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KEHEATUIT'EH KOMOJIIIEM/I CBBE MOJEJIIH O3IPJIEY: OHbI BPEH/
POJIHIH MHAEKCI (RBI) KOHTEKCTIHJE KOJIAHY

«8D04106 — «MapkeTuHr» MamMaHAbIFbI OoiibiHIIa Quiiocodus qokTopsl (PhD)
JIOPEkKECIH allyFa apHaJFaH JUCCEPTAIMSUIIBIK KYMBICHIHA

AHJIATIIA

3epTrTey  TakbIpbIOBIHBIH  @3ekTimiri.  Kasipri  yakeiTra  mudpIibIk
TEXHOJOTUSJIAPABIH ~ JaMybl ~ MEH  QJEyMETTIK  KEJIUIePAIH  pONiHIH  apTybl
TYTBHIHYIIBIIAP/IBIH KYHIETIKTI OMIpiHE JKOHE HAPBIKTHIK KYHIBUIBIKTBI KaJIBIITACTHIPY
yaepictepine eneyii bikman erynae. JKahaHaplk 1HUQPIBIK  KEHICTIKTE HapbIK
KaTBICYIIBUIAPHI apachlHIAFbl ©3apa JPEKETTECTIK KYPBUIBIMBI TpaHChHOpMAaIUsIaHbIII,
UMUK, Oelles1 MeH OpeHATIH KaObUITaHAThIH KYHIBUIBIFBI CUSIKTBI MaTEPUAIIBIK €MEC
aKTUBTEPIIH MaHBI3bl apTa Tycyde, ocipece upasik oprtaga. CoHbIMEH Katap,
OQCEKENECTIKTIH KYIIC01 KOMITAHMSUIapAbl OpeHATI KaObuigaylbl Oackapyfa MXKoHe
TYTBHIHYIIIBIMEH AMOIMOHAJBI OAMIAHBICTBI HBIFAUTYFa OCJICEHIII TYpAe HTepMeTey/ie.
backama aiiTkanaa, Ka3ipri >kargaiga KymTi OpeH/ KaJbIITacTblpy TEK MapKETHUHITIK
MO3UIIMSIIAYABIH KYpajdbl FaHAa €MeC, COHBIMEH KaTap KOMIAHUSHBIH Y3aK Mep3iMIi
TYPAKTBUIBIFBI MEH OOCEKENK apThIKIIBUIBIKTAPBIH KaMTaMachl3 ©TETIH Heri3ri
CTpATETUSIIBIK pecypcka anHamabl. [{udpablk TexHonorusuiap OM3HEC MEH TYTHIHYIIIBI
apachlHIarbl KOMMYHHMKAIMSIBIK JAaHAMAQTTBl TYOETeilsli e3repTTi: oyiap axKmaparka
Keaesn KOJDKETIMIUIIK, AepOecTeHIIpUIreH o3apa OPEKEeTTeCYy >KOHE KOHTEHT JKacayra
KaTbICy MYMKIHIIKTEPIH YCHIHABL. byn TpanchopMmanusuiblk yaepictepiae mu@pIibK
iatrgopManap MEH SJICYMETTIK JKEJIIep €peKIlle OpbIH allajbl — oJiap OpEHIUHT TeH
MapKETHUHITIK ©3apa opeKeTTecy YIIiH oaMOe0an apHaiapra aifHajibl.

