CAJIBIK TUHA

INSTAGRAM BPEH/I YHIIH SJIEYMETTIK MEJUAIA
KEHEUATIJII'EH KOMOJIIIEM I CBBE MO/IEJIIH O3IPJIEY: OHBI
BPEH/ POJIIHIH UHAEKCI (RBI) KOHTEKCTIHAE KOJITIAHY

«8D04106 — «MapkeTuHr» MmamaHAbIFbl OoMbIHIIA pritocodus gokTopsl (PhD)
JIOPEKECIH ayFa apHaJIFaH AUCCEPTALUSIIBIK KYMbICHIHA

AHJIATIIA

3eprrey  TaKbIpbIOBIHBIH  63eKkTidiri.  Kaszipri  yakbiTTa  1u(pibIK
TEXHOJOTUSJIAP/IbIH ~ J1aMybl MEH QJEYMETTIK IKENUIepAlH  PeJIiHIH  apTybl
TYTBIHYIIBUTAPIBIH KYHICTIKTI O©MipiHE )KOHE HAPBIKTHIK KYHIBUIBIKTHI KAJIBIITACTHIPY
yaepictepine eneyni bIKnan eryae. JKahaHablK [IHUQPPIBIK KEHICTIKTE HapbIK
KaThICYIITBIIAPBI ApAChIHJIaFbl ©3apa dPEKETTECTIK KYPBUIBIMBI TpaHC(HOpMaIUsIaHbIII,
UMUK, Oe1e)T MeH OpEH/ITIH KaObUTaHATBIH KYH/IBUIBIFBI CUSKTHI MaTEPHAIIBIK EMEC
aKTUBTEP/IH MaHBI3Bl apTa Tycyae, ocipece mudpibik opraga. CoHbIMEH Katap,
09CEeKeJEeCTIKTIH KYIICI01 KOMIaHUsIapabl OpeHATI KaObUiaayabl Oackapyra MoHe
TYTHIHYIIBIMEH 3MOIIMOHANIbI OAMIaHBICTHI HBIFAUTYFa O€JICeH Il TYp/ie UTepMeETeyie.
backama aifTkanma, Ka3ipri »*araaiiga KymTi OpeH ] KaIbITITaCThIPY TeK MapKETHHTTIK
NO3UIUSIIAYIbIH KYpajibl FaHa €MEC, COHBIMEH KaTap KOMITAHMSIHBIH Y3aK Mep3iMjil
TYPaKTBUIBIFBI MEH OOCEKENK apTHIKIIBUIBIKTAPhIH KamMTaMachl3 €TEeTIH Heri3ri
CTpaTerusuIbIK pecypcka aiHanael. L{udpiabik TexHonorusuiap OM3HeC NeH TYTHIHYIIIBI
apachblHIarbl KOMMYHUKAIUSUIBIK JaHAMA(TTBI TyOerensl e3repTTi: onap akmaparka
XKeen KOJDKeTIMAUTIK, 1epOeCTeHIIPUIreH o3apa opeKeTTeCy JKOHE KOHTEHT Kacayra
KaThICy MYMKIHJIKTEPiH YCHIHABL. by TpaHchopManusiblk yaepicTepae udpibIK
wiaTdopManap MEH dJISYMETTIK JKEJIJIep epeKIle OpbIH ajlajibl — ojap OPEHIUHT TIeH
MapKETHHITIK ©3apa dpeKeTTecy YIIiH oMOeban apHamapra aiHaJ b,

byn sxahanasik ypaictep Kazakcran yiiiz e 03ekTi, ce6e01 COHFBI JKbULIAPHI €IS
U PAbIK MHOPAKYPBUTBIMHBIH KE/IEIT TaMybl, XaJIBIKTHIH ITA(PIBIK CayaTThIIBIFBIHBIH
apTybl JKOHE OJICYMETTIK KeJNUIep/Al MaiialaHylbuiap CaHBIHBIH ©cyl Oaikamyna.
Kazakcran PecnyOnukachbiHbIH YATTHIK CTaTHUCTHKA OIOPOCHIHBIH MOIMETTEpiHE
colikec, eNieri MHTEPHETKE KOJKETIMAUTIK aeHredl 85%-maH acajpl, all dJeyMETTIK
KEJIIep/Ii JKacTap /1a, epeceKTep A€ KYHISTIKTI OMipl MEH TYTHIHYIIBUIBIK OPEKETIH/Ie
oencenni kommananel. Oceinaiiima, 2000-KpIgapAblH OpTachlHAH OacTtam enje
OipkaTap MaHBI3IBI MEMJICKETTIK CTPATETUSIIBIK KYXKATTap KY3€re AachIPbUIIBL:
Kazakcran Pecrmy0amKkachIHBIH TEICKOMMYHHKAIIAS cajachbiH gaMbITyasiH 2006—2008
KbpUIAapra apHanraH Oarmapiamachkl, Kaszakctan PecnmyOnukachiHAAFrbl aKMmapaTThIK
TEeHC13AIKTI KpIcKapTy keHiHaeri 2007—-2009 xpuinapra apHanran Oarmapiama, 2008—
2010 xpuimapra apHaifaH «OJEKTPOHIBIK YKIMETT» JaMbITy MEMJICKETTIK
Oarnapnamacsl, 2018-2022 xpuinapra apuanran «{udpasik Kazakcran» MeMIIeKeTTIK



Oarnapiamacel koHe 2021-2025 >xpuimapra apHaiFaH «L{uprnblk yiaT» YITTHIK
xobacel. byn Oactamamap uMQpABIK OpPTaHBIH WHCTUTYHHOHAIIBIK  JKOHE
TEXHOJIOTHUSIIBIK KaJIBINTACYbIHA, ITUGPIBIK KOMMYHUKAIAS apHAIAPBIHBIH KEHEIOIHE
xoHe Kazakcrannarel U pIibIKk OpeHATEP MEH OHJIAH-MAPKETUHITIH OEJICEH 1 6CYy1HE
aIIFBIIIAPTTAP Kacabl.

Hudpnblk KyH TOpTiIOIHIH MaHbB3ABUIBIFEL 2024 KbUIFBl 2 KbIPKYHEKTer1
Kazakcrtan Pecnyomukacel IIpesunenti Kacbim-Komapt TokaeBThIH «OAUIETTI
MemiiekeT. bipryTac yit. ['ymnenren koram» atThl JKommayslHaa TaFsl Oip MOpTE aTar
oruiai. JKommayna SKOHOMHUKAHBI KEH ayKbIMIbl HUQPIBIK TpaHchopManusiay
K@XXETTUIIr, OHBIH I1miHAe UU@PABIK IuiaTgopManapabl JaMbITy, WHHOBALMSIIBIK
O€JICEHIUTIKTI apTThIPYy, OTAHABIK OW3ZHECTIH UMQPPIBIK KEHICTIKTEr1 KAaTbICYbIH
KEHEHTY JKOHE MaTepHaIJbIK €MEeC aKTHBTEpPre HETI3IeJTreH WHTEUICKTYaJ bl
HPKOHOMHUKAHBI KAJIBIITACTRIPy Macenenepi 0acTbl Hazapra ajblHFaH. L{UQpisik
KOCIMKEPIIKTI KOJAayFa, CTapTal-3KOKYWEH1 JaMbITyFa KOHE OJICYMETTIK >KeJiep
MEH OHJIalH-TUTaTGopMaIap apKbUIBl JKYMBICIICH KaMTYABIH jkaHa (opmaniapbiH
urepisieTyre epekiie MoH Oepiteni. bynm epexenep ummdpiblk opTaga THIMII
0ocekesiece alaThlH, TYTHIHYIIBUIBIK KYH/IBUIBIFBI JKOFApbl, TYPAKThI KOHE TaHBIMAJl
U pIIbIK OpeHATEePAl KaJIbIITACThIPY KXKETTUIINHE TIKeJeH coilkec Kenel.

Ocwi Typreiia Instagram cuskThl skahaHABIK TUGPIBIK MIaThopMaiap epeKiie
MoHTe ne. Onap TeK KOMMYHHUKAIIUS apHajapbl peTiHAe FaHa eMec, COHbBIMEH Karap
OpeHATep/ll KaJIBINTACTBIPY MEH UITepiIeTy YIIIH TOJBIKKAHIbI OpTa PETIHAE e
KbI3MET eTejll. Busyayibl 6arbITTaIFaH 9JICYMETTIK kel peTinae Instagram OpeHATiK
O1pereilikTi KabINTACThIPY, ayAUTOPHUSIHBI TAPTY KOHE NMaNJaaHyIIbIIBIK KOHTEHTT]
reHepanusiay yiiH oiperei MyMKiHaikTep ycbiHanel. Kazakctanga Oy miatdopma
KEke TaljJalaHylbIapMeH KaTap, OpEeHATIH TaHBIMAJJBIFbIH, TYTHIHYIIBIHBIH
aJaJIIBIFBIH KOHE SMOIUSUIIBIK TAPTHIMIBUIBIFBIH aPTTHIPYFa YMTHUIATHIH KOMITAHUSIIAD
TapanblHaH Ja OeJICeHI1 KOJIaHbLTy 1a.

Anaiina, OpenaTi Oaranayra apHajFaH KOJIIAHBICTAFbl TCOPHMSUIBIK YKOHE
oIiCTEMEIIIK TOCLIIEP, COHBIH 1ITIH/Ie TYTHIHYIIIBIFA HET13/IeJITeH OpeH ] KaluTaIbIHbIH
(Consumer-Based Brand Equity — CBBE) kimaccukaiblk MoJei, 9AeTTe HMUMPIIBIK
opTaza OpEeHITEPAiH JKYMBIC ICTEY €PEeKIISTIKTEpiH eckepMmeial. Busyanasl au3zaiiy,
AMTOPUTMIIIK ~ UITepUIeTy,  NaljalaHylmIblIapablH —~— O€JICeHAUIIri, PENOCTHHT,
UH(OITIOCHCEPIEePiH KATBICYBIMEH JKYPTi3UIeTIH MAapKETHHT JKOHE KOHTEHTTIH
ayKBIMIBUIBIFBI CUSKTBI ACTICKTIJIEP MOCTYPJIl OPSHIMHT MOJCIbACPIH KalTa Kapayabl
KaKET eTe/i.

Ochbunaiiia, OYJI 3epTTEYIiH ©3SKTLIIr oJICYMETTIK KEIUIepAiH, aran anTKaHaa
Instagram matgopmaceiHbIH epekmieniktepine Oeiimaenren CBBE kenelTinren
KOIeImeM Il MOJSIIH d3ipiiey KaXeTTUIIrIMEeH aWKbpIHaamaasl. MyHaal Mojeib
OpeHITIH KIACCUKAIBIK KOMIIOHEHTTEPIMEH Karap (TaHBICTHIK, aCCOIHMAIHIIAP,
KaObUITaHATHIH cara, afaliJIbIK), Ka3ipri 3aMaHFbl MUQPPIBIK METPUKATAP/IbI, BU3YaJIbI
OIpereisTikTl, TapThUTy TEPEHJITIH, QJIEYMETTIK BIKMAl KYIIIH, MaiJalaHylIbIIbIK
KOHTEHT acay OeJICEeHIUIITIH XKoHE KeJUIIK acepiepal Ae kamTysl Tuic. Kazakcran



KarjalbliHAa, UUQPIABIK SKOHOMUKAHBIH ©CIMI MEH OJICYMETTIK KeIUIep.IiH
MapKETHUHITIK KbI3METTE OEJICEH[II Mai/lalaHbLIyblH €CKEPE OTBIPBIN, MYHAAN ToCLI
OpenarepiH HUGPIBIK KEHICTIKTET1 THIMIUTITH OaFraiayAblH FhUIBIMU MEXaHU3M/IEPIH
HETI3/Ieyre JKOHE HOTIDKEINUIIrT JKOFapbhl MApKETHHITIK CTpaTerusiapibl d3ipieyre
MYMKIHJIIK Oepei.

