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ENVIRONMENTAL, MARKETING-MONITORING AND
STAKEHOLDER APPROACHES TO INSTITUTIONAL QUALITY
ASSURANCE IN HIGHER EDUCATION

The content of environmental, marketing-monitoring and stakeholder
approaches has been actualized and developed. The ways of their
implementation for internal quality assurance in higher education
institutions are proposed. The essence of the environmental approach in
higher education is considered as theory, methodology, tools of indirect
(through the environment) management of personal and professional
students’ formation, development, self~development and self-actualization of
the educational process subjects. The implementation of this approach is
presented through the introduction of a system of actions for the integral
quality assurance and development of educational environment components
in higher education institutions (value-oriented, socio-psychological,
informative-communicative, spatially-objective, the use of educational
monitoring technologies and feedback tools for the educational process
subjects. The marketing-monitoring approach involves studying the external
and internal environment in the higher education institutions as marketing
and creating strategies for education quality on this basis. Its
implementation will be presented in undertaking marketing-monitoring
studies, which form the basis of information quality management in higher
education institutions. The stakeholder approach allows to consider a
higher education institution as a stakeholder-company concentrating on the
parties concerned interests. The implementation of this approach is in
defining the parties concerned groups in a higher education institution
(external and internal stakeholders), studying their positions (aims,
interests, expectations, requirements, needs, etc.), as a consequence
presenting educational services quality evaluation and providing
appropriate changes in higher education institutions activity.

Keywords: quality assurance of higher education, environmental approach,
marketing-monitoring approach, stakeholder approach.
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Introduction

The training of modern specialists is carried out in the conditions of
active reformation of the national system of higher education in Ukraine,
which is aimed at joining the European educational environment, ensuring
the quality of higher education at the level of national and international
standards.

In the Communiqué of the Conference of European Ministers
Responsible for Higher Education «The Bologna Process 2020 — the
European Higher Education Area in the new decade» (28-29 April 2009),
the following priorities for the development of the European higher
education area are outlined: Social dimension: equitable access And
completion, Lifelong learning, Employability, Student-centered learning,
and the teaching mission of higher education, Education, research and
innovation, International  openness, Mobility, Data collection,
Multidimensional transparency tools, Funding [19].

The main components of the quality assurance, that a higher
education institution has to focus on, are identified in the Standards and
Guidelines for Quality Assurance, that is: Policy for quality assurance,
Design and approval of programs, Student - centered learning, teaching and
assessment, Student admission, progression, recognition and certification,
Teaching staff, Learning resources and student support, Information
management, Public information, On-going monitoring and periodic review
of programmes, Cyclical external quality assurance [18, p. 9-17].

The construction of internal quality assurance systems in higher
education institutions makes it necessary to turn to the international and
local research of theory and practice, to look for new approaches to the
management of the quality of educational activities and the results of higher
education. We propose to draw attention to the following methodological
approaches: 1) environmental, as the quality of educational results depends
on the quality of educational conditions and resources of higher education
institutions; 2) marketing-monitoring, as the providing of educational
services is carried out in open market conditions; 3) stakeholder approach,
as the quality of higher education must meet the requirements and needs of
the parties concerned.

Materials and methods

The article presents methods of analysis and generalization of
scientific research for studying the state of development of the problem;
modeling for determination the essence of environmental, marketing-
monitoring and stakeholder approaches to quality assurance in higher
education.
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Results

Ensuring the quality of higher education is directly related to the
formation of a qualitative model of the educational environment, its ability
to respond to external and internal changes, the availability of tools
(methods, technologies), monitoring demand and satisfaction of
stakeholders in higher education.

Quality of higher education is defined as «A multi-dimensional,
multi-level, and dynamic concept that relates to the contextual settings of an
educational model, to the institutional mission and objectives, as well as to
specific standards within a given system, institution, programme or
discipline» [14, p. 70].

Quality assurance — «An ongoing, continuous process of evaluating
(assessing, monitoring, guaranteeing, maintaining, and improving) the
quality of a higher education system» [14, p. 74].

Quality assurance at the institutional level will be facilitated by the
environmental approach.

Referring to the environmental approach in higher education was
considered by A. Artyukhina [1], M. Bratko [4], O. Horchakova, [8],
T. Menh [11], O. Yaroshinskaja [20] and others.

