMiH.

I3ri Tinekmex,

Meuanip LloiimanoBa

Maructpatypa ctyaenrti, «binim Oepyaeri kemobacmbuibK: JKozapel 6inim»
Hazap6aeB YHuepcureri, JKozapul 6inim bepy mekmedi

Teaedon: 8 708 324 36 64

DJIeKTPOHABIK nmomTa: moldir.shoimanova@nu.edu.kz
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Appendix E: IIpurnacurejbHOe MHCBMO AJIsI CTY/ICHTOB

YBajkaeMble CTYyICHTHI,

Memns 30ByT Monsaup IlloliMaHOBa, 51 CTyA€HTKA BTOPOIO Kypca MaruCTparypsl 1o
nporpamme «JIunepctBo B oOpasoBanumn» B HazapbaeB YHuBepcurere. B pamkax cBoeit
MarucTepCKON AUCCEPTALUH 5 IPOBOKY UCCIEAOBAHUE O TOM, KAK YHUBEPCUTETHI B
Kaszaxcrane ucnonb3yroT MApKETHHT B COUUANIBHBIX ceTsaX. Llenb nuccnenoBanus — n3y4urhb
U CPaBHUTb CTPATETUH, IPUMEHSAEMBIE B TOCYJaPCTBEHHBIX U YACTHBIX YHUBEPCUTETAX.

S npurnamaro Bac npuHATE ygacTue B JaHHOM HccienoBanuu. Ecim Bl cormacurecs,
Bawm Oyzer npeanoxeHo NpouTH MoIyCTPYKTYpUPOBAHHOE HHTEPBbBIO
MIPOJIOIDKUTEIHLHOCTBIO HE O0iee 0JHOTO Yaca. IHTepBbIO MOXKET MIPONUTH B OUHOM
¢dopmare WM OHIAKWH B 3aBUCHMOCTH OT TOT0, Kak Oynet yaoonee Bam. C Bamero
COTJIacHsl UHTEPBbIO OyJeT ayauo3anucano. Best nungopmanms octraHeTcs CTporo
KOH(HICHIINATBHOM, B UCCIIEOBATEILCKOM OTUETE HE OyIyT YIIOMSIHYTHl IMEHA WU
Apyrue UACHTU(GUIUPYIOIINE TaHHbIC.

Yyactue siBhsieTcsl 10OPOBOIBHBIM, U Barie perieHrne yuacTBOBaTh HUKAK HE MOBJIHSIECT Ha
Bamm onieHKu nwim nosio)keHue B yHuBepcuteTe. [1oaenmBiumcs CBOMM ONbITOM, Bbl
CMOXETE MOMOYb YHUBEPCUTETAM JIYUIIE NOHATH, KaK CTYICHTBI B3aUMOJICCTBYIOT C
COLMAJIbHBIMU CETSIMH, U KaK MOKHO YJIYUIIUTh ITPAKTUKY MAPKETHUHIA B BBICIIEM
o0Opa3oBaHUM.

Ecnu Bbl 3auHTEpecoBaHbl, MOXKAIYHCTA, CBSKUTECH CO MHOM [T OJTYYeHUS OPOOHOM
uHpopmanuu. 3atrem Bbl momyuute hopMy cornacus sl 03HAKOMIICHHS TTepe]
npuHsaTHeM pemeHus. Ecnu y Bac BOZHUKHYT BOIPOCH WiIM OTPeOyeTcst pa3bsiCHEHHUE,
NoXKaJlyiicTa, He CTeCHsAHTeCh 00paaTbes KO MHE.

biaronapro Bac 3a paccMOTpeHHEe JaHHOTO IIPUTTIAICHUS.

C yBaxxeHuew,

Mouasaup lloitmanoBa

CryneHTka MarucTpatypsl o nporpamme «JlunepctBo B o0pa3oBanuu: Beicuiee
obpazosanue»

Hazap6aeB YHuBepcutet, Briciias nikona o6pa3zoBaHus

Teaedon: 8 708 324 36 64

JJekTpoHHast moyta: moldir.shoimanova@nu.edu.kz
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Appendix F: Interview protocol for staff

Introductory

1. Could you describe your role at the university and your main responsibilities
related to social media?
2. How long have you been working in this position?