MboceJieHiH 3epTTeny aeHreiii. bpeHaTiH TYTHIHYIIBUIBIK KanuTanbl (Consumer-
Based Brand Equity — CBBE) mMen onmeymertik kemniiepie OpeHI KaJbIITACTHIPY
Macelieci COHFbI OHXKBULJIBIKTap/la epeKilie MaHbI3ra e 0011bl. Byl — HApBIKTHIK ©3apa
OPEKETTECTIKTIH HU(PPIBIK TPAHCPOPMALIUACHIMEH JKOHE TYTHIHYIIBUIBIK MIHE3-KYJIBIK
YyJruiepiHiy e3repyiMeH Tikened Oainanbictel. Kasipri 3eprreynepae CBBE
TYTBIHYIIBIHBIH OPEHTI KaObUIIaybl MEH OHBIH MiHE3-KYJIKbIHA, aJaj/IbIFbIHA KOHE
KOCBIMIIIA KYH KJIBIITACTBIPYBIHA 9CEP €TETiH KYPJeii KOMKBIPJIBI KYPBUIBIM PETIHE
kapacteipsuiasl. CBBE TybIpbiMIamMackiHBIH TeopusuTbIK Herizaepi . Aakep, K.JI.
Kemnep, I'. Xpuctonymunec, b. 10, H. Jonty, b. llluBunbcku, C. baans0aku xone .
['ycman ChIHIBI aBTOPIIAP/IbIH €HOCKTEPiHIEe KaJlaHFaH.

Hudpablk TEeXHOJOTUATIAPABIH JaMybIMEH Oipre OpeHATIH TYThIHYIIBUIBIK
kanutaibiH (CBBE) 3eprrey jkaHa sxargaiinapra, acipece 9JieyMeTTIK Meira OpTachbiHa
oeriimaene Oacranbl. [ludpneik miarpopmanapaeiy OpeHJ KaObUIIayblHA dcepi
I'.Annens, A.T. Crusen, Jl.I'peBan, B.CBamunuaran xone P. Xaau eHOekTepinje
TepeH Tanganrad. OHIalH-KOHTEKCTer1 OpeHITep il TanaayablH o{iICHaMAaJIbIK HEeT131H
nambiTyra A. KomuueB, A.Manbie, K.ITaysenc, b.I'ogeit, A.Mantny, 178 Pokka, I'.
Atienio xone P. JlomBuTo eneynmi ynec kKoctel. [laiimamanymisuiapasiH 1AQPIBIK
apHaTap apKbUIbl OpeHATEpMEH e3apa opekerrtecyiHin epexienikrepi W.IManr, M.
I'omec, JI. Bakaca-ne-Kapsanwo, b. llluBunbcku sxxone JI.I'. MyHTHHTH 3epTTeynepiHae
KapacThIPbUIFaH.

ConbiMen KaTap, KyHasLIbIKTHI Oipiteci skacay Teopusicel (Value Co-Creation —
VCC) na 6encenai typae namu 6acransl. by teopus 6acrankeina K.K. IIpaxaman men
B. PamacBamu TtapamnbiHaH yceiHBUIFaH, an keiinipek B.®. Jlym men C.JI. Bapro
YChIHFAaH  KbI3METKE  Heri3eNreH  Jioruka  aschiHga  keHeurtinmi.  VCC
TYXbIppIMAaMacbiH nambiTyra ['.Putuep, H.FOpreuncosn, " Oymnep., P.lpomns, C.
HNennxapar, K. Xyrrep, C.HMcmam, M.Tamxkuau xone M.O.Pumap CHSIKTHI
3epTTeymiiep ae eneyni ynec Koctbl. OnapablH e€HOEKTepiHAE TYTHIHYIIBIIAPIbIH
OpeHJ KYHIBUIBIFBIH KaJbIMTACTHIpYFa MUGPIBIK OpTaja NaiijalaHylibl KOHTEHTI,
TapTHULY KOHE ©3apa dPEKETTECY apKbUIbl OCJICEH Il KAThICATHIHBI aTall KOPCETLIEI].

3eprreyiepain keke Oip OarbIThI PETIHAC QJIICYMETTIK MEAUAHBIH 3JEMEHTTEPI,
TYTBIHYIIBUTAP/IBIH TAPTHUTY JCHTEHl, SJIEKTPOHBI aybI3iia Mikip anmacy (electronic
Word of Mouth — eWOM), WHTepaKTHBTUIIK XOHE OJICYMETTIK KYHJIBUIBIKTHIH
OpennriH  TyTHIHYmBUIBIK ~ KamutansiH  (CBBE)  kameimracteipyra  ocepi
kapacteipbuianel. byn acnekrinep K.3aiidepr, B.C.KBon, M.®ap3un, M.DatTaxw,
K.C.Pao, A.'ynra, A.Xyccerin, M.JL.Ueynr xoHe Oacka 3epTTeyHILIEPAIH
eHOEKTepiH/Ie TalJlaHFaH. OJEYyMETTIK Meaua KoHTekcTiHae Taptbuly meH CBBE



KOpCEeTKITEPIH emmeyaiH 3amaHayu yaruiepi M. Ilapytu, X. Kayp, X.M.IlonTtec
xoHe [1.Jlykamuk eHOeKkTepiHae 931pieHy/Ie.

Anaiina, akaaeMEsUTBIK KaybIMAACTBIK TaparblHAH YJIKECH KbI3BIFYIIBUIBIK TICH
TEOPUSUIBIK TOCUIIEpIH O€JICeHAl JaMyblHa KapamacTaH, QJICYMETTIK >KeNuiepiae
KaJIBINTacaThlH ~ OpEHATEpre KaThICTBI  MOCEJEHIH  TYXKBIPBIMJAMANBIK  KOHE
KOJ11aHOasbl TYPFbIIAH JKETKUTIKTI IEHTeiie 3epTTeNnyl MEeKTeyl Kyiae KalbIl OThIp.
KonpansicTarbl MOAENbIEPAIH KOMIIUIIIT OQailH-HApbIKKa apHajJfaH >XOHE TEeK
MEKTeYyJal  TypJle FaHa  IUQOPIABIK  KOJAAHYIIBUIAPABIH  MIHE3-KYJIBIKTBIK
EPEKIIETIKTepIH, «IpocioMep»  (PEHOMEHIH KoHE BHU3yalabl  OarbITTaJIFaH
mwiaTdopmanap epekuienirin eckepeai. Onsun Toddnep, A./lpuseau, JI.B.J[>koHCOH,
J.K. Vunku, M.JL.YeyHr xoHe 0acka 3epTTeyiiep/iH eHOEKTepiHIe KOpCETUITeH e,
konnanbictarbl CBBE mopenbaepi aneymeTTiK KenuiepAeri naijaiaHylbl MiHe3-
KYJIKBIHBIH JUHAMUKACBIH TEK ilIiHapa FaHa KaMTHIbI JKOHE OpPEHIKE aaslIbIKThI
KaJBIMTACTBIPYABIH apaliblK TeTirli petiHae Oipaecin KyHAbUTBIK kacay (VCC)
KOMIIOHEHTTEPiH CUPEK JKaF/Iaii/ia FaHa eCKepe/Ii.

Opnan Genek, Facebook men Instagram cwiHzbl maTgopManapablH KYHIETIKTI
KOMMYHHUKAIIHSI MEH KOMMEPIUSJIBIK CTpaTerusuiapia YCTEMIIK KYPBIN TYpFaHbIHA
KapaMmacTaH, Ka3ipri Tagaa OpeHATIH TYThIHYmbUIBIK KanuTtaiasiH (CBBE) Garanayra
apHanFaH OlpbIHFal opl ambIK oicTeMe KOK. Kaszipri KOMMEpUMsUIBIK 9icTep,
Mmbicaibl, Openn peiiHiH uHAekciH (Role of Brand Index, RBI) maiimamanatsin
Interbrand mopeni, >xabbIK KY€ koHE FRUIBIMU TallayFa KopkeTimciz. Keltoip sxeke
3eprreynep, Mbicanbl, H.A.J[kascypusi, A.bonanno, C.Tep3uu xone ['. CanmnHac
eHOeKkTepi OpeHaTepAi 6aranayablH CaIbICTRIPMAaITbl TOCUIIEPIH KapacThIpasl, ajaiiia
oJiap UG PIIBIK TUIaThopMantap MEH dJIEYMETTIK xKejiepre OeHiMIAeTeH menrMaepai
YCHIHOAMTBI.

Ochbuaiiiia, KeH ayKbIMJIBl TEOPHSUIBIK 0Oaza Ooja Typa, oJeyMETTIK Meaua
KOHTEKCTIHJIe OpEeHATI KaJBIITACTBIPYABIH TOYyeJCi3 OpTachl peTiHAe OpeHATIH
TYTHIHYIIBUIBIK  KanuTaiel (CBBE) men xyHaputblkTel Oipiecim skacay (VCC)
MOJIETBIEPIH HHTETpaIUsIay/1a alKbIH aKaJeMUSITBIK OKBUIBIK Oap. [{udpisik opTraga
OpeHATIH KYHBIH OarajayFa apHajfaH aIlblK, KaWTa >KaHFBIPTBUIATBIH >KOHE
OMIUPHUKAIBIK TYPFBIJAH TEKCEPUITeH MOJEIBbACPIAIH OOoIMaybl  OJICyMETTIK
xennepaig epekmenikrepine 6efiimaenren CBBE kenkbIpiibl MOENiH 93ipiey xKoHe
anpoOarusiiay OOMBIHIIA KYHEN1 3epTTeyep KYPri3yaiH KaKETTUIITH aHBIKTalIbI.

3epTTey MakcaTbl MeH MiHAeTTepi. J(HccepTalusiblK )KYMBICTBIH MaKCcaThl -
QJIEYMETTIK >KeJijepe, atan ainTkanga Instagram muratdopmachiHma, MapKETHHTTIK
KBI3MET asiChIHIAa OPEHJITI KAJBINTACTHIPY YIIIH OPEHITIH TYTHIHYIIBUIBIK KaITUTAJIbI
(Consumer-Based Brand Equity, CBBE) kemnkpIpiibl MOAENiH KOJJIaHyFa KaTbICTHI
FBUTBIMH TYPFBIJIAH HET13/ICJITEH TEOPHUSITBIK-9IICHAMAIIBIK TOCUIIEP MEH MTPAKTUKAJIBIK
YCBIHBICTAp J3IpJiey.

Koiiplmran MakcaTKa CoOMKec Keneci HeTi3ri MiHIeTTep aHbIKTaIFaH:

- QJIEYMETTIK  JKelliepie OpeHATIH TYTBIHYIIBUIBIK ~ KalUTaJbIH
KJIBITITACTBIPYIbIH TEOPUSIIBIK HET13/IEPIH 3€PTTEY;



- UG pIBIK opTaga OpeHATI OaranayablH Ka3ipri TOCUIIEPIH Kyleney;

- MaiijlanaHylbUIapAblH TapThUTy JE€HIEeHl, AJIEKTPOHAbl aybl3lla MIKIp ajiMacy
(eWOM) xoHe oneyMeTTIK KYHIBUIBIKTBIH Oipiecin KYHABUIBIK kacayra (Value Co-
Creation, VCC) acepiH Tanaay;

- VCC TtyxsipeiMaamacein keHelTuireH CBBE Mopenbine uHTerpanusiiay
MYMKIHJIITIH Oaranay;

- mudpablK opTanarel OpeHaTiH yieciH ecenteyne CBBE mopeninin koiagaHy
MYMKIHIIT1H aHBIKTAY;

- Instagram matdopmaceinna mapkeTUHITiK Kbi3mMerre CBBE monenin konnany
OOMBIHIIIA MPAKTUKABIK YCHIHBICTAP d3ipJey.

3eprrey moHi. [{udpnblk opragarbl OpPEeHATIH TYTHIHYUIBUIBIK KalUTaJIbIH
KaJIBITACThIPY KoHe Oarajay mpolecTepi.

3eprrey o0bekTici. [{upiblKk MapKeTHHITIK IKOXKYHEHIH JJIEMEHTI PETiHJIEe
QJIEYMETTIK Xkeuinep, acipece Instagram natdopmacel, naijiagaHymbuapablH OpeH/T
KYHIBLIBIFBIH KYPY/AAFbl IIBIFAPMAIIBUIBIK KATBICYBIH KAMTaMachI3 €TETIH aJlaH.