The study of above-mentioned research allows to consider the
environmental approach in higher education as: theory, methodology, tools
of indirect (through the environment) management of personal and
professional students’ formation, development, self-development and self-
actualization of the educational process subjects.

On the basis of the analysis and generalization of scientific research
of M. Bratko [4], O. Horchakova [8], and our previous studies
(G. Polyakova [13]) as for the educational environment in the higher
education institutions essence and structure, we define the educational
environment of a higher educational institution as a conceptually holistic,
loosely-coupled interconnections, conditions, impacts and resources that
excite, direct, support the activity of higher education institutions subjects
(internal stakeholders) for personal professional development, personal
potential realization and satisfaction of educational needs. Components of
the educational environment are the following: value-oriented, socio-
psychological, informative-communicative, organizational-active, spatially-
objective (physical and virtual).

An environmental approach to institutional quality assurance in
higher education will consist of introducing a complex of actions with the
higher education institutions educational environment, aimed at the integral
quality assurance and development of its components, taking into account
external and internal changes, equipped with educational monitoring
technologies and feedback tools for the educational process subjects.
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The second approach we have highlighted for providing quality
education in higher education institutions is the marketing approach. The
basis of the marketing approach in education can be found in the studies of
B. Bratanich [3], V. Dmitriiev [5], P. Gibbs [7], Ph. Kotler, K. F. A. Fox
[10], A. Pabedinskaite, M. Friman [12], Z. Riabova [16] and others.

In the marketing approach, the external environment in the higher
education institutions is considered as a marketing environment and
creating strategies for education quality on this basis, that is «a set of active
subjects and intensity operating outside the firm and affect the ability of the
marketing service management to establish and maintain relationships of
successful cooperation with target clients» [10, p. 103].

The marketing-monitoring approach to the internal quality assurance
in higher education institutions will be presented in creating a system of
marketing-monitoring studies, which form the basis of information quality
management: the study of world and national trends in the development of
higher education; the study of the labor market (demand, supply,
requirements);  determination the higher education institutions
competitiveness (its image, attractiveness, competitive advantages,
positioning in national and international ratings); definition of strategic
development state in higher education institutions; the study of competitors
in providing educational services.

Due to the growth of human-centred orientation in social-
pedagogical systems, the stakeholder approach based on R. E. Freeman
theory of the parties concerned focuses attention.

The stakeholder approach in higher education was considered by,
O. Belash, M. Popov, N. Ryzhov, Y. Ryaskov, S. Shaposhnikov [2],
M. Rahmanova, K. Solodukhin [15], V. Sawvinov, V. Strekalovskij [17] and
others. In these studies, consideration of stakeholders’ interests in
management, strategic analysis and image formation are considered.

The stakeholder approach allows higher education institutions to be
viewed as a stakeholder company, that is «an organization whose
precondition is the ability to establish and maintain relationships with the
parties concerned» (M. Rachmanova, K. Solodukhina) [15].

By R. E. Freeman definition, the parties concerned of the company
are «any individuals, groups or organizations that have a significant
influence on the decisions made by the firm and/or are under the influence
of these decisions» [6, p. 25].

V. Sawinov, V. Strekalovs’kij distinguish two groups of
stakeholders in higher education institutions: external and internal
stakeholders. External stakeholders include a state; regional executive
authorities and local self-government bodies; employers (representatives of
business and social sphere); students, entrants, their parents; different
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educational institutions located in the region; various public organizations
and associations [17]; to this list we suggest adding ratings agencies, quality
certification agencies (international, national); mass-media. The internal
stakeholders include students of all levels of education (undergraduate,
master's degree), post-graduate students, doctoral students; their parents;
scientific and pedagogical staff; educational auxiliary and administrative
staff [17]. To this list it is necessary to add functional structural units
(departments, faculties, laboratories, centres, groups, student youth
organizations).

The use of the stakeholder approach for ensuring the quality of
educational activities in higher education institutions will be presented by
means of technologies, tools for studying the positions of external and
internal stakeholders of higher education: their attitudes, demand,
requirements, needs, expectations, and satisfaction with the quality of
educational services. These data should be taken into account for the
appropriate changes in the organization and updating of the educational
process content.