RQ1. What social media marketing strategies are currently used by public and
private universities in Kazakhstan?

3. Which social media platforms does your university prioritize, and what factors
influence these choices?

4. What types of content or campaigns do you use most frequently, and why do you
think they are effective for your audience?

5. Are there any collaborations or partnerships you use to expand your reach on social
media (e.g., with student ambassadors, alumni, or external figures such as
influencers, bloggers)?

6. How is responsibility for planning, creating, and approving social media content
organized within your institution?

RQ2. How do these strategies differ or overlap between public and private
universities?

7. How would you describe the main goals or objectives of your university’s social
media activities?

8. What resources or support are available for social media marketing, and how do
these influence what can realistically be done?

9. What challenges does your institution face in managing social media marketing,
and how do you address them?

10. If you could change or improve one thing about your university’s social media
strategy, what would it be?

RQ3. How can social media marketing be used effectively at higher education
institutions?

11. What indicators do you use to evaluate whether your social media activities are
successful?

12. Can you share an example of a post or campaign that you feel worked particularly
well, and why?

Closing/ Reflection

13. Based on your experience, what recommendations would you make for universities
in Kazakhstan to strengthen their social media presence?
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Appendix F: Kpi3meTkepJiepre apHajaran cyx0at xarraMmachl

Kipicne cypakrap

1. Ci3 yHUBEPCHUTETTET1 63 POIIHI3/I1 )KOHE JIEYMETTIK JKeTiIepre KaTbICThl HET13T1
MiHETTepiHI3/i cunaTran oepeciz 6e?
2. OchbI KbI3METTE KaHIIIa YaKbIT )KYMBIC ICTeII KeJeci3?

3eprrey cyparbl 1 (RQ1). KazakcTaHgarbl MeMJIEKETTIK JKOHE JKeKeMeHIIiK
YHHBepCHUTeTTep Ka3ipri yakbITTa KaHIal dJ1eyMeTTIK KeJlieri MapKeTHHITIK
cTpaTerusjiapabl KOJAaHaabl?

3. Ci3ziH yHUBEPCUTETIHI3 Kail aJIeyMEeTTIK Xkeliiepre 6ackMIbIK Oepeai xoHe Oy
TaHaay KaHaai gakropiapra OaliaHbICThI?

4. Cizgep KaHzail KOHTEHT TYPJIEPiH HEMece KaMIaHUsIIapbl kUi KOJIIaHACKI31ap
’KOHE OJIapbl AyAUTOPUS YIIIH THIMJII €T OWIaybIHBI3AbIH cebebi Hene?

5. OneymerTik xeninepae keOipek ayAUTOpHUsFa )KeTy YILiH ci3aep KaHaai na Oip
OpINTECTIK HEMECE CEPIKTECTIKTI MaijanaHach3aap Ma (MbICallbl, CTYACHT-
ambaccaiopIapMeH, TYJIEKTepMEH Hemece Oiorepiep, HHIIOSHCEpIep CHIKTHI
CBIPTKBI TYJIFAJIapMEH)?

6. Ci3ziH OKY OpHBIHBI3IA QJICYMETTIK KeJli KOHTEHTIH JKocmapiay, JaiblHAay jKoHe
OeKiTy JKayarKepIIiIiri Kainaid yHbIMIacThIpbLUIFan?

3eprrey cyparbl 2 (RQ2). By cTparerusijiap MeMJIeKeTTiK KIHe JKeKeMeHIIIK
YHHBepcHUTeTTepe Kajlail epeKieeHe/li HeMece yKcac Keye/i?

7. Ci3aniH yHUBEPCUTETIHI3/IH 9JIEyMETTIK JKeiIeTi Heri3ri MaKcaTTaphl KaHOa aemn
cunarTap eini3?

8. OIeyMeTTIK )eJiieri MapKeTHHIKEe KaH/lall pecypcTap HeMece Koyigay KepceTiieani
’KOHE oJIap HaKThl MYMKIHIIKTepre Kajaii ocep eresi?