3eprrey auicTepi. 3epTTeyAiH METOMOJOTHUIIBIK HETI31 camayiblK JKOHE CaHJIbIK
omicTepAiH yiWieciMi OOJbIm TaObUIAAbl, Oy OJNEYMETTIK JKenuiepiae OpeHITIH
TYTHIHYIIBUIBIK KaruTaiabiH (Consumer-Based Brand Equity, CBBE) kanbintacteipyra
acep ereriH (akTopmapabl Oipiecin KyHAbUIBIK Jkacay (Value Co-Creation, VCC)
MEXaHU3MIMEH €CKepe OTBIPHIN, JKaH-)KaKThl Oarajayra MYMKIHAIK Oepmai. 3eprrey
OapbIChIH]IA KeJIeCl 9ICTep MEH aHAJTUTUKAIIBIK TOCUIIEP KOJIaHbUIIbI:

- Kazakcrannarsl Instagram nmaiiiananymbsuiapbiHa cayaiHama xyprizy (n = 687),
ipikTey ACT Kazakhstan KOMTIIaHUSICHIHBIH nepeKTepi HeT131He
ctpaTudUKalMsJIaHFaH 1pIKTEY 9ICIMEH KY3eTe achIPhUIIbI;

- JIepeKTepll CTaHJIapTH3alusiay, [IKaJalapiblH  CaJIbICTHIPMAJIBUIBIFBIH
apTTHIPY KoHE (PAKTOPJIBIK Taaay IbIH BAIMATUIINH KaMTaMachl3 €Ty MaKcaThlHIa Z.-
Oanmap/bl (Z-score) HopMaay 9JIiCiH KOJIaHy;

- JKacCBIPbIH KYPBUIBIMJIBIK KOPCETKIMITEPAl aHBIKTAy YIIiH HEri3ri OcChTep
omicimeHn ¢akropuzanusiay (Principal Axis Factoring) >xone Promax aitHanawIpysl
KOJIIAaHbUTFAH  JKCcIopaTopiblk  ¢dakrtopiblk  tangay  (EFA), SPSS  23.0
OarmapiiaMachlHa )KY3€Te aChIPBUIIIBI.

- QJICTIH KYHeml KaTelirid Tekcepy XapManbiq 0ip daktopisl TecTi (Harman’s
single-factor test) »xoHe TONBIK KosutmHeapibIKTBHl Tayngay (full collinearity VIFs)
9JIiCIMEH;

- pactaiitein  (axTopibiKk Tangay (CFA) jkoHe KypbUIBIMIBIK TEHJACYIepi
moaenbaey (SEM) WarpPLS 7.0 6armapimamachiaga CEeHIMIUTIK, KOHBEPTEHTTIK KOHE
JTUCKPUMUHAHTTHIK BaJTUATUTIKTI Oaranay KoHe THIOoTe3alapabl TEKCEePy YIIiH;

- Ilputuep men XeiictiH (Preacher & Hayes, 2014) omicine HerizmenreH
menuatuBTi Tangay PLS-SEM konTekcTiHIe Mopaenbie jkaHama dcepriep/i Oaramay
YIIIiH.



- MOJIETIB/IIH colikecTiriH Oaranay Tenenxayc unaekctepi (Tenenhaus GoF) xone
ceHiMAUTIK Kputepuinepimer: Kponbax o koaduuuenti, kypamasl ceHimautik (CR)
’KOHE allHbIMAJIbIIAp/IaH aybiHFaH opTama aucrnepcus (AVE);

- perpeccusuiblK Tanaay mylnbTukomumnHeapiblKThl (VIF), reTepocke1acTUUTIKTI
(LOESS) Ttekcepy, conpaii-ak MaxaaHOOMC KalBIKTBIFbI HETI3IHAE ayTiaepiepal
(kaTe MaIMETTEp) HIbIFapy.

PLS-SEM opicin kojjaHy OipiHIIN >KOHE EKIHIII JeHreiaeri Mojenbaepi
tanaayra, conpgaii-ak VCC xone CBBE dakropnapsinbiy OpeHAiMEH e3apa
OpEKEeTTEeCY/li JKAIFaCTBIpyFa JKOHE OpPEHITIH TYTHIHYIMIBUIBIK  KaITMTAJbIHBIH
KaJIBIITACybIHA KOCKaH yJiectepin Oaranayra MYMKIHIK oep/i.
3epTTey/liH aKnapaTThIK KOHE SMIIUPHUKAJIBIK Oa3ackl OpeHaTI 6acKapy, KYH/bI Oipirin
xacay (Value Co-Creation, VCC) sxoHe nmdpislk opTamarbl OpeHja Oaranayra
KaTBICTHI TEOPUSIIBIK JKOHE KOJAaHOabI 93ipiaeMenepii KaMTHIbI.

Ocipece 9JIEyMETTIK KeIUIepaeri MaTeprualiJIblKk eMec aKTUBTEpP/I1 Oaranayarsl
JOCTYpPI1 9icTepAlH (LIBIFBIHAAD, HAPBIKTHIK KYH JKOHE KIpIiC HET131H/E) IIeKTeyepi
MeH OpeHnaTiH peuniH Oaranay muaekci (Role of Brand Index, RBI) Goiibinina Oipaeit
CTaHJAPTTaP/IbIH JKOKTHIFBIHA EPEKIIIC Ha3ap ayJapblUI/IbL.

bamama peTiHge mMmainanaHymIbIHBIH MiHE3-KYJIKbIHA apHaJFaH aHaJWTHKa
KOJIJIaHBUIJIbI, OYJ1 OpeHI KalbIMTACThIPYAaFbl KAThICY MEH KYH/IbI O1pirim skacayra (co-
creation) KaTeicyabl KepceTTi. bys Oaranmay MojeniH pecypcTapabl MHTETpalusiiay
apKbUTBl  OedlimMaeyre skoHe OpeHal ruaTGopMaHblH, NalgalaHyIIBIHBIH JKOHE
OHJTIPYIIIIHIH apachIlHAAFbl YIITIK ©3apa dPEKETTECY HOTHXKECI PeTiH/e KapacThIpyFa
MYMKIHAIK Oep/il.

FoibiMu skanadabiFbl. byn 3epTrey OpeHITI KalbITACTBIPY MKOHE CaAHIBIK
MapKETUHT TEOPHUSCHIHBIH JIaMyblHa YJIeC KOCaJbl, OJIEYMETTIK >KeJIuIiepJeri
TYTHIHYIIBUIBIK OPEeH/ KaluTaIbIHBIH skaHapTeutrad Moaenin (Consumer-Based Brand
Equity, CBBE) yceina oteipein. XKymeic kinaccukainsik CBBE moneninin Teopusiibik
HET131H KeHeuTe 1, o)1 6acTankpiaa 1ocTypiii oddaaiin HapbIK YIIiH 931pJEHTEH, KOHE
OCBIFAaH CaHJBIK OpTaJaFbl IMalJAIAHYIIBUIAPBIH MiHE3-KYJIBIK EpEeKIIeTIKTepiH
OeitHenelTiH KYHABUIBIKTEI Oipnecin xacay (Value Co-Creation, VCC) KOMIIOHEHTIH
CHI13e1.

3epTTeyiH HeTI3T1 HOTHXKENepi Keaecinei:

- JI9CTYPJIi J)KOHE CaHABIK OPEHATEP/l, COHJIAai-aK dJICYMETTIK JKelll OpeHaTepiH
Oaramayra apuHanran SM CBBE kaHapThiiFaH MoJeNi  YCHIHBUIFAH, OWJI
naijamanybIIap b ©3apa OPEKeTTeCy MEH KaThICy epEeKIIeTIKTEePiH eCKepe/i;

- CBBE xone VCC KOHUENUUSIIAPBIHBIH TEOPUSIBIK KOHBEPIE€HUIUSIChIHA KOJI
KETKI311]11, COHBIMEH KaTap TYTHIHYIIBI KATHICYbl MEH dJICYyMETTIK OpPeH KYHIBUTBIFBI
TEOPUSTIAPBIHBIH DJIEMEHTTEPl KOCBULABI, OYJI ONEyMETTIK JKENiIep MapKEeTHUHT1
3epTTeyiepiHe )KaHa OaFrbITThI OUTIIpEi;

- OpeHJ QNIeyMETTIK MPOoIlecC PETiHAe KOHIENTyaln3alusyIaHFaH, OHBIH 1ITIH/e
KYHJBUTBIK TYTBIHYIIBUTAP/BIH, CaHIBIK IutaTopManapiblH jkoHE Oacka MyIieni
TapanTtapAblH O1pJeCKeH KYyII-KIrepl apKblIbl XKacaaabl;



- SM CBBE Oaranay okyileci o3ipieHal, OJ OpeHJ KYHJbUIBIFbIH
KQJIBIMTACTHIPYABIH OapibIK MHUKIIH KAMTHIBI — MiHE3-KWIBIK MPEIUKTOPIaphIHAH
OacTtanm KapKbUIBIK KOPCETKIIITepre MeuiH, Oyl CaHIbIK 2KOHOMHUKA KarJalbIHaa
OpEeH.TI CTpaTerusyiblK 0ackapyaa KojjlanyFa MYMKIHAIK Oepei.

Koprayra yCHIHBLIIATBIH FRUIBIMH TY:KbIpbIMIaMAJIAP:

- «OJNEYMETTIK Meaua OpeHJ| KalMTabl» YFBIMBIHA aBTOPJIBIK MHTEPIPETAIIUS
OepuIin OThIp, OJ1 MaiIanaHylbUIapAbIH 3JEKTPOHIBI capad)aH KkapHAMaChl, KaThICYbI
AKoHE OpEHATIH QJICYMETTIK MaHBI3JbUIBIFBI APKbUIbI O1piiecin KacaWThIH KYHBUIBIK
PETIH/Ie CUTIATTAJIA]IbI;

- Instagram OpeH/i KanmWTaJIbIHBIH Ta3a JHCKOHTTaNFaH KyHbiHa (Net Present
Value) HerizgenreH OarachlH aHBIKTay MakcaTbhlHIA MalJailaHylIbl CYPaHBICHIH
Tajjayfa apHajarad OpeH kanuTtaiabl Mojielid (SEM) KoniiaHy YChIHBLIIBI,

- Instagram Opena kanuTanbl MOJAENIHIH Oaraiaybl NalgalaHyIbLIAPIABIH
Oipiecin mbIFapMalIbUIBbIK Kacay OelCeHUIrT OpeH/ 1 KaluTalblHbIH KOJEMIHE ocep
€TEeTIHIH KOHE OHBIH a)KbIpamac 0eJIiri eKeHiH KOpCeTTi;

- [TailimananymsUIapABIH KaThICY JCHICHI, JIEKTPOHIBI capadaH )KapHaMachIHbIH
OesceHaUIIr koHe OpEeHATIH dJIEYMETTIK KYHBUIBIFBIHBIH MaHBI3ABLIBIFB Instagram
OpeHJIH Kypy JKoHE HBIFAlTy YJAepiClHAe TalaanaHylbIapAsH — Oipiecin
IIBIFAPMAIIBUTBIK YKacay OpEKETIH aHBIKTAMIbI;

- bpenn xanurtaner wmogmeni Instagram-marbl  OpeHATEPIIH MapKETHHITIK
OeJICeHAUTINHIH THIMIUIITH OaFagayFa MyYMKIHIIK Oepe/ti.