byn xahannbik ypaictep Kazakcran yiiiH 1€ ©3€KTi, ce0e01 COHFBI KbUIAAPHI €J1/1e
U GPABIK WHOPAKYPBUIBIMHBIH JKEJIeT JaMybl, XaJbIKThIH ITUQPIBIK CayaTThUIBIFBIHBIH
apTybl >KOHE OJICYMETTIK >Keulepll NailallaHylibliap CaHbIHBIH ecyl Oalikamyna.
Kazakcran Peciy0nukachiHbIH ¥ ITTHIK CTATUCTHKA OFOPOCHIHBIH MAJIIMETTEPIHE ColKecC,
eJ/IeTl MHTEePHETKE KOJDKETIMAUTIK JIeHreni 85%-maH acanbl, aja oJeyMEeTTIK Kelaepai
Kactap Ja, €peceKTep Je KYHACTIKTI eMipl MEH TYTHIHYIIBLIBIK SpEKeTiHIe OeJICeH i
kKoimaHaabel. Ocernaiima, 2000-KeUTIapAsIH OpTAackIHAH OacTan eje OipKaTap MaHbI3IbI
MEMJICKETTIK ~ CTPAaTeTHUSIIBIK ~ KYXKaTTap  JKy3ere  achIpbUIIBL: Kazakcran
PecryOnmmKachIHBIH TEJIEKOMMYHUKAIMS caachiH AambITyAsiH 2006—2008 >kpuimapra
apHanraH Oarmapiamacekl, Kaszakcran PecnyOnmukachlHIarbl aKmapaTThIK TEHCI3MIKTI
KpicKapTy xeHiHaeri 2007-2009 xpuimapra apramraH Oarmapmama, 2008-2010
KbIJIapFa apHaIFaH «JEKTPOHABIK YKIMETTI» JaMbITy MEMIIEKETTIK OarJapiamachl,
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2018-2022 xbuinapra apHanran «l{udpaeik Kazakcran» memiekerTik OarmgapiiamMachl
xkoHe 2021-2025 xbuimapra apHanraH «Ludprablk yiam»  yAITTBIK KoOackl. by
Oactamanap 1UU@PABIK OPTAaHBIH  MHCTUTYLIUOHANJBIK  OHE  TEXHOJOTHSIIBIK
KAJIBINTAaCyblHA, [UQPPIBIK  KOMMYHHKAIIMS  apHAJIAPBIHBIH ~ KEHEIOIHE  KOHE
Kazakcranmarel 1udpiaslK OpeHATEp MEH OHJIAWH-MapKETHUHITIH O€JCeHal ©ecyiHe
QJFBIIIAPTTAp JKACAIBI.

Hudpabik KyH TOpTiOiHIH MaHBI3ABUIBIFEL 2024 KbUTFBI 2 KpIpKyHekTeri Kazakctan
Pecniy6nukacer [Ipesnnenti KacsiM-Komapt TokaeBThIH «OniiaeTTi MemiekeT. bipTyrac
yir. ['ynaenren koram» atThl JKonmaybiHaa Tarkl Oip MopTe atanm etunmi. JKommayna
ASKOHOMMKAHBI K€H ayKbIMJIbl HUGPIBIK TpaHchopMalmsiay KaKeTTUIIr, OHBIH 1IIHJIE
U pIbIK IaTdhopMaIapabl JaMbITY, HHHOBAMSIBIK OCJICEHAUTIKTI apTThIPY, OTaHJIBIK,
Ou3HecTIH UU@PIBIK KEHICTIKTETT KAaThICYbIH KEHEHTY >KOHE MaTepHaNIbIK eMec
aKTUBTEPre HETI3JIEJTeH HHTEIUIEKTYyal bl SKOHOMHUKAHBI KAJIBIITACTBIPY Mocesenepi
OacTel Hazapra anblHFaH. L{UQPABIK KOCIMKEpPIKTI KOJJayFa, CTapTam-3KOoXKYyHeHI
JAMBITYFa KOHE QJIEYyMETTIK >KeJIJIep MEH OHJIalH-TuIaTgopMaiap apKbUIbl KYMBICTICH
KaMTYJbIH >KaHa (opMalapblH UIreplieTyre epekiie MoH Oepiieni. byn epexenep
mudpaBIK opTaga TUIMII Oocekeniece ajaThlH, TYTHIHYIIBUIBIK KYHJIBUIBIFBI KOFApPHI,
TYPAaKThl *oHE TaHbIMaJl HUDPIBIK OpeHATEP/l KAIBINTACTBIPY KAXKETTUIIIHE TIKEIeH
COHMKeC Kele/l.

Ocel Typrbiia Instagram cusikTbl sxkahaHAblK UUQPABIK MIaTdopMaliap epekine
MoHre me. Omap TeK KOMMYHHMKAIMs apHajapbl PETiHIE FaHa eMeC, COHBIMEH Karap
OpeHATEP/Il KAJBINTACTHIPY MEH UIrepiIeTy YIIiH TOJIBIKKAHAbl OpTa PETIHAC A€ KbI3MET
erenl. Busyannel OarbITTanFaH oJIEyMETTIK Jkemi periae Instagram OpeHATIK
OIpereiIikTI KaJIBINTACThIPYy, ayAUTOPUSHBI TapTy >KOHE MalJalaHyIIbUTBIK KOHTEHTTI
reHepanusuiay yiiH Oipereil MyMKIHIIKTep ycbiHanbl. Kazakcranma Oyi muatdopma
KEKE TMaijanaHylmbUIapMEeH KaTap, OpEHATIH TaHBIMAJIBIFBIH, TYTHIHYIIBIHBIH
aJaJIJIBIFBIH KOHE SMOIUSIIBIK TaPTHIMBUIBIFBIH apTThIPYyFa YMTHUIATHIH KOMITAHHSIIAP
TaparnblHaH Jja OeJICeH Il KOIIaHbUTy/ .