9. Ci3ziH YHUBEPCUTETIHI3 QJICYMETTIK JKEJieTi MapKEeTUHITI KYpri3yie KaHnai
KHUBIHABIKTApFa Tar 00JIajIbl KOHE OJIapAbl Kaiail merniecizaep?

10. Erep yHHBEpCUTETIHI3AIH 9JI€YMETTIK XKEJiJIeTi CTPAaTEerHsCHIH 03repTyre Hemece
KETUIIIpyre MyMKIHJIIK 0oJica, HeHi ©3repTy/ i Kanap eaiHiz?

3eprrey cyparsl 3 (RQ3). 7Korapsl 0Ky OpbIHAAPBIHAA JJI€YMETTIK KeJrigeri
MAapKeTHHITI THIMAI KOJIaHYyFa Kajai 0oa1aab1?

11. ©OneyMeTTiK *KeliJeri >KyMBICTapbIHBI3/IbIH COTTUIITIH OaFaiay yIIiH KaHaai
KOpCeTKIIITep i KoJgaHace3aap?
12. Ci3 e3iHi3 COTTI OTTI JieT €CEeNTEHTIH MOCT HEMECe KaMITAHUSFa MBICAIT KEITIpe
ajackI3 0a, YKOHE HEIIKTEH 0J1 THIM/I1 OOJIAbI 1T OMIaiChI3?
KopbITbinas! / Peduexcus

13. ©3 ToxipubeHizre cyiiene oTeIpbin, KazakcTan arel yHUBEPCUTETTEPTE JICYMETTIK
xeniaeri OefeniH HpIFAlTy YIIiH KaHJai yChIHBICTap Oepep eniHi3?
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Appendix F: UHTepBbIO-IPOTOKOJI AJI51 COTPYAHHKOB

BBoaHbIe BONPOCHI

1. Moruu 661 BbI onucaTh CBOIO pOJIb B YHUBEPCUTETE U OCHOBHBIE 00SI3aHHOCTH,
CBSI3aHHBIE C COLIUAIILHBIMU CETSIMU?
2. Kak gonro Bel paboTaere Ha 3TOM JOMKHOCTH?

RQ1. Kakune cTpaTernu MapKeTHHIa B COHAJIBbHBIX CeTAX B HACTOs1ee BPpeMs
HCIIO0JIB3YIOTCSl TOCYAaPCTBEHHBIMH U YaCTHBIMHU YHUBepcuTeTamu Kaszaxcrana?

3. Kakue counanbhblie cetu Bain yHMBEpCHTET CUUTAET MPUOPUTETHBIMU M KaKHe
(akTOpHI BIMAIOT Ha 3TOT BBIOOP?

4. Kaxue BUIbI KOHTEHTA WIM KaMIIaHWH BbI ncnosp3yere yaiie BCEro U noyemy
cunTaere uX d3PPEKTUBHBIMHU I CBOCH ayJUTOPUN?

5. Hcnonb3yere i1 Bel cCOTpyJHUYECTBO WK APTHEPCTBA JJIs PACLIMPEHUs OXBATa B
COLIMAJIBHBIX CETAX (HampuMep, CO CTYJCHUECKUMH aMbaccagopamu,
BBIITYCKHUKaMH WIM BHEIIHUMU JTUIIAMU UH]IIOeHCepaMHu, Oyiorepamu)?

6. Kak B Bamewm yHuBepcuTeTe OpraHu30BaH MpoLECcC MIIAHUPOBAHUS, CO3AaHUS U
YTBEP)KJICHHUS KOHTEHTA [Tl COLIMAIBHBIX CeTei?

RQ2. YeM 0T/INYAIOTCHA MM B Y€M COBNANAIOT 3TH CTPATErHH B FOCYAAPCTBEHHBIX U
YACTHBIX YHHBEPCUTETAX?

7. Kaxk Ol BbI onrcany OCHOBHBIE LIENIH MM 3aaud COLMAIBHEIX ceTel Barmero
yHHUBEpcuTeTa?

8. Kakue pecypchl uiau noaaepkka mpeaoCTaBIsIOTCs A1 MAPKETHHIa B COLMATbHBIX
CeTSAX M Kak OHU BIUSIOT HA TO, UTO BBl MOKeTe Jenarh Ha MpakTuKe?