3epTTey HITHKeJIEPiHiH TeOPHUSIJIBIK MAHBI3ABLIBIFbL. 3EPTTCY/IH TCOPHUSIIBIK
MaHBI3IABUIBIFBl  QIEYMETTIK  JKeNiiepAeri OpeHJ KanuTalblH KaJbIITACThIPY
yAepicTepiH naiganaHylmbuIapAblH MIHE3-KYJIBIKTHIK CHUIMAaTTaMaiapbl MEH ITUGPIIBIK
©3apa OPEKETTECY/IH EPEKIIENIKTePIH €CKepPe OTHIPHIIN FHUIBIMU TYPFBIIAH KEHEUTY1e
KOpiHic Tabasbl. OJICYMETTIK MeIua TYThIHYIIBUTBIK OpeH 1 KanuTaibiHbH (SM CBBE)
O3IpJICHTEH MOl TYTBIHYIIBIHBIH OpeHJ KYHIBUIBIFBIH OipJiecilm jkacay >KOHE
KOJIZIaybIHA KOCATBIH YJIECIH KYHIBUIBIKTHI Oipiiecimn xacay (Value Co-Creation, VCC)
TYKBIPpBIMAAMAachl HETI3iHJE JKaHama TYCIHAIpeai. ¥CBIHBUIFAH JKYHETIK ToCiI
OpeHATIH MaTepHaJIBIK €MeC aKTHBTEpiH Oarajayna MapKETHHITIK JKOHE MIHE3-
KYIBIKTBIK acrieKTinep i OipikTipesai, Oy mudpiblk 5KOHOMHUKA KaFTalbIHIa OPeHATI
QJIEYMETTIK KYPBUIBIM PETiIHJIC KapacThIPY/IbIH ©3EKTUIIrH alKpIHIal 16l by Moaens
OpeHaTi Oaranmaymarbl MapKETHUHITIK JKOHE Kap)KbUIBIK TOCUIIEp apachIHIArbl Oap
aKaJeMUSITBIK aJIIIAKTHIKTHI TOJITHIPA OTBHIPHIM, ITUGPIBIK OPEH ] KAIBINTACTHIPY KOHE
TYTHIHYIIBUTAPABIH OpeH]] KypyFa KaTbICybl Mocemenepi OOMbIHINA TMOHAPAIIBIK
TEOPHUSHBIH JaMybIHa BIKIA €TEe/Il.

3eprtTey HOTHKeJIePiHiH NPAKTHKAJIBIK MaHbI3AbLIbIFbI.
3epTTey/liH MPaKTUKAIBIK MaHBI3IBUIBIFBl OJICYMETTIK MeJua TYTHIHYIIBUIBIK OpeH.I
kartaneiHbH (SM CBBE) o3ipienren MopemiHIH CTpaTerusuIblK  KOocmapiay,
MapKETHHTTIK KOMMYHUKAIASJIAPIbI ICKE achIpy JKoHE Oarajay yaepiciHae KOIIaHbuTy
MYMKIHIITIHAE >KaTbIp. byn Monens nuudpiblk opraga Openarepal Oipiecim kacay
JKOHE HBIFAWTy VIIIH MaijanaHymibuiap MeH 0acka Ja MyIiesl TapanTapablH OpeH/I



KYPY YVIepiCiHe KOCaThIH YJIECIH €CKepe OTBIPhIN KojaaHyra Oonanbl. HoTmkenep
QJIEYMETTIK kel miaTdopManapsl YIUIH /1€, 63 ayAUTOPUSACHIMEH €3apa 9PEKETTECY
Kypajabl PETIHIE OJCYMETTIK Kellep/l MaijalaHaTblH OHJIAMH JkoHE oduaitH
OpeHaTep YIIIH 1€ ©3€KTl. ¥CBhIHBUIFAaH ToCUT OpEeHATIH HApPBIKTBIK KYHBIH
nuckoHTTanraH akma arbiHaapsl (DCF) omiciMen ecenTey ke3iHae OpeHITIH YieciH
aHbIKTayFa MYMKIHIIK Oepezi, Oyl OHbl MAapKETHHI, OpEHI-MEHEIXKMEHT >KOHE
nUpabIK Tanmay cajajapblHAaFbl MaMaHJAp YIIIH KOJJAaHOAIbl JKarblHAH Oaralibl
eteni. Anbiarad KopbIThIHABUIAP « {udpasix Kazakcrany, « {udpabik ya» xone 2025
KBUTFA JEHIHT1 KpeaTUBTI SKOHOMHUKAHBI JTAMBITY TYXKBIPBIMIAMACHI CHSIKTBI YJITTHIK
Oactamaniap MeH Oarjapiamanapibl iCKe achlpy OapbIChIHIIA €CKEpUTiM, HU(PIBIK
wiaropmanapbl KOCIMKEPIK MEH MAapKeTHHITI JAMBITY YIIIH HEFYPIbIM THIMAL
naiijjaianyFa bIKIaj €Te ajlajibl.

3epTTey HITHIKeNepiHiH ampodanmsichbl. 3epTTEYAIH HEri3ri TY>KbIPhIMIAPHI
Keneci Openarep Herizinzae anpodamusaan oTTi: Beauty Flora 6penai (TOO «ARBOR
GROUPy) xone Axo6c 6penai (LLP «JDE Kazakhstany).

Kapusaansivaap. JlyccepTanysuibIK )KYMBICTBIH HET13T1 HOTHKEJIEPi 7 FBUIBIMU
eHOeKTe >KapHsUlaHFaH, ojapAblH imiHae: 1 — Scopus aepekkopiap TI3IMiHAETI
PEUTHHITIK XypHaiaa (nmporeHtuii 35-teH xorapsl); 3 — KP BFM binim xkoHe FpIIbIM
calachlHIAFbl CamaHbl KamMTamachl3 €Ty KOMHUTETI YCBIHFaH >KypHangapna; 3 —
XaJIbIKapajblK FRIIBIMU-IIPAKTUKAIBIK KOH(EpEeHIHs MaTepralapbIH/a.
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CAJIBIK TUHA

PA3PABOTKA PACIIMPEHHOM MHOTI'OMEPHOM MOJEJIN CBBE JIJIA
BPEHJIA INSTAGRAM B COLIUAJIBHBIX MEJIUA: EE IPUMEHEHUE B
KOHTEKCTE UHAEKCA POJIM BPEHJIA (RBI)

AKTYaJIbHOCTh TeMbl HCCIAeA0BaHUA. B Hacrosiiee Bpems pa3BUTHE
U(QPOBBIX TEXHOJOTUHW U pacTylias pojb COIMAJIbHBIX CETeH OKa3bIBAIOT
3HAUYUTENILHOE BIMSHUE Ha TOBCEAHEBHYIO >KHU3Hb NOTPEeOUTENIC W TPOIIECCHI
dbopMupoBaHUsT PHIHOYHOM IIEHHOCTH. B  yclmoBUsIX TJI00adbHOTO HHGPOBOTO
IPOCTPAHCTBA TPAHCHOPMUPYETCSI CTPYKTYpa B3aUMOJICUCTBUS MEKIY YYaCTHUKAMU
pbIHKa, BO3pACTa€T 3HAUCHUE HEMATEPUAJIbHBIX aKTHUBOB, TAaKUX KaK HWMHIK,
pernyTanus W BOCIpPUHUMAaeMas I[IEHHOCTh OpeHaa, OCOOCHHO B IM(pOBOH cpeje.
OMHOBPEMEHHO YCHUJIMBAIONIASACS KOHKYPEHIMS TOOYXJaeT KOMIIAaHWW aKTHUBHEE
YIPaBIsATh BOCIpUATHEM OpeHJa W YKPeIUIATb OSMOIMOHAIBHYIO CBSI3b C
norpeduteneM. IHbIMU ClIOBaMH, B COBPEMEHHBIX YCIOBHIX (POPMHUPOBAHNE CUIIBHOTO
OpeHJia CTAHOBUTCS HE TOJIBKO MHCTPYMEHTOM MApKETHHTOBOI'O MO3UIIMOHUPOBAHMUS,
HO W KIIOYEBBIM CTPATETHMUECKHUM PECYpPCOM, OOECHEUYHBAIOUIUM JIOJTOCPOYHYIO
YCTOWYMBOCTH KOMITAHUU M €€ KOHKYPEHTHBIE MpeumyiecTsa. Llugposbie TexXHOIOTHH
paavKaibHO M3MEHWIM KOMMYHHUKAIIMOHHBIA JaHMIIAPT MexAy OHU3HECOM H
noTpeduTeneM, MpPeJOCTaBUB MTHOBEHHBIN JOCTyN K HMHQOpPMAIUH, BO3MOKHOCTH
NEPCOHATM3UPOBAHHOTO B3aUMOJICUCTBHUS U y4acTHs B co3laHuu KoHTeHTa. Ocoboe
MECTO B ATHUX TpaHC(POPMAIMOHHBIX MPOIleccax 3aHUMAIOT ITU(POBHIE TIATHOPMBI U
COILIMAJIbHBIE CETH, KOTOPBIE MPEBPATUIIUCH B YHUBEPCATbHbIC KaHAJbI Js OpeHANHTa
Y MapKETHHTOBOT'O B3aMMOJICHCTBUA.

Otu ro6aNbHbIE TEHACHIINK B TIOJTHOM Mepe aKTyainbHbI U st Kazaxcrana, rae
B TIOCJIEIHHWE TONbl HAOJTIOJAETCS  CTPEMHUTEIBLHOE  pa3BUTHE  IUMPOBOIA
UHOPACTPYKTYPHI, POCT IUGPOBOM TPaMOTHOCTH HACENCHHS W YBEJIMYEHUE YHCIIa
nojbp30BaTesie comuanbHbIX ceTteil. CorjaacHo JaHHbIM bBropo HalMoHaIbHOU
cratuctuku PecnyOnmku KaszaxcraH, ypoBeHb NMPOHUKHOBEHUS WHTEPHETA B CTpaHE
npesbimaeT 85%, a colMalibHbIe CETU aKTUBHO MCIOIB3YIOTCS KaK MOJIOACKHOM, TaK
1 B3pOCJION ayJUTOPHEH B IMOBCETHEBHOMN KU3HU U MOTPEOUTEILCKOM TOoBeAeHUH [1].
Taxum oOpazom, HaunHas ¢ cepearnbl 2000-X TOI0B B CTpaHe OBLTN peaTu30BaHbI PSJT
3HAYMMBIX T'OCYJIapCTBEHHBIX CTPATETMYECKUX JOKYMEHTOB, Takux Kak [Iporpamma
pa3BHUTHs TEICKOMMYHUKAaIMOHHOW oTpacnu Pecrmybnukm Kazaxcran na 2006—-2008
ronbl, [IporpamMma no cokpaiieHro UHPOPMAIMOHHOTO HepaBeHCTBa B PecmyOnuke
Kazaxcran na 2007-2009 roamsl, ['ocymapcTBeHHas mOporpaMma pa3BUTHS



«InextponHoro npasutenbeTBa» Ha 20082010 roasl, 'ocynapcTBeHHas mporpamma
«Iudposoit Kazaxctan» Ha 20182022 roast u Hammonanwsueiil npoekt «l{udposas
HalUs» Ha 2021-2025 TOJbI. Ot UHUILIUATUBbI cnocoOCTBOBaJIN
WHCTUTYLIUOHAJIBHOMY M TEXHOJOTUYECKOMY (POPMHUPOBAHUIO IU(POBON Cpenbl,
pPacHIMPEHUI0 KaHAJIOB HU(POBOM KOMMYHHMKAIMU U CO3JAHUIO MPEANOCHUIOK IS
aKTUBHOTO pocTa U(GPOBLIX OpEHI0B U OHJIaWH-MapkeTuHra B Kazaxcrane.

