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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. 
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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 

сreating 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. Savvinov, 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. Savvinov, 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 education», «quality assurance» 

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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Ганна Полякова. Середовищний, маркетингово-

моніторинговий, стейкхолдерський підходи до інституаційного 

забезпечення якості вищої освіти. 

Актуалізовано та розкрито зміст середовищного, маркетингово-

моніторингового, стейкхолдерського підходів. Запропоновано шляхи їх 

застосування для внутрішнього забезпечення якості у вищому 

навчальному закладі. Сутність середовищного підходу у вищій школі 

розглядається як теорія, методологія, інструмент опосередкованого 

(через середовище) управління особистісно-професійним 
становленням студентів, розвитком, саморозвитком та 

самореалізацією суб’єктів освітнього процесу. Застосування цього 

підходу полягає у: запровадженні системи дій із інтегрального 

забезпечення якості та розвитку компонентів освітнього середовища 

вищого навчального закладу (ціннісно-орієнтаційного, соціально-

психологічного, організаційно-діяльнісного, інформаційно-

комунікаційного, просторово-предметного); використанні технологій 

освітнього моніторингу та інструментарію зворотного зв’язку із 

суб’єктами освітнього процесу. Маркетингово-моніторинговий підхід 

передбачає вивчення зовнішнього і внутрішнього середовища вищого 

навчального закладу як маркетингового та побудову на цій основі 

стратегій забезпечення якості освіти. Його застосування полягатиме 
у проведенні маркетингово-моніторингових досліджень, які 

складають інформаційну основу управління якістю освітньої 

діяльності ВНЗ. Стейкхолдерський підхід дозволяє розглядати вищий 

навчальний заклад як стейкхолдер-компанію, зосереджувати увагу на 

врахуванні інтересів зацікавлених сторін. Застосування цього підходу 

полягає у визначенні груп зацікавлених сторін (внутрішніх та 
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зовнішніх стейкхолдерів), дослідження їх позицій (цілей, інтересів, 

очікувань, вимог, потреб тощо), визначенні на цій основі якості 

надання освітніх послуг, рівня задоволеності якістю освіти та 

здійснення відповідних змін у діяльності вищого навчального закладу. 

Ключові слова: забезпечення якості вищої освіти, середовищний 

підхід, маркетингово-моніторинговий підхід, стейкхолдерський підхід. 

Ganna Polyakova. Podejście środowiskowe, podejście 

marketing-monitoring i podejście interesariuszy do zapewnienia jakości 

wyższego wykształcenia.  

Ujawnia się treść podejścia środowiskowego, marketing-monitoring, 

podejścia interesariuszy. Omówiono sposoby jego zastosowania do 

wewnętrznego zapewnienia jakości w szkolnictwie wyższym. Istotą 

podejścia środowiskowego w szkolnictwie wyższym jest teoria, metodologia 

narzędzia (poprzez środowisko) zarządzania osobistą i zawodową formacją 

studentów, rozwój, samorozwój i samorealizacja podmiotów procesu 

edukacyjnego. Zastosowanie tego podejścia polega na wprowadzaniu 

zintegrowanych operacji systemowych i zapewnieniu jakości komponentów 
środowiska edukacyjnego uczelni wyższej (oceniający, orientacyjny, 

społeczno-psychologiczny, organizacyjny działalność, informacyjny 

komunikacyjny, przestrzenny); za pomocą narzędzi edukacyjnych 

technologii monitorowania i informacji zwrotnej z podmiotów procesu 

edukacyjnego. Podejście marketing-monitoring obejmuje badanie 

wewnętrznego i zewnętrznego środowiska uczelni wyższej jako marketing i 

budowanie na tej podstawie strategii zapewniania jakości. Jego stosowanie 

będzie polegało na prowadzeniu badań marketingowych i monitorowaniu, 

co umożliwi stworzenie bazy wiedzy zarządzania jakością edukacji w 

uczelni. Podejście interesariuszy pozwala rozważyć wyższej uczelni jako 

interesariuszy-firmy, skupić się na uwzględnieniu zainteresowania stron. 

Jego stosowanie polegało w identyfikacji grup interesariuszy 
(wewnętrznych i zewnętrznych), badanie ich pozycji (cele, zainteresowania, 

oczekiwania, wymagania, potrzeby etc.), wyznaczanie podstaw jakości 

usług edukacyjnych, poziomu zadowolenia z jakości kształcenia i wdrażania 

odpowiednich zmian w działalności uczelni.  

Słowa kluczowe: zapewnienie jakości wykształcenia wyższego, podejście 

środowiskowe, podejście marketing-monitoring, podejście interesariuszy. 
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