9. C kakuMH TPYyAHOCTSAMHM CTAJIKMBaeTcsl Bail yHuBepcuTeT npu BeACHUU
MapKEeTHHIa B COLMATIbHBIX CETAX U Kak Bel ux pemraere?

10. Ecnu 661 y Bac 0bl1a BO3MOXHOCTh U3MEHUTH WIIN YITYYIIUTh YTO-TO B CTPATETUU
Bamero yHuBepcuTeTa 1o CoualbHbIM CETSIM, YTO ObI 3TO ObLIO?

RQ3. Kak MmoxkH0 3¢ (PeKTHBHO HCN0JIB30BATH MAPKETHHT B COIUAJIBHBIX CETAX B
BBICHINX Y4eOHBIX 3aBeJeHUAX?

11. Kakue noxazarenu Bsl ucnonp3yere sl OLEHKH YCIIEIIHOCTH AESITEIbHOCTH B
COLIMAJIbHBIX CETAX?

12. Moxete 11 Brl mpuBecTH npumep MocTa Wik KaMInaHuH, KOTopele, Ha Bar
B3IJISA]1, OBLIIM OCOOCHHO YCIICUTHBIMH, U OOBSICHUTD MTOYeMy?

3akiarouenue / Pediexcus

13. OcHoBbIBasich Ha Barmiem ombiTe, Kakue pekoMeHau Bel Moriu Obl 1aTh
yHuBepcuTeTaM Kazaxcrana ajist yKperieHusl UX MPUCYTCTBUS B COLUATBHBIX
ceTax”?
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Appendix G: Interview protocol for students

Introductory

1. Could you tell me a little about yourself, what program and year you are in?
. Which social media platforms do you use most often in general?
3. Which university social media accounts do you follow (Instagram, TikTok,
Telegram, etc.)?

RQ1. What social media marketing strategies are currently used by public and
private universities in Kazakhstan?

4. What types of posts from your university catch your attention most?
5. How often do you see or interact with your university’s posts on social media?
6. Do you find the information you need easily on your university’s social media?

RQ2. How do these strategies differ or overlap between public and private
universities?

7. Did social media play a role in your decision to study at this university? If yes, how?
8. Do you feel the university’s social media shows real student life and campus
experiences, or is it more promotional?

9. How do your friends at other universities describe or share their universities’ social
media? Do you notice any differences compared to yours?

RQ3. How can social media marketing be used effectively at higher education
institutions?

10. Have you ever given feedback or asked questions through social media? If yes,
how was the response?

11. What could your university do to make its social media more helpful or attractive
for students like you?

Closing / Recommendations

12. If you could give one piece of advice to improve university social media in
Kazakhstan, what would it be?
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Appendix G: CtyaeHTTEepre apHAJIFaH cyxX0aT XaTTamMachl

Kipicne cypakrap

1. O3iHi3 Typanbl KbICKalIa aiTeIn Oepecis Oe: Kail 6armapiamaia )koHe Kail Kypcera
OKHCBI3?

2. JKanmsl Kaif aleyMeTTIK KeJiiep i )Kui KoJIJaHachI3?

3. YHHUBEpCHUTETTIH KaHJall oJIeyMETTIK XKeJliJieri pecMH MapakiianapbiHa
xa3putradchi3 (Instagram, TikTok, Telegram, T.6.)?

RQ1. KazakcTanaarsl MeMJIEKETTIK KIHe KeKeMeHIIIK YHUBePCUTeTTepAe KaH1au
JJIEYMETTIK :KeJileri MApKeTHHITIK CTPATEerusjiap KOJIAHbLIaAbI?