3HaYMMOCTh HHU(PPOBON TMOBECTKM ObLIa JOMOTHUTEIBHO MOJTBEPXKICHA B
[Tocnanuu Ilpesupenta PecnyOnuku Kazaxcran Kacweim-XXomapra TokaeBa ot 2
ceHTs10pa 2024 rona non HazanueMm «CrpaBeqiMBO€ rocyaapcTBo. EnuHas Hauus.
[IpouBeTaroriee 00111€CTBOY», B KOTOPOM aKLEHTUPYETCS HE0OOXO0AUMOCTh MacIITAOHON
udpoBoi TpaHchopMaI SKOHOMUKH, BKITIOYas pa3BUTHE IUGPOBBIX MIaTHopM,
YCWICHUE MHHOBAIMOHHOW aKTUBHOCTH, PACIIMPEHHUE MPUCYTCTBUS OTEYECTBEHHOTO
O6uzHeca B U(POBOM MIPOCTPAHCTBE U (POPMUPOBAHKNE UHTEIIEKTYATbHON YKOHOMHUKH,
OCHOBaHHOW Ha HemaTepuaidbHbIX akTuBax [2]. OcobOoe BHUMaHUE YJeEseTCs
MOJJIEpXKKE ITU(POBOTO MPEANPUHUMATEIBCTBA, PAa3BUTHUIO CTAPTAN-dKOCUCTEMBI U
IPOJIBIDKCHUIO HOBBIX (DOPM 3aHATOCTH 4Yepe3 COLUAIbHBIE CETH W OHJIAiH-
wiarGopmMbel.  OTH  TIOJOKEHMSI  HAIMpPSIMYyI0  COOTBETCTBYIOT  HEOOXOJUMOCTH
dbopMupoBaHUs YCTOWYMBBIX U Y3HAaBA€MbIX IU(GPOBBIX OPEHIOB C BBICOKOU
NOTPEOUTENBCKOM IIEHHOCTHIO, CIOCOOHBIX (P PEKTUBHO KOHKYpPUPOBATh B IU(PPOBOI
cpene.

B sTom koHTekcTe ocoboe 3HaueHHe MPUOOPETAIOT TJI00aNbHbIE HUPPOBHIE
wiatopmel, Takue Kak Instagram. OHU BBIMOJHSIOT HE TOJNBKO (DYHKIIMIO KaHAJOB
KOMMYHUKallUM, HO M CIyXaT TOJIHOLEHHON cpenod s (opMupoBaHus u
npoaBuxkeHuss OpennoB. Kak BU3yallbHO OpHUEHTHpPOBAaHHAs COIMAJIbHAS CETh,
Instagram npegocTaBiseT yHUKaJIbHbIE BO3MOKHOCTH JIJIsl TOCTPOCHHS OpEHAMHTOBOM
UJECHTUYHOCTH, BOBJIICUCHHS ayUTOPHUH U T€HEPALINH [T0JIb30BATENBCKOIO0 KOHTEHTA. B
Kazaxcrane mannHas miatdopMa aKkTUBHO HCHOJB3YETCS KaK HWHAMBUAYaTbHBIMU
MOJIb30BATENSIMU, TAK W KOMIIAHUSIMH, CTPEMSIIMMUCS IOBBICUTH Y3HABAE€MOCTb
OpeH/a, JOSATLHOCTh U SMOIIMOHATIBHYIO IPUBIEKATEILHOCTD.

TeMm He MeHee, CYHIECTBYIOIINE TEOPETUUECKUE U METOI0JIOTUYECKUE TTOAXObI
K OIICHKE OpeH/aa, BKIIOYash KJIACCHYECKYI0 MOJENb MOTPEOUTENIHCKOTO KamuTala
openna (Consumer-Based Brand Equity — CBBE), xak mpaBuio, HE YYHTHIBAIOT
crenuduyeckrue OCOOCHHOCTH (PYHKIMOHHPOBAHHUS OpeHIAOB B HUGPOBOM cpene.
Takue acmekTbl, Kak BHU3yaJbHbIM JU3alH, aJrOPUTMUYECKOE IIPOJIBUKCHHUE,
BOBJICYCHHOCTD IOJIb30BATENICH, PEMNOCTHHT, MAPKETHUHT C y9acTUEeM HUH(]IIIOEHCEPOB U
MacImTabupyeMoCcTh KOHTEHTA, TPEOYIOT TIEPEOCMBICICHUS TPAJAUIIMOHHBIX MOJIENeH
OpeHuHTA.

Takum o00pa3oM, akTyaJdbHOCTh JAHHOTO MCCJIEAOBaHUSA OMNpPEAEIIIeTCs
HEOOXOIMMOCThIO  pa3paboTKu pacmupeHHord MHoromepHoir Moxaenmu CBBE,
aJanTHPOBAHHON K crenuduKe COIMUATBHBIX CETeH W, B YAaCTHOCTH, IUIATHOPMBI
Instagram. Takast Mogenb JOJKHA BKIIIOYATh KaK KJIACCUUYECKHUE KOMIIOHEHThI OpeH/ia
(OCBEIOMIIEHHOCTh, aCCOLIMAllMK, BOCIPUHMUMAEMOE KauecTBO, JIOSUIBHOCTH), TaK W



COBpPEMEHHbIE LHU(PPOBBIE METPUKH, BU3YAIbHYI0 HJIEHTUYHOCThb, TIyOUHY
BOBJICUEHHOCTH, CWJIY  COIMAJbHOTO  BJIMSHUSA, AaKTUBHOCTH B  CO3JaHUU
MOJIb30BATENILCKOTO KOHTEHTa U ceTeBbie 3P dexThl. B ycnoBusax Kazaxcrana, rae
HaOroaeTcst pocT MUGPOBON SKOHOMHUKUA M aKTUBHOE HCMOJb30BAHUE COIMATBHBIX
ceTeil B MapKETUHIOBOM NIEATEIBbHOCTH, MOJOOHBINA MOJAXO] MO3BOJSET 00OCHOBATH
Hay4YHbIE MEXaHU3MBbI OLICHKH 3()(PEKTUBHOCTU OPEHIOB B LIMPPOBOM MPOCTPAHCTBE U
pa3pabatbiBaTh O0Jiee pe3yIbTaTUBHBIE MAPKETUHIOBBIE CTPATET U,

Crenenp pazpadoraHHocTH npodaeMbl. Bonpoc oLleHKH MOTpeOUTETHCKOTIO
karutana Operaa (Consumer-Based Brand Equity — CBBE) u hopMupoBanus Openia
B COILIMAJIBHBIX CETSIX MPHOOpen 0cOoOyI0 3HAYMMOCTh B TMOCTEIHUE NCCITHICTHS B
cBs3u ¢ 1udpoBoi TpaHchopMalKeil pPHIHOYHBIX B3aUMOJEHCTBUN U U3MEHEHUEM
MoOJIeJIel MOoTpeOuTeNbCcKoro mopeaeHus. B coBpemeHHbix wuccienoBanusix CBBE
paccMaTpuBaeTCsl Kak  CIIOKHAs MHOTOMEpHash KOHCTPYKIMS, OTpakarolas
BOCIIpUSITUE OpeHJa CO CTOPOHBI MOTPEOUTENsI W €ro BIUSHHE Ha IIOBEJICHHUE,
JIOSUTBHOCTB M CO3/[aHre JOOABICHHOM IIEHHOCTH. TeopeThuecKre OCHOBBI KOHIICTIIINU
CBBE 06butn 3anmoxensl B paboTtax Takux aBTopoB, kak JI. Aaxep, K.JI. Kemnep, T.
Xpuctonynuaec, b. 1O, H. Jonuty, b. llluBunbcku, C. baans6aku u @. I'ycmaH.

C paszButueM LHUQPPOBBIX TEXHOJOTHUU HCCIEIOBAHUS TOTPEOUTEIHCKOTO
kanutasia Openna (CBBE) wawanu apanTupoBaThCs K HOBBIM  YCIOBHUSIM, B
OCOOEHHOCTH K Cpejie COLMANbHBIX Menua. [myOokuil aHanmu3 BIMSHUS HU(PPOBBIX
iatopm Ha BocripusTue OpeHa npejacTasieH B padotax Anmens ['., Ctusena A.T.,
I'peBana JI., CBamunuarana B. m Xagu P. CymiecTBeHHbIM BKJIaJ B pa3BUTHE
METOJIOJIOTMYECKUX OCHOB aHajIn3a OpeHI0B B OHJIaH-KOHTeKcTe BHecn Konmuyes A.,
Masbiie A., ITaysenc K., I'ogeit b., Mantuy A., Pokka ., Aiteio T. u Jlousuto P.
Crneunduyueckue acmeKkThl B3aUMOJECUCTBHUS TMOJb30BaTeNed C OpeHaamMu uepe3
u(poBbIE KaHAJBI paccMaTpHBalOTCA B uccienaoBaHusx Illanra 1., Tomeca M.,
Bakaca-ne-Kapsanwo JI., [lluBuascku b. u Myntunaru 1.1

[TapanienbHO aKTUBHO Pa3BUBAJIACH TEOPUSI COBMECTHOIO CO3/IaHUS LIEHHOCTU
(Value Co-Creation — VCC), usnauanpHO npemioxennas I[Ipaxamamom K.K. wu
Pamaceamu B., a mo3mHee pacmmpeHHass B paMKaxX CEpBHUCHO-TIOMUHAHTHOW JIOTUKH
Bapro C.JI. u JIymiem P.®. Bxian B pazButue konnenuun VCC Takxke BHecan Putnep
I'., IOprencon H., ®ymrep ., llIpomms P., Jennxapar C., Xyrrep K., Ucnam C.,
TamxBunu M. u Pummap M.-O. B ux paborax moguepKuBaeTcsi ydacThe moTpeouTenen
B CO3laHUU OpEHAMHIOBOM IIEHHOCTHM 4epe3 IO0JIb30BATEIbCKUNA  KOHTEHT,
BOBJICYCHHOCTDH U B3aUMOJICUCTBHE B IIUGPOBOM Cpejie.

OtnenbHOE HampaBlI€HUE HCCIEIOBAHUN KacaeTcsli BIUSHUS DJIEMEHTOB
COIMAJIbHBIX ME1a, BOBJICUEHHOCTH, JEKTPOHHOrO capadanHoro paano (eWOM),
WHTEPAKTUBHOCTH ¥ COIMATBHONW IEHHOCTH Ha (HOPMHUPOBAHHE TMOTPEOUTEITHCKOTO
karmrana operna(CBBE). Otu acnektsl paccmaTtpuBaroTcsi B padotax 3aidepra K.,
Ksona B.C., ®ap3una M., ®arraxu M., Pao K.C., I'ynter A., Xycceitna A., Ueynra
M.JIL. u gpyrux. CoBpeMeHHbIe Mojaenu u3MepeHus BomieueHHOCTH U CBBE B



KOHTEKCTE COIMaIbHBIX Meana pa3padaTsiBatoTcs B uccienoBanusx [lapyru M., Kayp
X., ITonreca X.M. u Jlykamuxka I1.

Tem He MeHee, HECMOTpS Ha 3HAYUTENIbHOE BHHUMAHUE CO CTOPOHBI
aKaJeMHUYECKOro COOOUIECTBA M AaKTUBHOE pAa3BUTHE TEOPETHUYECKUX MOJIXO/0B,
CTEMEHb KOHIIENTYaJIbHON M MPUKIAAHOW MpopabOTKu MpoOJeMbl B MPUMEHEHUHU K
OpenmaMm, QoOpMHUPYEMBIM B  COIMAJIBHBIX CETSIX, OCTAeTCSd OTIPAaHUUYCHHOM.
BonbIIMHCTBO CyIIECTBYIOIIMX MOJENe Obuin pa3paboTanbl Ay opaaliH-pbIHKA U
JIUIIH B OTPAHUYECHHOM CTETICHU YUYUTHIBAIOT IMMOBEJICHUYECKHE OCOOCHHOCTH ITU(POBBIX
nmoyib3oBaresie,  (PEHOMEH  «IPOCIOMEPOB» U cHENU(UKY  BU3YaJbHO-
opueHTupoBaHHbIX Tatdopm. Kak nokazano B padorax Onsuna Toddnepa, [IBuBenu
A., JIxxoncona JI.B., Yunku J[.K., Heynra M.JI. u npyrux, CyumecTByOIIAE MOJEIU
CBBE numb 4acTMYHO OTpaKalOT AMHAMHUKY TOJIb30BATEIbCKOTO TIOBEJCHUS B
COITMAIBHBIX CETSAX U PEIKO BKIIOUAIOT KOMIIOHEHTHI COBMECTHOTO CO3/IaHUS [ICHHOCTH
(VCC) xak mpoMexXyTOYHOTO MeXaHu3Ma (pOPMHUPOBAHUS TIPUBEPIKEHHOCTU OpPEH]TY.