Discussion and conclusions

The concept of «quality of higher educationy», «quality assurancex»
has been considered. On the basis of analysis and generalization of local
and foreign experience, the content of environmental, marketing-
monitoring, and stakeholder approaches in higher education institutions has
been reviewed and actualized. The ways of their implementation for internal
quality assurance in higher education institutions are proposed.

The use of environmental approach suggests the following:
1) defining the educational environment of a higher education institution as
a conceptually holistic, loosely-coupled interconnections, conditions,
impacts and resources that excite, direct, support the activity of higher
education institutions subjects (internal stakeholders) for their personal
professional, personal potential realization and satisfaction of educational
needs; 2) identification the structural components of the educational
environment (value-oriented, socio-psychological, informative-
communicative, spatially-objective); 3) providing a system of actions with
the higher education institutions educational environment, aimed at the
integral quality assurance and development of its components, taking into
account external and internal changes; 4) the use of educational monitoring
technologies and feedback tools for the educational process subjects.

Using the marketing-monitoring approach is assumed: 1) defining
the external and internal environment in the higher education institutions as
marketing; 2) conducting marketing - monitoring studies, that form the
management information basis of marketing management in higher
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educational institutions; 3) making on this basis management decisions as
for educational activity quality and higher education results quality.

The implementation of the stakeholder approach to institutional
quality assurance in higher education is as follows: 1) to consider higher
education institutions as stake-companies; 2) to identify parties concerned
groups (external and internal stakeholders); 3) to study external and internal
stakeholders’ positions (aims, interests, expectations, requirements, needs,
etc); 4)to present educational services quality evaluation; 5) to provide
appropriate changes in higher education institutions.

The use of the above-mentioned approaches in higher education
institutions will allow to create such an internal quality assurance system
that takes into account changes in the external and internal environment of
higher educational institutions, will be based on a marketing strategy in
providing educational services, will have operational information support to
identify the main interests and educational needs quality of all the parties
concerned.
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I'anna IlonsikoBa. CepenoBunHuii, MapKeTHHI0BO-
MOHITOPMHIOBMIi, CTeHKX0/1IepChbKUIl MiAX0AM A0 iHCTHTyaliliHOro
3a0e3MeveHHs] IKOCTi BUILOI OCBIiTH.