4. YHUBEpCUTETIHI3IH KaH/Aal jka30aapbl/IOCTTaphl Ci3/1H Ha3apbIHBI3AbI KOOipeK
aynapasisl?
5. YHHUBEpPCHUTETIHI3IIH 9JICYMETTIK XKeJieri )ka30amapblH/IOCTTapbIH KaHIIATBIKTHI
KMl Kepeci3 HeMece oJlapra peakius xKacancoiz?
6. YHHUBEpPCHUTETIHI3IIH 9JICYMETTIK XKeJiJepiHeH KaXKeT aKIapaTThl OHail Taba ajachl3
6a?
RQ2. By cTparerusiiap MeMJIeKeTTIK 7K9He JKeKeMeHIIiK YHHBepcuTeTTepae Kajai
epeKiIesieHeli HeMece yKcac Keyemi?

7. Omneymerrtik xeninep Ci3fiH OCbl YHUBEPCUTETTI TaHIAybIHbI3Fa ocep eTTi Me?
Erep uo Oonca, kanaii?

8. Ci3niH YHUBEPCUTETTIH QJIEYMETTIK JKeJIJIepl YHUBEPCUTETTIH LIBIHANbBI
CTYACHTTIK ©Mipi MEH KaMITyC TOXIpuOeciH KepceTe i e OinanceI3 0a, ane
Ke0ipeK >kapHaMabIK CHIaTTa Ma?

9. backa yHuBepCcUTETTEP/I€ OKUTBIH JOCTAPBIHBI3 63 YHUBEPCUTETTEPIHIH
QJIEYMETTIK JKeJIJIepi Typalibl He JIeii1l Hemece oJlap/ibl Kanaid CHIaTTai 1?7
CiznikiMeH CcaJbICTBIpFaH/ia albIpMaIIbUIBIK Oap Ma?

RQ3. Korapbl 0Ky OpbIHAAPBIHAA JJICYMETTIK KeJIiieri MapKeTHHITI THIM/i
KOJIIaHYFa KaJjiai 0oaaabi?

10. Ci3 aneyMeTTiK JKeisiep apKbUIbl Kepi Oaianpic OepreH Hemece CypaK KoHFaH
Ke3iHi3 6onabl Ma? Erep uo Gorca, xayan Kanait 6011617
11. Ci3giH OMbIHBI3IIA, YHUBEPCUTETTIH JIEYMETTIK JKeJiCl CTYyACHTTEep YILiH
naianpipak Hemece TapTHIMABIPAK OOJyBI YIIIH HE icTeyl Kepek?
KopbITbiHABI / ¥ cbIHBICTAP

12. Erep Ci3 Kazakcrannarsl yHUBEPCUTETTEPIIH QJICYMETTIK JKEIIJIepiH jKaKcapTy
yIiH Oip KeHec Oepe ajcaHbI3, 0J1 KaHaai 6omnap eni?
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Appendix G: UHTepBbIO-TIPOTOKOJI /151 CTY/ICHTOB

BBoaHbIe BONPOCHI

1. Pacckaxute HEMHOTO 0 ce0e: Ha KaKkoi mporpaMme U Ha KakoM Kypce Bbl
y4uTech?

2. Kakumu conyanbHbIMU ceTsMU Bbl monb3yerech vaiie Bcero?

3. Ha xakue o¢unmanbHble aKKayHThl YHUBEPCUTETA B COLIMAIBHBIX CEeTAX BbI
noanucansl (Instagram, TikTok, Telegram u ap.)?

RQ1. Kakue cTpaTernu MapKeTHHIa B COHAJIBHBIX CeTAX B HACTOsIee BPpeMs
HCIIO0JIB3YIOT FOCyAapCTBeHHbIE U YacTHbIe YHUBepcuTeThl Kazaxcrana?

4. Kaxue myOnaukanuy yHUBEPCUTETA Yallle BCEro MpuBiekaroT Bame BHuManue?

5. Kaxk gacto Bel BunuTe mim B3aMMOAEMCTBYETE C IOCTAMHU YHUBEPCUTETA B
COLIMAJIbHBIX CETAX?

6. Jlerxo mu Bel HaxoauTe HYKHYIO HH(POPMALIMIO B COLUAIBHBIX CETAX
yHHUBEpcuTeTa?

RQ2. YeM 0T/INYAIOTCA MM B Y€M COBNANAIOT 3TH CTPATErHH B TOCYAAPCTBEHHBIX U
YACTHBIX YHHBEPCUTETAX?