Bonee Toro, HecMOTpsi HA JOMHUHUpPYIOIIEE MOJIOKEHHE TaKUX IIaT@opM, Kak
Facebook u Instagram, B moBceJHEBHON KOMMYHUKAIIUA U KOMMEPUYECKHUX CTPATETHIX,
B HACTOSIIEE BpeMs HE CYIICCTBYET €IWHON W OOIIEIOCTYMHON METOAUKHU OICHKU
notpedurenbckoro kanurtana OpeHna(CBBE). CymectByronue KoMMepyecKue
METO/IbI, TAKKE Kak Mojelb Interbrand, ncnomns3yromias unaexc poau openna (Role of
Brand Index, RBI), sBasroTCS 3aKpBITBIMA M HEAOCTYITHBIMU JUISI HAYYHOT'O aHAJIN3a.
OtnenbHblEe HccaeAOBaHMs, Hampumep, padotsl [xascypun H.A., bonanno A.,
Tepsuua C. u Canunaca I'., paccMaTpuBarOT CpaBHUTENIbHBIE MOJIXOAbI K OLIEHKE
OpeHII0B, OJIHAKO OHU HE MpeAsiaraioT pelieHui, aganTHPOBAHHBIX IS IU(GPOBBIX
1aTGopM U COLMATIBHBIX CETEH.

Takum 00pa3oM, HecMOTps Ha HaJIWYWE OOIIMPHOW TEOPETHUECKOW O0asbl,
CYIIECTBYET OYEBHIHBIA aKaJeMUYECKUW MpoOenm B  HWHTErpallud  MOJIETHU
notpedurenbekoro kanurana 6penna (CBBE) u koHIenmu cOBMECTHOTO CO3aHUS
neHHocT (VCC) B KOHTEKCTE COLMAJIbHBIX MEJHa KaK CaMOCTOATEIbHON Cpelibl
dopmupoBanusi 6penga. OTCYTCTBHE OTKPBITHIX, BOCIIPOU3BOAMUMBIX U IMITUPUUECKH
IIPOBEPEHHBIX MOJIEJEeH OIICHKM LIEHHOCTH OpeHaa B uudpoBoil cpene ompeaenser
HEO0OXOTMMOCTh MTPOBEICHUS CHCTEMHOT'O UCCIIEAOBAHMS TI0 pa3paboTKe U arpodanuu
mHoroMepHoit mogenu CBBE, anantupoBanHo# K cierudrke colraaibHbIX CETEH.

Heap n 3axauu uccaegoBanus. Llenpo nuccepTaliMOHHONW paOOThI SBIISIETCS
pa3paboTka Hay4YHO OOOCHOBAHHBIX TEOPETHKO-METOJOJIOTHYECKUX TOJIXO/I0B U
MPAaKTUYECKUX  PEKOMEHJAlUMUi 10  NPUMEHEHUIO  MHOTOMEPHOHM  MOJAENH
norpedurenbckoro kanmutana operma (Consumer-Based Brand Equity, CBBE) ms
OpeHIUpOBaHMS B COLNMANBHBIX ceTaXx Ha miarhopme Instagram B pamkax
MapKETUHTOBOU J1€SITEIbHOCTH.

B cooTBETCTBHM ¢ MOCTAaBICHHOW LEIbIO OMpPEAEICHBI CIEAYIONINE OCHOBHbIE
3a/1a4H:

- HCCIEI0OBAaTh TEOPETUUYECKHE OCHOBBI (DOPMHUPOBAHUSA MOTPEOUTENHCKOTO
KanuTana OpeH/ia B COIIMAIbHBIX CETAX;



- CHUCTEMaTU3UpPOBaTh COBPEMEHHBIE MOJXOJbl K OLEHKEe OpeHaa B LU(PPOBOM
cpene;

- IIPOAHAJIU3UPOBATh BIHUSHUE BOBJICYEHHOCTH IOJIb30BATENECH, IEKTPOHHOTO
capaganHoro paauo (eWOM) u couMaJbHOM LEHHOCTH Ha (QopMUpOBaHUE
coBmecTHoro cozmanus nennoctu (Value Co-Creation, VCC);

- OLICHUTH BO3MOXXHOCTb MHTerpanuu koeniuu VCC B paclIupeHHYI0 MOJEITb
CBBE;

- onpenenuth npumeHumMocTh monaenu CBBE nns pacuera Bkiama OpeHna B
uudpoBoii cpene;

- pazpaboTaTh MPaKTUUECKHUE PEKOMEHIAIUH 110 UCToab30BaHut0 Moaenun CBBE
B MAapKETUHTOBOMW JeATeIbHOCTH Ha maTdopme Instagram.

IIpeamer  uccaegoBanms. Ilpomeccel  dopmupoBaHus U OLICHKHU
NOTpeOUTENbCKOTO KanuTasia OpeHaa B iudpoBoi cpee.

O0bexkT wuccaexoBanus. ColManbHble CETH, B YaCTHOCTH IutaTgopma
Instagram, kak ayneMeHT HU(PPOBONH MAPKETHUHTOBOM IKOCUCTEMBI, 00ECIeUNBAOIINIA
CO-TBOPUYECKOE y4acTHE MOJIb30BaTeNel B MOCTPOSHUH IIEHHOCTH OpeHa.

Metoasl ucciaenoBaHus. MeTogonoruueckas  OCHOBAa  MCCIIEIOBaHUSA
OTHMPACTCS Ha MTPUMEHECHHE KaK KAUYECTBEHHBIX, TaK U KOJMYECTBEHHBIX METO/IOB, YTO
MO3BOJIMJIO BCECTOPOHHE OIEHUTH (AaKTOphl, BIUAKOIIME HAa (OPMHUpPOBAHUE
notpedurenbckoro kamurtana OpeHma (Consumer-Based Brand Equity, CBBE) B
COLIMAJIBHBIX CETSIX C YIE€TOM MEXaHU3Ma COBMECTHOTO co3nanus ennoctH (Value Co-
Creation, VCC). B xone uccrnenoBanus ObUIM MCIOJIB30BaHbI CAEAYIOMIUE METOABI U
AHAIMTUYECKHUE TOXO/IbI:

- aHKeTHUpOBaHUE Mojb30BaTeneil Instagram B Kazaxcrane (n = 687), BeiOOpKa
OCYIIECTBIISIACH METOJOM CTPaTU(UIMPOBAHHOTO OTOOpa Ha OCHOBE JIAHHBIX
xommanun ACT Kazakhstan;

- CTaHJapTHU3allks JaHHBIX C WCIOJIb30BAHUEM HOpPMAalM3alu Z-OLEeHOK (Z-
score) Jis TIOBBIICHHS COTMOCTAaBUMOCTUA IIKald M 0OecreueHus BaJUIHOCTU
(hakTOpHOTO aHaJN3a;

- aKcruiopaTtopHbiii ¢aktopubii aHanu3z (EFA) ¢ umcmonp3oBanmemM Meroaa
dakropuzanuu riaBHeIX oced (Principal Axis Factoring) m Bpamenuss Promax,
peanuzoBanHblil B SPSS 23.0 17151 BBIBICHUS JATEHTHOM CTPYKTYpBI OKa3aTeNei;

- IPOBEPKa Ha CUCTEMATUYECKYIO OMIMOKY METO/Ia C IOMOIIBI0 TecTa XapMaHa
Ha enuHCTBeHHBIN (akTop (Harman’s single-factor test) um ananm3a mMOJTHOM
koumHeapHocTH (full collinearity VIFs);

- noareepxaaomuii - ¢aktopubii  aHanmu3z (CFA) u  moaenupoBaHue
CcTpykTypHbiMH ypaBHeHusiMu (SEM) B mnporpamme WarpPLS 7.0 nns oueHku
HAJIS)KHOCTH, KOHBEPTr€HTHOM W JTUCKPUMHHAHTHOW BAJMTHOCTH, a TaKXKe s
MIPOBEPKHU TUIIOTE3;

- MeauaTUBHBIN aHanu3 mo noaxony [lputuepa m Xeiica (Preacher & Hayes,
2014) B pamkax PLS-SEM st onieHKM KOCBEHHBIX 3(PPEKTOB B MOJIENH;



- OLICHKa COOTBETCTBHUSI MOJIENIM C KCIOJb30BAHUEM HHIEKCA COOTBETCTBUS
Tenenxayca (Tenenhaus GoF) u kputepueB HaaexxHocTH: ko3 dunnenta o Kponbaxa,
coctaBHOU HanexHocTH (CR) u cpenHel aucnepcuu, U3BIEUYEHHON M3 NMEPEMEHHBIX
(AVE);

- PErpecCHUOHHBIM aHalu3 C MPOBEPKOM Ha MynbTUKOUIMHEapHOCTh (VIF),
rerepockenactTudHocth (LOESS), a Takke HUCKIIOYEHHWEM ayTiaepoB Ha OCHOBE
paccrosinus MaxananooOuca.

[Ipumenenne meroga PLS-SEM mo3Boimio mpoaHaIM3UpOBaTh Kak MOJIEIH
MepPBOro, TaK U BTOPOTO MOPsiAKa, a Takxke oileHUTh BkiIaj paxkropoB VCC u CBBE B
HAMEpPEHUE T0JIb30BaTENIe MPOJOKACThL  B3auUMOJCHCTBUE ¢ OpeHIoM U
dbopmupoBaHue MOTPEOUTEIHCKOTO KanuTaia OpeH/a.

Nudopmanimonnass u smnupudeckas 0a3a HCCIEAOBaHUS BKIIOYaeT B ceOs
TEOPETHUYECKUE U TMPHUKIAIHbIE pPa3pabOTKU B 00JacCTU YyHOpaBICHUS OPEHIOM,
coBMmectHoro cosnanus mneHHoctu (Value Co-Creation, VCC) u oneHku OpeHna B
udposoii cpene. Ocoboe BHUMAHKE yI€JICHO OTPaHUYCHUSM TPAAUIIMOHHBIX METO/I0B
(Ha OCHOBE WBACPKEK, PBHIHOYHONW CTOMMOCTH H JOXOJHOCTH) TIPHU OIICHKE
HEMaTepUaJIbHBIX AaKTHUBOB B COIIMAJBHBIX CETAX, a TaKKe OTCYTCTBHUIO €IMHBIX
crangapToB pacuera Muaekca ponu 6penaa (Role of Brand Index, RBI) y Begymux
poBaiiIepoB OPEHI0BOM OIICHKH.

B kavecTtBe anmbTepHaTHBBI ObUIa MPUMEHEHA AHAJIMTHUKA MOJIb30BATEIHCKOTO
MOBE/ICHMSI, OTPaKarolas BOBJICYEHHOCTh U CO-TBOPYECKOE ydacTue B GOPMUPOBAHUU
OpeHa. OTo MO3BOJIWIIO AJAaNITUPOBATH MOJIENb OLIEHKH 32 CUET UHTErPalluUd PECYPCOB
U paccMOTpeHHsl OpeHJa Kak pe3yJbTaTa TPUATHOTO B3aUMOJICHCTBUS MEKIY
w1atopmoii, moab30BaTENEM U MPOU3BOIUTEIIEM.

Hayynass HoBu3Ha. Hacrosiiee wucciieoBaHre BHOCUT BKJIaJl B pa3BUTHUE
TeOpuH OpeHJuHTa W IU(PPOBOro0 MapKeTHHTa, Mpesaras OOHOBICHHYIO MOJCIHb
OLIEHKH ITOTpeduTeaIRCcKOro KanuTaaa operaa (Consumer-Based Brand Equity, CBBE)
B COIIMAIBHBIX ceTsX. B paboTe pacumupsieTcsi TeopeTHyecKass OCHOBA KJIACCUYECKOM
monenu CBBE, u3nauanpHO pa3paOoTaHHOM M7 TPAJAUIMOHHOTO OQIalH-pBIHKA,
MyTeM WHTErpali KOMIIOHEHTa CcoBMecTHOro cosnanus nenHoctu (Value Co-
Creation, VCC), oTpakallero IOBEICHYCCKHE OCOOCHHOCTH IIOJIb30BaTeICH B
nudpoBoii cpee.