Axmyanizoeano ma po3Kpumo 3micm cepedosUWHO20, MAapKemuUH2060-
MOHIMOPUHZ08020, CMEUKX0I0EPCbKO20 Ni0X00I8. 3anponoH08aAHO WLSIXU iX
3acmocy8anus  O1A  GHYMPIWHBLO20 3a0e3neYenHs AKOCMi Yy 8UUOMY
Hasyambomy 3akiadi. Cymuicmes cepedoguuno2o nioxoody y euwyiil wKoJi
PO321A0AEMBCA AK Meopis, MemoOoa02is, IHCMPYMEHm ONocepeoKo8ano20
(uepes cepedosuuye) YNpaeninus ocobucmicho-npogecitinum
CMAHOGNEHHAM —~ CMYOeHMi8,  PO36UMKOM, camopo3gumkom — ma
camopeanizayicio cyb’ekmié o0c8imHb0o20 npoyecy. 3acmocy8aHHA UbO2O
nioxooy noas2ae y: 3anpo8aodicenHi cucmemu Ol i3 IHMe2panIbHO20
3a0e3neuents AKOCMI Ma PO3GUIMKY KOMNOHEHMI8 OCEIMHbO2O cepedosuuid
BUW020 HABYANLHO2O 3aKNady (YiHHICHO-OpiEHMayilinozo, CoOYianrbHO-
NCUXONI02IUHO2O0, Op2aHizayitino-0isIbHICHOZO, ingopmayitino-
KOMYHIKAYitiho20, NPpOCmOopo8o-npeomMemHo20); GUKOPUCMANHI MEeXHON02il
0CBIMHbO20 MOHIMOPUHSY MA THCMPYMEHmapilo 3860pOMHO20 38 S3KY i3
cyb’ekmamu oc8imHb020 npoyecy. MapkemunHeo080-MOHIMOPUHE08ULL NIOXIO
nepeobauac GUGHEHHA 308HIUHBO20 | GHYMPIUHBO20 CEPeOSUWA U020
HABUANILHO2O0 3AKIA0Y AK MAPKemuH208020 ma nobyoogy Ha yill OCHOSI
cmpameziii 3a6e3neuenns sxocmi oceimu. Hozo 3acmocyséanus nonseamume
Y NPOBEOeHHi  MAapKemuH2080-MOHIMOPUH208UX — OOCHIOMNHCEeHb,  AKI
cKIaoaroms  iHGopmMayiliny — OCHO8Y  YNPAGNIHHA  AKICMIO  OCIMHbLOL
disnbnocmi BH3. Cmetikxondepcobkuti nioxio 00360448€ po32naoamu Uiyl
HABYANLHULL 3aKNA0 AK CMEUKX0I0ep-KOMNAHII0, 30Cepedicyeamu yeazy Ha
8PAXYBAHHI iHMepecie 3ayiKagieHuUx CMopiH. 3acmocy8ants ybo2o Nioxooy
noifeaE y GU3HAYEHHI 2pYn 3ayiKAGleHUX CMOpIH (BHympiwHix ma
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306HIWHIX CMEUKX00epis), 00CaiOdceHHs IX no3uyit (yinet, iHmepecis,
OUIKY8aHb, BUMO2, NOMped MOW0), GU3HAYEHHI HA YIU OCHOBI SAKOCHI
HAOAHHS OCGIMHIX NOCHYe, pIGHA 3A00601€HOCMI SKICMIO oceimu ma
30TUCHEHHS GIONOBIOHUX 3MIH Y OBLILHOCHIE BUL020 HABYANIBHO20 3aKNA0Y.
Knrouosi cnoea: 3abesneuenns saxocmi euujoi oceimu, cepedosUnHUll
nioxXio, MApKemMUH20680-MOHIMOPUHEOBUL NIOXI0, CMEUKX0A0ePCbKULL NIOXIO.
Ganna Polyakova. Podejscie Srodowiskowe, podejscie
marketing-monitoring i podej$cie interesariuszy do zapewnienia jakosci
wyzszego wyksztalcenia.
Ujawnia si¢ tres¢ podejscia Srodowiskowego, marketing-monitoring,
podejscia interesariuszy. Omdéwiono SPOsoby jego zastosowania do
wewnetrznego zapewnienia jakosci w szkolnictwie wyzszym. Istotg
podejscia srodowiskowego w szkolnictwie wyzszym jest teoria, metodologia
narzedzia (poprzez Srodowisko) zarzqdzania osobistg i zawodowg formacjq
Studentow, rozwoj, samorozwoj i samorealizacja podmiotow procesu
edukacyjnego. Zastosowanie tego podejscia polega na wprowadzaniu
zintegrowanych operacji systemowych i zapewnieniu jakosci komponentow
srodowiska edukacyjnego uczelni wyzszej (oceniajqcy, orientacyjny,
spoleczno-psychologiczny, organizacyjny  dziafalnosé,  informacyjny
komunikacyjny, przestrzenny); za pomocq narzedzi edukacyjnych
technologii monitorowania i informacji zwrotnej z podmiotow procesu
edukacyjnego.  Podejscie  marketing-monitoring  obejmuje  badanie
wewnetrznedo i zewnetrznego srodowiska uczelni wyzszej jako marketing i
budowanie na tej podstawie strategii zapewniania jakosci. Jego stosowanie
bedzie polegato na prowadzeniu badan marketingowych i monitorowaniu,
co umozliwi stworzenie bazy wiedzy zarzqdzania jakoscig edukacji w
uczelni. Podejscie interesariuszy pozwala rozwazy¢ wyzszej uczelni jako
interesariuszy-firmy, skupi¢ si¢ na uwzglednieniu zainteresowania stron.
Jego  stosowanie polegalo w  identyfikacji  grup interesariuszy
(wewnetrznych i zewnetrznych), badanie ich pozycji (cele, zainteresowania,
oczekiwania, wymagania, potrzeby etc.), wyznaczanie podstaw jakosci
ustug edukacyjnych, poziomu zadowolenia z jakosci ksztalcenia i wdrazania
odpowiednich zmian w dziatalnosci uczelni.
Stowa kluczowe: zapewnienie jakosci wyksztalcenia wyzszeQo, podejscie
srodowiskowe, podejscie marketing-monitoring, podejscie interesariuszy.
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