7. IloBnusnu v colpaibHbIe CETH Ha Ballle perenue nocTynuThb B 3TOT
yauBepcuret? Eciu na, To kakum obpazom?

8. Cuauraere 11 Bbl, 4TO collMaIbHBIE CETH YHUBEPCUTETA OTPAXKAIOT PEAIBHYIO
CTYACHYECKYIO ’KM3Hb U OIBIT HA KAMITyCe, MJIM OHU HOCST OOJIbILIE PEeKIaMHBIH
xapakrep?

9. Kaxk Bamm n1py3ps U3 Apyrux yHUBEPCUTETOB ONUCHIBAIOT WIN ACIATCS
COLIMAJIbHBIMU CETSIMU CBOUX YHUBEPCUTETOB? 3aMeuaeTte a1 Brl paznuuus no
CpaBHEHHUIO ¢ Bamum yHuBepcuteTom?

RQ3. Kak MmoxkHO0 3¢ (PeKTHBHO HCN0JIB30BATH MAPKETHHT B COIUAJBHBIX CETAX B
BBICHINX Y4eOHBIX 3aBeJeHUAX?

10. [Ipuxoaunock 11 Bam ocTaBisATh OT3bIBBI WM 33/1aBaTh BOIIPOCHI Yepe3
coruanbHbeie cetr? Ecnu 1a, To KakuM ObLI OTBET?

11. Yto, Ha Bamr B3risi, yHUBEpPCUTET MOT OBI ClIelaTh, YTOOBI €r0 COLUATbHBIC CETH
ObUTH OOJiee TOJIE3HBIMU W MPUBJICKATEIILHBIMY JIJISI CTYACHTOB, TAKMX Kak Boi?

3akaouenue / Pekomenaganuu

12. Ecnu 661 Bbl MOTIN 1aTh OZMH COBET JJIS YIIyUILICHHUS COLMANBHBIX CeTei
yHuBepcureToB Kaszaxcrana, yTo 061 3T0 ObLI0?
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Appendix H: Interview coding

Student of Private Uni — Number 1
1. Could you tell me a little about yourself, what program and year you are in?

Participant:
My name is . I am a second-year student at , majoring in Software
Engineering. In addition to my studies, I work as a product manager at an Al start-up.

2. Which social media platforms do you use most often in general?

Participant:

The platform I use most often is Telegram, because all my academic and work-related
communication happens there. At our university, Telegram is the main channel for both
study and work chats.

Instagram is the second most frequently used platform, as I use it to communicate with
friends and post personal content.

In third place are WhatsApp and LinkedIn. I mainly use WhatsApp to communicate with
relatives, while LinkedIn is used to follow professional news, publications, and updates
from colleagues.

3. Which university social media accounts do you follow (Instagram, TikTok,
Telegram, etc.)?

Participant:
I follow my university’s accounts on Telegram and Instagram. I check Instagram more
often because visual content is easier to perceive than text.

I do not actively follow the university on LinkedIn, as I find it less engaging. I am also
subscribed to other universities’ accounts, such as Nazarbayev University, and
occasionally follow other local or international universities if they appear in my
recommendations.

RQ1. What social media marketing strategies are currently used by public and
private universities in Kazakhstan?

4. What types of posts from your university catch your attention most?

Participant:

I mainly pay attention to posts that provide useful and relevant information. For example, a
post announcing a competition for academic mobility stood out to me because all the
requirements were clearly explained.

I also really like posts where students share their personal experiences. One of my
favourite posts featured an international student talking about their experience studying at
the university, professors, and campus life. I enjoy content based on real student
experiences rather than purely informational announcements.
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In terms of format, I prefer video content because it helps me better immerse myself in
someone’s experience. I also like Instagram carousels with short text on the slides, as they
create a storytelling effect.

5. How often do you see or interact with your university’s posts on social media?

Participant:
I see my university’s posts quite regularly on Instagram. I usually like most posts as long
as they do not contain negative or inappropriate content.