OcCHOBHbIE PE3YybTAThl UCCIAEAOBAHUS 3aKIII0YAIOTCS B CIEAYIOMIEM:

- TIpeioKeHa MojiepHu3npoBanHas Mojsenbr SM CBBE, agantupoBanHas ajis
OIICHKU KaK TPAJUIIMOHHBIX, TaK U HU(PPOBBIX OPEHIOB, a TakKe camMuX OpPEHIOB
COIMANIbHBIX CETEH, C yU4EeTOM CIEeIH(PUKH TMOJIb30BATEIIBCKOTO B3aUMOICHCTBUS U
BOBJICUEHHOCTU;

- JIOCTUTHYTa TeopeTudeckas koHBepreHius kouueniuii CBBE u VCC c
BKJIFOYCHHEM DJIEMEHTOB TEOPUU MOTPEOUTEIHCKOW BOBJICYCHHOCTH WM COIMAIIBHOU
OpeHI-TIEHHOCTH, YTO TMPEJCTABISET COO0OM HOBOE HAIPABJICHHE B HCCIICIOBAHMSIX
MapKeTHHTa COLIMAIbHBIX CETEH;



- OpeH/ KOHIENTYaJIu3upOBaH KaK COIMAJIbHBIN MPOLIECC, B pAMKaX KOTOPOTO
LEHHOCTh CO3/1a€TCA COBMECTHBIMH YCHIIMSIMU TIOTpeOUTENel, HUPPOBBIX MIATHOPM U
JIPYTUX 3aUHTEPECOBAHHBIX CTOPOH;

- pa3paborana komIiekcHas cuctema otieHkd SM CBBE, oxBaTeiBatoias Bech
UK GopMUpOBaHUSI OPEHIOBOM 1IEHHOCTH — OT MOBEACHYECKUX MPEAUKTOPOB 10
(MHAHCOBBIX MOKa3aresieil, yTo o00ecrneyrnBaeT BO3MOXHOCTh €€ NPUMEHEHHS B
CTpaTeTMYeCKOM yMPaBICHUU OPEHIOM B YCIOBUIX ITU(DPOBON SKOHOMHUKHU.

Hay4yHble no10:xeHus1, BHIHOCUMbIE HA 3A1UTY:

- TMpEeNCTaBJICHA AaBTOPCKas WHTEPHOpPETAIUsl TMOHATUS «KaluTal OpeHja
COLIMAJIBHBIX MEIHMa» KaK LEHHOCTH, COBMECTHO CO3/1aBa€MOM MOJIb30BATEISIMU
MOCPEJICTBOM 3JIEKTPOHHOI'O capaaHHOTO pajguo, BOBJICYEHHOCTH M COLMAIBHOM
3HAYMMOCTH OpeHJIa;

- MPEJUIOKEHO MCIOJIB30BaHUE MOJIeNN KanuTana openaa (SEM) nns ananusza
M0JIb30BATENbCKOTO CIIPOCca € IENbI0 OMpesesieHus Bkiajna OpeHna Instagram B ero
OILICHKY Ha OCHOBE 4YnucTOM nmpuBeaeHHoM croumocth (Net Present Value);

- OlLIEHKa Mojienu KanuTtaina Openaa Instagram mokaszana, YTO MHTEHCUBHOCTh
MOJIb30BATENbCKOT0 CO-TBOPUECTBA BIMSIET Ha pa3Mep Kamurtaia OpeHja, sSBIsACH ee
HEOTHhEMJICMOM YaCThIO;

- YpOBEHb BOBJICUEHHOCTH TMOJb30BaTENE, WHTEHCUBHOCTH 3JIEKTPOHHOTO
capagaHHOTO pPaJUO ¥ 3HAYUMOCTH COLMAJIILHOW IIEHHOCTH OpeHlla ONpelnemsioT
aKTUBHOCTb CO-TBOPYECTBA MOJIb30BATENIEH B Mpollecce MOCTPOSHUS U YKpEeIICHUs
Openna Instagram;

- MOJeNb KamuTana OpeHJa TO3BOJIAET OIEeHUBaTh A (PEKTUBHOCTH
MapKETUHTOBOW aKTUBHOCTH OpeHI0B B Instagram.

TeopeTuueckass 3HAYUMOCTH Pe3yJIbTATOB HCCJeI0BaHUA. TeopeTuyeckas
3HAYMMOCTh HCCJIEIOBAaHUS 3aKIIOYAETCS B PACIIMPEHUH HAYYHOTO TOHHUMAaHUS
nporeccoB GopMUpOBaHUS KamuTaida OpeHzIa B cpelie COIMAIbHBIX CETel C y4eTOM
MOBEICHUECKNX  XapaKTepUCTUK TMOJb30Bareneil u  crneuudukd  1udpoBOro
B3auMojeicTBus. Pa3paboraHHass MoOjeNb IMOTPEOMTENIBCKOTO KamuTajga OpeHaa
commanbHeix Menua (SM CBBE) mnpensaraer HOBYIO HWHTEpPHpETALMIO BKIIaJa
noTpeduTeNst B CO3aHNe U TOJAepKaHue IEHHOCTH OpeHia Ha OCHOBE KOHIICTIIIHH
comectHoro cosnanus 1eHHoctd (Value Co-Creation, VCC). Ilpemmaraercs
CUCTEMHBIN MOJXO0Jl, UHTETPUPYIOIINI MAapKETUHTOBBIE U MOBEIECHYECKHE ACIEKThI B
OLICHKE HEMATEepUAJIbHBIX AKTUBOB, TEM CaMbIM MOJUYEPKHBAasi aKTyaJbHOCTh OpeHJa
KaK COIMAJIbHOW KOHCTPYKIIMH B YCIOBUSX HMU(PPOBON sKoHOMUKHU. [IpencraBiennas
MOJIEb  BOCIHOJHSIET  CYHIECTBYIOUIMMA  aKaJEeMHUYECKUM  paspblB  MEXKAY
MapKEeTUHTOBBIMA ¥ (UHAHCOBBIMH TIOJXOJaMH K OIICHKE OpEeHa, CIOCOOCTBYS
Pa3BUTHIO MEKIUCIUIUIMHAPHON TEOpHH MUPPOBOTO OPEHANHTA U TOTPEOUTEIHCKOTO
y4acTusi B JOpMHPOBAHUH OpeHA.

IIpakTHyeckass 3HAYMMOCTb pe3yJbTATOB HcciaeAoBaHus. [IpakThueckas
3HAYMMOCTh HMCCJIEIOBAHUSl 3aKII0YAETCs] B MPUMEHUMOCTU pa3pabOTaHHON MOJENH
MOTpeOUTENIbCKOr0 KamuTana OpeHaa counanbHbix Meana (SM CBBE) s



CTPAaTETMYECKOTO  IUIAHUPOBAHWSA, peaau3allMd W  OLUEHKM  MapKETHUHIOBBIX
KOMMYHHMKalMil. Mozenb MOKET HCIOJIB30BAaThCS ISl COBMECTHOIO CO3HAHUSA H
yKperuieHus: OpeHa0B B HU(POBOM cpeie ¢ yueToM BKJaja MOJIb30BaTeNed U IPYrUX
3aMHTEPECOBAHHBIX CTOPOH B IPOLIECC CO3AaHus OpeHna. Pe3ynbraThl akTyalbHbl Kak
Uil TIaTGOpM  COLMANIBHBIX CeTed, Tak W g OHJaH- M o¢JailH-OpeH/0B,
HCIIOJIB3YIOIIUX COLICETH KaK KJIIFOUYEBOM MHCTPYMEHT B3aUMOJACHCTBUS C Ay AUTOPUEH.
[IpennokeHHbIA MOAX0/ MO3BOJSET ONPEACNIUTh OO0 BKJIaaa OpeHJa Mpu pacyere
€ro phIHOYHON CTOMMOCTH METOJIOM IUCKOHTUPOBaHMS JeHEKHBIX MOTOKOB (DCF),
YTO MOBBIIIAET €r0 NPUKIIATHYIO HEHHOCTD JJIsl CHEUATNCTOB B 00JaCTH MapKEeTHHTa,
OpeHa-MeHeHKMeHTa U U(POoBO aHaMUTUKU. [loydeHHBIE BBIBOJABI MOTYT OBIThH
YUYTEHBl TIPU peAM3allMi HAIMOHAJIbHBIX HWHULMATUB W MPOrpamMM, TaKUX Kak
«Iudposoit Kazaxcrany», «lludposas Hauus» u KoHuemnuus pa3BUTUS KpPeaTUBHOM
skoHOMHUKU 110 2025 ronma, cmocoOcTBys Oosiee 3(PPEKTUBHOMY HCIOJIB30BAHUIO
U POBBIX TIATHOPM IS pa3BUTUS MPEANPUHUMATEIHCTBA U MAPKETUHTA.
Anpodanus pe3yJabTaTOB HCCIAeA0BaHUA. Pe3ylIbTaThl OCHOBHBIX MOJIOKEHUM
UCCJIEJIOBAaHUs MpoNUIM ampobanuio: st Openna Beauty Flora xommanmu TOO
“ARBOR GROUP” u 6penna SAAxko6¢c komnanuu LLP “JDE Kazakhstan™.
Hyoaukanmu.  OcCHOBHBIE  pe3yNabTaThl  JUCCEPTALMOHHOW  PabOTHI
onyOJIUKOBaHBI B 7 HAYYHBIX paboTax, u3 HUX: | — B peUTHHTOBBIX KypHaIaX U3 CIIUCKA
0a3 gaHHBIX Scopus (IIPOIEHTUIL CBBIIMIE 35); 3 — B KypHajax, peKOMEHJIOBaHHBIX
KOKHBO; 3 — B MaTepuaiax MeXIyHapOJHOM HAYYHO-TIPAKTHUYECKON KOH(PEPEHITUH.
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ANNOTATION

Relevance of the research topic. Today, the development of digital technologies
and the growing role of social networks have a significant impact on the daily lives of
consumers and the processes of market value formation. In the context of a global
digital space, the structure of interaction between market participants is being
transformed, and the importance of intangible assets such as image, reputation, and
perceived brand value is increasing, especially in the digital environment. At the same
time, the intensifying competition encourages companies to manage brand perception
more and strengthen their emotional connection with the consumer. In other words,
under modern conditions, forming a strong brand becomes a tool for marketing
positioning and a key strategic resource ensuring the company's long-term
sustainability and competitive advantages. Digital technologies have radically changed
the communication landscape between business and consumer, providing instant access
to information, the possibility of personalized interaction, and involvement in content
creation. A special place in these transformational processes is occupied by digital
platforms and social networks, which have turned into universal channels for branding
and marketing interaction.

These global trends are also entirely relevant for Kazakhstan, where recent years
have witnessed the rapid development of digital infrastructure, the growth of digital
literacy among the population, and increased social network users. According to data
from the Bureau of National Statistics of the Republic of Kazakhstan, the level of
internet penetration in Kazakhstan exceeds 85%, and social networks are actively used
by both young and adult audiences in their daily lives and consumer behavior. Thus,
starting from the mid-2000s, several significant state strategic documents have been
implemented in the country, such as the Telecommunications Industry Development
Program of the Republic of Kazakhstan for 2006—2008, the Program for Reducing the
Information Divide in the Republic of Kazakhstan for 2007-2009, the State Program
for the Development of “Electronic Government” for 2008—2010, the State Program
“Digital Kazakhstan for 2018-2022, and the National Project “Digital Nation” for
2021-2025. These initiatives have contributed to the institutional and technological
formation of the digital environment, the expansion of digital communication channels,



and the creation of prerequisites for the active growth of digital brands and online
marketing in Kazakhstan.

The significance of the digital agenda was further confirmed in the Address of the
President of the Republic of Kazakhstan Kassym-Jomart Tokayev on September 2,
2024, titled “A Fair State. One Nation. A Prosperous Society”, which emphasizes the
need for large-scale digital transformation of the economy, including the development
of digital platforms, strengthening of innovation activity, expansion of domestic
business presence in the digital space, and the formation of an intellectual economy
based on intangible assets. Special attention is given to supporting digital
entrepreneurship, developing the startup ecosystem, and promoting new forms of
employment through social networks and online platforms. These provisions directly
correspond to the necessity of forming sustainable and recognizable digital brands with
high consumer value capable of effectively competing in the digital environment.