Anaiina, OpeH/ITi OarajiayFa apHaJIFaH KOJIIAHBICTAFbl TEOPHUSIIBIK KOHE 9/IICTEMENIK
TOCUIZIEP, COHBIH 1IIIHAE TYTHIHYIIBIFA HETi3AeNreH OpeHi kanutaibiHbIH (Consumer-

Based Brand Equity — CBBE) kmaccukanbslk Mojeni, 9aeTTe HUMPIBIK OpTaaa
OpeHATEpIIH KYMBIC 1ICT€Yy EpEeKIICNKTEepIH eckepMmeiial. Busyanael au3aii,
QITOPUTMIIK  UITepuieTy, — NalJaJaHylbUiapAblH — O€JICeHAUIrl,  PErnoOCTHHT,

uH(}IrOEHCEepIEPAIH  KAThICYBIMEH OKYPTi3UJIETIH MApPKETHHT JKOHE KOHTEHTTIH
ayKbIMJIBUIBIFBI CUSIKTHI aCHEKTUIEp ACTYpJl OpeHAMHI MOJENbAEPIH KailTa Kapaybl
Ka)XXeT eTel.

Ocsunaiima, Oyl 3epTTeyIiH ©3€KTUIIr SJCYMETTIK KENUIePAiH, aram alTKaHaa
Instagram mnatdopmaceiHbiH  epekmieniktepine Oeriimuenren CBBE  kenelTinren
KOTIOJIIIIEM/TI MOJICTIH 931pJiey KaXETTUIITMEeH alKbIHIamaapl. MyHait Moiens OpeHATIH
KJIACCUKAJIBIK KOMITOHEHTTEpIMEH KaTap (TaHBICTHIK, ACCOIMANMSIIAP, KAOBLITaHATHIH
cama, aJanfblK), Ka3ipri 3aMaHfbl MUQPIBIK METPUKAIapAbl, BU3YaJAbl OlperenikTi,
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TapTbUTy TEPEHJITH, 9JIEYMETTIK BIKMAJd KYIUIH, MaiJanaHylbUIbIK KOHTEHT jKacay
OCJICEHAUTITIH JKOHE JKCIUTIK ocepiepai ae KaMmTybl Tuic. KazakcraH »armaiibiHza,
IUPIIBIK SKOHOMHUKAHBIH ©CIMI MEH QJIEYMETTIK JKCJIUIEP/IIH MApPKETHHITIK KbI3METTE
Oencen/l MaaJaHbUTYBIH €CKEpe OTBIPBIN, MYHJIAW TOCLT OpeHATEepAiH IHQPPIBIK
KCHICTIKTET1 THIMIUIITIH OarajayJablH FHUIBIMA MEXaHU3MJIEPIH HETI3IeyTre >KOHE
HOTIDKEIIIT KOFapbl MApPKETUHITIK CTpaTErusIapibl 93ipieyre MyMKIHAIK Oepei.

Moacesenin 3eprreiy jaeHreiii. bpeHnTiH TyTBIHYIIBUIBIK KanuTaibl (Consumer-
Based Brand Equity — CBBE) men oneymerTik kemniiepae OpeHI KalbIITACTBIPY
MOceTieci COHFbI OHXKBUIIIBIKTApAa €peKIle MaHbI3Fa ue 00Jabl. byl — HapBIKTHIK ©3apa
OPEKETTECTIKTIH IUGPIBIK TPaHCPOPMALIUACHIMEH >KOHE TYTHIHYIIBUIBIK MIHE3-KYJIBIK
yiariiepiHiy — esrepyimMeH Tikened OaiinmanbicThl.  Kaszipri 3eprreynepae CBBE
TYTBHIHYIIBIHBIH OpeHITI KaObLIaaybl MEH OHBIH MiHE3-KYJIKbIHA, aJaliIbIFbIHA JKOHE
KOCBHIMIIIA KYH KaJIBIITACTBIPYBbIHA CEP €TETIH KYPesi KONKbIPJIbl KYPBUIBIM PETIH/E
kapacteipbuiazibl. CBBE TyxbIipbiMaaMackiHbiH TeopusuiblK Herizaepi . Aakep, K.JL
Kemnep, I'. Xpucronynuaec, b. 10, H. Jlonty, b. lllupunbcku, C. baans6aku sxoHe O.
['ycMaH cbIHABI aBTOPJIAPABIH €HOSKTEPIH/IE KaJlaHFaH.