I have shared university posts when I was personally featured in photos. In general, I
interact with content passively through likes, rather than comments, unless the post
directly concerns me.

6. Do you find the information you need easily on your university’s social media?

Participant:
Basic information, such as how to apply or general announcements, is easy to find because
it is usually saved in highlights.

However, when I need more specific information, for example about how a competition
was organised in previous years, it becomes much harder to find. In such cases, I have to
scroll through many posts, which is not very convenient.

RQ2. How do these strategies differ or overlap between public and private
universities?

7. Did social media play a role in your decision to study at this university? If yes,
how?

Participant:
Social media played an indirect role in my decision. My choice was influenced more by
reviews and opinions shared by other students, especially my friends.

I also watched YouTube reviews where students shared their experiences at the university.
These videos helped me understand what studying there would be like. Instagram and
YouTube influenced my perception the most, especially content that showed real student
life and honest reviews.

8. Do you feel the university’s social media shows real student life and campus
experiences, or is it more promotional?

Participant:
Some content does show real student experiences, especially posts where students talk
about their personal journeys. However, overall, the content still feels quite promotional.

While the visual style is consistent and well-designed, it sometimes feels more like content
from a college or even a high school rather than a university. I think the content could be
more mature and reflect real university life more deeply.
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9. How do your friends at other universities describe or share their universities’
social media? Do you notice any differences compared to yours?

Participant:

Most of my friends study at Nazarbayev University or other public universities. I do not
notice major differences in content strategy overall, as most universities seem to follow
similar trends.

However, Nazarbayev University often uses professional filming and higher-quality
visuals, which makes their content look more prestigious. When students are reposted by
their university, they usually feel proud because of the large audience and high-quality
presentation. Compared to that, reposts from my university feel more neutral.

RQ3. How can social media marketing be used effectively at higher education
institutions?

10. Have you ever given feedback or asked questions through social media? If yes,
how was the response?

Participant:

Yes, I once gave negative feedback through direct messages. I felt that one post had sexist
elements, particularly in how students were selected for filming. I expressed my concerns
to the university.

The response I received was very generic and felt template-based, almost as if it was Al-
generated. This left a negative impression.

In general, responses to positive comments are usually quick, while responses to negative
feedback take longer. Most replies feel quite uniform, although sometimes the tone feels
more human.

11. What could your university do to make its social media more helpful or attractive
for students like you?

Participant:
I would like to see more humour and irony in the content, including the ability to laugh at
oneself. Showing only a polished image does not feel authentic.

More personal stories would make the content more engaging—for example, stories of
professors, international students, activists, or everyday student experiences.

I also think universities should focus more on quality rather than quantity or chasing
trends. Platforms like YouTube and LinkedIn should be used more actively, especially for
educational and research-related content.

Closing / Recommendations

12. If you could give one piece of advice to improve university social media in
Kazakhstan, what would it be?

Participant:
Universities should prioritise quality over quantity and trend-following. Social media
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should not only promote achievements but also share meaningful educational and research

content.

Universities should invest in mature, authentic storytelling that reflects real university life,
while also using platforms like YouTube and LinkedIn more strategically to build trust and

credibility.

Table 1. Example of Coding Process: Private University

Research | Raw Data Extract Initial Code Category Theme

Question

RQI. “Instagram is the main platform priority platform use | platform
priority platform” strategy
(PrM1)

RQ1 “I check Instagram more | visual accessibility | student platform
often because visual media habits | strategy
content is easier” (PrS1)

RQ1 “Telegram is the main functional operational | platform
space for academic and | communication platform strategy
work-related role
communication” (PrS1)

RQI “TikTok is used more for | entertainment- platform- platform
entertainment-oriented oriented platform | specific strategy
content” (PrM1) use purpose

RQ1 “Video content receives | video engagement | content content
the highest engagement” effectiveness | orientation
(PrM1) and format

preferences

RQI “Video helps me better immersive content | preferred content
immerse myself in formats orientation
someone’s experience” and format
(PrS1) preferences

RQ1 “Captions are always in | multilingual linguistic language
English, Russian, and posting accessibility | and
Kazakh” (PrS3) accessibility