In this context, global digital platforms such as Instagram acquire particular
importance. They perform not only the function of communication channels but also
serve as a full-fledged environment for forming and promoting brands. As a visually
oriented social network, Instagram provides unique opportunities for building brand
identity, engaging audiences, and generating user content. In Kazakhstan, this platform
Is actively used by individual users and companies striving to enhance brand
recognition, loyalty, and emotional appeal.

Nevertheless, the existing theoretical and methodological approaches to brand
evaluation, including the classical Consumer-Based Brand Equity (CBBE) model, do
not usually consider the specific characteristics of brand functioning in the digital
environment. Aspects such as visual design, algorithmic promotion, user engagement,
reposting, influencer marketing, and content scalability require rethinking traditional
branding models.

Thus, the relevance of this study is determined by the need to develop an extended
multidimensional CBBE model adapted to the specifics of social networks and, in
particular, the Instagram platform. This model should incorporate classical brand
components (awareness, associations, perceived quality, loyalty) and modern digital
metrics, visual identity, depth of engagement, strength of social influence, user-
generated content activity, and network effects. In the context of Kazakhstan, where
there is a growth of the digital economy and active use of social networks in marketing
activities, such an approach makes it possible to establish scientifically grounded
mechanisms for assessing brand effectiveness in the digital space and to develop more
effective marketing strategies.

The degree of problem development. The issue of assessing Consumer-Based
Brand Equity (CBBE) and brand formation in social media has gained particular
importance in recent decades due to the digital transformation of market interactions
and changes in consumer behavior models. In modern research, CBBE is considered a
complex multidimensional construct reflecting consumer perception of a brand and its
influence on behavior, loyalty, and the creation of added value. The theoretical



foundations of CBBE were laid in the works of Aaker D., Keller K.L., Christodoulides
G., Yoo B., Donthu N., Schivinski B., Baalbaki S., and Guzman F.

With the development of digital technologies, CBBE studies began to adapt to new
conditions, especially the social media environment. An in-depth analysis of the impact
of digital platforms on brand perception is presented in the works of Appel G., Stephen
A.T., Grewal L., Swaminathan V., and Hadi R. A significant contribution to the
development of methodological foundations for brand analysis in the online context
was made by Colicev A., Malshe A., Pauwels K., Godey B., Manthiou A., Rokka J.,
Aiello G., and Donvito R. Specific aspects of user interaction with brands through
digital channels are explored in the works of Shang Y., Gomez M., Vacas-de-Carvalho
L., Schivinski B., and Muntinga D.G.

At the same time, the theory of VValue Co-Creation (VCC) was actively developed,
initially proposed by Prahalad C.K. and Ramaswamy V., and later expanded within the
service-dominant logic by Vargo S.L. and Lusch R.F. Contributions to the development
of the VCC concept were also made by Ritzer G., Jurgenson N., Fuller J., Schroll R.,
Dennhardt S., Hutter K., Islam S., Tajvidi M., and Richard M.-O. Their works
emphasize the participation of consumers in creating brand value through user-
generated content, engagement, and interaction in the digital environment.

A separate line of research concerns the influence of social media elements,
engagement, electronic word-of-mouth (eWOM), interactivity, and social value on the
formation of CBBE. These aspects are explored in the works of Seifert C., Kwon W.S.,
Farzin M., Fattahi M., Rao K.S., Gupta A., Hussain A., Cheung M.L., and others.
Modern measurement models of engagement and CBBE in the context of social media
are being developed in the studies of Paruthi M., Kaur H., Pontes H.M., and Lukasik P.

However, despite significant attention from the academic community and the
active development of theoretical approaches, the degree of conceptual and applied
elaboration of the problem as applied to brands formed in social media remains limited.
Most existing models were developed for the offline market and consider the behavioral
characteristics of digital users, the phenomenon of "prosumers,” and the specifics of
visually-oriented content platforms only to a limited extent. As shown in the research
of Alvin Toffler, Dwivedi A., Johnson L.W., Wilkie D.C., Cheung M.L., and others,
existing CBBE models only partially capture the dynamics of user behavior in social
media and rarely include value co-creation components as an intermediate mechanism
for brand commitment formation.

Moreover, despite the dominance of platforms such as Facebook and Instagram in
daily communications and commercial strategies, there is no unified and publicly
accessible methodology for assessing CBBE. Existing commercial methods, such as
the Interbrand model using the Role of Brand Index (RBI), are highly closed and
unavailable for scientific purposes. Individual studies, for example, by Jayasuriya N.A.,
Bonanno A., Terzi¢ S., and Salinas G., examine comparative approaches to brand
valuation. Still, they do not offer solutions for digital platforms and social networks.



Thus, despite an extensive theoretical base, there is a clear academic gap in
integrating the Consumer-Based Brand Equity (CBBE) model and the Value Co-
Creation (VCC) concept in the context of social media as an independent environment
for brand formation. The lack of open, reproducible, and empirically validated models
for brand value assessment in the digital environment determines the need for a
systematic study to develop and test a multidimensional CBBE model adapted to the
specifics of social media.

Research aim and objectives. The dissertation aims to develop scientifically
grounded theoretical and methodological approaches and practical recommendations
for applying a multidimensional Consumer-Based Brand Equity (CBBE) model to
Instagram branding in social networks within the context of marketing activities.

In accordance with the stated aim, the following key objectives are proposed:

— to explore the theoretical foundations of consumer-based brand equity
formation in social networks;

— to systematize modern approaches to brand evaluation in the digital
environment;

— to analyze the impact of user engagement, eWOM, and social value on the
formation of value co-creation (VCC);

— to assess the integration of VCC into the extended CBBE model;

— to determine the applicability of the CBBE model for calculating brand
contribution in the digital environment;

— todevelop practical recommendations for using the CBBE model in marketing
activities on the Instagram platform.

Subject of the research. The processes of formation and evaluation of
consumer-based brand equity in the digital environment.

Object of the research. Social networks, in particular the Instagram platform,
are an element of the digital marketing ecosystem, enabling co-creative user
participation in brand equity building.

Research methods. The study's methodological basis relies on applying both
qualitative and quantitative methods, which made it possible to comprehensively assess
the factors influencing the formation of Consumer-Based Brand Equity (CBBE) in
social media, taking into account the mechanism of Value Co-Creation (VCC). The
following methods and analytical approaches were used in the course of the study:

— asurvey of Instagram users in Kazakhstan (n = 687), selected using stratified
sampling based on data from ACT Kazakhstan;

— data standardization using Z-score normalization to enhance scale
comparability and ensure the validity of factor analysis;

— exploratory factor analysis (EFA) using the Principal Axis Factoring method
with Promax rotation, implemented in SPSS 23.0 to identify the latent structure of the
indicators;



— testing for common method bias using Harman’s single-factor test and full
collinearity VIFs analysis;

— confirmatory factor analysis (CFA) and structural equation modelling (SEM)
in WarpPLS 7.0 to assess reliability, convergent and discriminant validity, and to test
hypotheses;

— mediation analysis using the Preacher & Hayes (2014) approach within the
PLS-SEM framework to evaluate indirect effects in the model;

— model fit assessment using the Tenenhaus GoF index and reliability criteria:
Cronbach’s a, composite reliability (CR), and average variance extracted (AVE);

— regression analysis, including checks for multicollinearity (VIF),
heteroskedasticity (LOESS), and the exclusion of outliers based on Mahalanobis
distance.

The application of PLS-SEM enabled the analysis of both first-order and second-
order models, as well as the assessment of the contribution of VCC and CBBE factors
to brand continuance intention and the formation of brand equity from the consumer
perspective. The informational and empirical basis of the research includes theoretical
and applied developments in brand management, value co-creation (VCC), and brand
evaluation in the digital environment.

Special attention is given to the limitations of traditional methods (cost-based,
market-based, income-based) in assessing intangible assets within social media and the
absence of unified standards for calculating the Role of Brand Index (RBI) among
leading brand valuation providers.

As an alternative, user behavior analysis was applied, reflecting engagement and
co-creative participation in brand formation, which allowed for the adaptation of the
evaluation model through the integration of resources and consideration of the brand as
the result of a triadic interaction among the platform, the user, and the producer.

Scientific novelty. The present study contributes to developing branding theory
and digital marketing by proposing an updated model for evaluating Consumer-Based
Brand Equity (CBBE) in social media. The study expands the theoretical framework of
the classical CBBE model, initially developed for the traditional offline market, by
integrating the Value Co-Creation (VCC) component, which reflects user behavior
characteristics in the digital environment.

The main results of the study are as follows:

— a modernized SM CBBE model was proposed, adapted for the evaluation of
both traditional and digital brands, as well as social media brands themselves, based on
the specifics of user interaction and engagement;

— a theoretical convergence of the CBBE and VCC concepts was achieved,
incorporating elements of consumer engagement theory and social brand equity,
representing a new direction in social media marketing research;

— the brand is conceptualized as a social process in which value is co-created
through the participation of consumers, digital platforms, and other stakeholders;



— a comprehensive SM CBBE evaluation system was developed, covering the
entire cycle of brand equity formation from behavioral predictors to financial
performance indicators, enabling its application in strategic brand management within
the digital economy.

Scientific statements submitted for protection:

— a proprietary interpretation of "social media brand equity" is presented as a
value co-created by users through electronic word-of-mouth, engagement, and the
social value of the brand;

— the use of a brand equity model (SEM) is proposed for analyzing user demand
in order to determine the contribution of the brand name to Instagram brand valuation
through net present value;

— the evaluation of the Instagram brand equity model showed that the intensity
of user co-creation influences the size of brand equity, being an integral part of it;

— the level of user engagement, the intensity of electronic word-of-mouth, and
the significance of the brand’s social value determine user co-creation activity in
building and strengthening the Instagram brand,;

— the brand equity model evaluates the effectiveness of brands’ marketing
activities on Instagram.

Theoretical significance of the research results. The theoretical significance lies
in expanding the scientific understanding of brand equity formation within the social
media environment, considering user behavior and digital interaction specifics. The
developed SM CBBE (consumer-based brand equity) model offers a new interpretation
of the consumer’s contribution to creating and maintaining brand value based on the
concept of value co-creation (VCC). A systematic approach is proposed that integrates
marketing and behavioral aspects in evaluating intangible assets, thereby highlighting
the brand's relevance as a social construct in the context of the digital economy. The
presented model addresses the existing academic gap between marketing and financial
approaches to brand evaluation, contributing to advancing an interdisciplinary theory
of digital branding and consumer participation in brand formation.

The practical significance of the research results. The practical relevance of the
research lies in the applicability of the developed social media consumer-based brand
equity (SM CBBE) model for strategic planning, implementation, and evaluation of
marketing communications. The model can be used for co-creating and strengthening
brands in the digital environment, considering the contributions of users and other
stakeholders to brand building. The results are relevant for social media platforms and
online and offline brands that use social networks as a key tool for audience
engagement. The proposed approach allows for determining the brand’s contribution
share when calculating its market value using the discounted cash flow method,
enhancing its practical value for marketing, brand management, and digital analytics
professionals. The research findings can be considered in implementing national
initiatives and programs such as "Digital Kazakhstan," "Digital Nation," and the



Creative Economy Development Concept until 2025, supporting more effective use of
digital platforms for entrepreneurship and marketing development.

Approbation of the research results. The main findings of the study were tested
and validated through practical application for the Beauty Flora brand of “ARBOR
GROUP” LLP and the Jacobs brand of “JDE Kazakhstan LLP.

Publications. The main results of the dissertation have been published in 7
scientific papers, including: 1 in a ranked journal indexed in the Scopus database (with
a percentile above 35); 3 in journals recommended by the Committee for Quality
Assurance in the Sphere of Science and Higher Education (CQASHE); and 3 in the
proceedings of international scientific and practical conferences.