Hudpaslk TeXHONOTUSIAPABIH JaMybIMEH Olpre OpEeHATIH TYThIHYIIBUIBIK
kanutansiH (CBBE) 3epTTey xaHa skarnaiisiapra, acipece aJeyMEeTTIK MeIra OpTachiHa
oeriimuene Oactaapl. [ludpasik mnardopmanapabiy OpeHa KaObUIayblHA —9cepi
I'.Annens, A.T. Ctusen, JI.I'peBan, B.CBamunuaran xone P. Xaau eHOeKTepiHie TEPEH
tanganrad. OHJIaWH-KOHTEKCTET1 OpeHATepAl TalJayAblH oJliCHAMAJbIK HEri31H
nambiTyFa A. KonmueB, A.Mansme, K.Ilaysenc, b.l'ogei, A.Mantny, . Pokka, T
Atienio xxone P. JlouButo eneymi ynec koctol. [laiinananymsuiapasia iu@piablk apHaiap
apKbLIBI OPeHATepMEH e3apa opekerTecyiin epexmeniktepi M.IManr, M. Tomec, JI.
Bakaca-ne-Kapsanwbo, b. IlluBunbcku xone J.I'. MyHTHHTH 3epTTeyiepiHie
KapacThIPbLUIFaH.

ConbiMeH Katap, KyHIbUIBIKTBI Oipiiecin xkacay Teopusicel (Value Co-Creation —
VCC) na 6encennai Typae aamu 6acrazasl. by teopus 6acrankeina K.K. ITpaxanag men B.
PamacBamu TapamnbiHaH YCbIHBUIFaH, all KediHipek B.®. JIym nen C.JI. Bapro yceinran
KBI3METKE HET13/Ie/TeH JJoruka aschiaaa KeHeuTiai. VCC Ty KbIpbIMIaMachiH TaMBITYFa
I".Puruep, H.IOpreucon, I ®ymuep., P.IIpoms, C. Jennxapar, K Xyrrep, C.Hcnam,
M.TamxBuau sxoHe M.O.Puiiap CUSKTBI 3epTTEyLILIED € eNeyJi yiiec KOcThl. Onap by
eHOCKTEpiHAC TYTHIHYIIBUIAPJALIH OpPEHI KYHIBUIBIFBIH KaJIBIITACTBIPYFa ITHQPPIIBIK
opTaja naijanaHylibl KOHTEHTI, TApThULy *OHE ©3apa OpeKEeTTeCy apKbUIbl OeNceHIl
KAaThICATHIHBI aTall KOPCETUIS/I].

3eprreynepAin keke Oip OarbIThl PETIHAC QJIICYMETTIK MEAHAHBIH JJIEMEHTTEpI,
TYTBHIHYIIBIIAPIBIH TAPTHUTYy JIEHTeHl, 3JEeKTPOHABl aybI3Ia Mikip anmacy (electronic
Word of Mouth — eWOM), HHTEpaKTUBTILIIK YKOHE JIEYMETTIK KYHBLIBIKTBIH OPCH/ITIH
TYTHIHYIBUIBIK KanuTansiH (CBBE) kambmracteipyra ocepi KapacTeipbiiaabl. by
acnextirep K.3aitpepr, B.C.KBon, M.Dap3zun, M.dDarraxu, K.C.Pao, A.I'ymra,
A Xycceitn, M.JL.UeyHr >xoHe Oacka 3epTTEyHIUIEpAiH €HOCKTepiHAe TalJaHFaH.
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OJIeyMETTIK Meaua KoHTekcTiHiae Taptbuly mMeH CBBE kepcertkimrepin edeyaig
3amaHayu yariuiepi M. Ilapytu, X. Kayp, X.M.Ilontec xone I1.JIykamuk eHOeKkTepiHae
o3ipJIeHyIE.

Anaiina, akaJeMUATBIK KaybIMAACTHIK TapamblHAaH YJIKEH KbI3BIFYIIBUIBIK II€H
TEOPHSUTBIK TOCUIAEpAiH O€NceHai IaMyblHa KapamacTaH, OJIEYMETTIK JKeliepae
KaJIBINITACAThIH OpEHATEpPre KaTBHICTHl MOCENICHIH TYKBIPBIMIAMAIBIK KoHE KOJAaHOAbI
TYPFBIIAH JKETKUTIKTI ICHT el e 3epTTeNyl KTyl Kyi1e Kaibln oTblp. KongaHnbicTarst
MOJIETBACPAIH KOMIIuIri odraifH-HapbIKKAa apHAJFaH KOHE TEK IMICKTEYJl TypJle FaHa
IUGPIBIK  KOJAAHYIIBUIAPABIH ~ MIHE3-KYJIBIKTBIK ~ €pPEKIIENIKTEPiH,  «IPOCIOMEP)»
(heHOMEHIH >KoHE BU3yalibl OarbITTaIFaH IaTGopMaiap epeKesirii eckepei. DIBUH
Tobdnep, A.JABuBeau, JI.B.Jbxoncon, J.K.Vunku, M.JL.Ueynr xoHe Oacka
3epTTeYLIUIepAiH eHOSKTEepiHae KepceTinrenaen, koimaneictrarbsl CBBE Momensaepi
QJIEYMETTIK KeJUIepAeri maijananyibl MiHe3-KYJIKbIHBIH JUHAMHUKACHIH TEK 1IIiHapa
FaHa KaMTHJIbI KOHE OpEHIKE alaljbIKThl KaJbIITACTHIPYABIH apajblK TETIr PETiHJEe
Oipnecin KyHIpUIBIK xKacay (VCC) KOMIIOHEHTTEPIH CUPEK JKaFaaiiia FaHa eckepesl.

Onan Oenek, Facebook men Instagram cheiHAbl TiaTdopManapablH KYHICTIKTI
KOMMYHHKAIIMSI MEH KOMMEPIMSUIBIK CcTpaTerusiapia YCTeMIIK KYpbIl TYpFaHbIHA
KapaMacTaH, Kas3lpri TaHiga OpeHATIH TYThIHYWbUIbIK KanutaiblH (CBBE) Oaranayra
apHajFaH OlpbIHFal 9pi alIbIK dicTeMe KOK. Kazipri KoMMEepUMSUIIBIK 9IICTEP, MbICATIBI,
opena peninig uHaekciH (Role of Brand Index, RBI) maiinananarsin Interbrand moaent,
XKaOBbIK KYI/ie KOHE FhUIBIMU TasJlayFa KoJokeTiMci3. Kelbip jxeke 3epTreyiiep, MbIcalbl,
H.A Jlxascypusi, A.bonanno, C.Tep3uu xone I'. Camunac eHOekTepi OpeHATEpAl
OaranmaynblH CaJbICTBIPMAIIBI  TOCUIACPIH KapacThipabl, anaiga oyiap HUQpIbIK
iatgopMaap MEH dJICyMETTIK kKejiepre OeliMIeNTeH menriMaep il YChIHOaNIbI.

Ocsbunaiiima, KeH ayKbIMJbl TEOPHsUIBIK 0a3a Ooia Typa, OJCYyMETTIK Meaua
KOHTEKCTIHIE€ OpEeHATI KaJbITACTRIPYABIH TOYyeJICi3 OpTachl peTiHAe OpeHATIH
TyTeIHYIBUIBIK ~ Kamutanbl (CBBE) Men kyHmputblkTel Oipnecin sxacay (VCC)
MOJIETIbJIEPIH MHTETpaIusiiay/ia alkKplH aKaJIeMUsUTBIK OJKbUIBIK Oap. Lludpasik oprana
OpeHATIH KYHBIH OafajiayFa apHaJfaH alllblK, KalTa >KaHFBIPTHUIATBIH >KOHE
AMITUPUKAIBIK TYPFBIJIAH TEKCEPLITeH MOJEIbACPAIH O0JIMaybl dJICYMETTIK KETIepIiH
epekuienikrepine oeilimaenren CBBE kenKkbIpiibl MOAEINIH 931pJiey JKoHE anpodanusiiay
OOWbIHIIA KYHel 3epTTeyep KYPri3yiH KaKETTUIITH aHbIKTalIbl.

3epTTey MakcaTbl MeH MiHAeTTepi. JlMccepTalMsIbIK KYMBICTHIH Makcathl -
QNIEYMETTIK JKemijepe, aram aiTkanaa Instagram miatdopmachkiHaa, MapKETHHTTIK
KbI3MET asChlHA OPEHIATI KaJbITACTHIPY YIIIH OPEHATIH TYTHIHYIIBUIBIK KamuTaJbl
(Consumer-Based Brand Equity, CBBE) kemnkpIpibl MOjAETiH KOJIJaHyFa KAThICTBI
FBUTBIMHU TYPFBIJIaH HET13/IEITeH TEOPUSIIBIK-9IICHAMANIBIK TOCIUIIEp MEH MPaKTUKAIIBIK
YCBIHBICTAp 31pJiey.

Koiiplmran MakcaTKa Colikec Kejiecl Heri3T1 MiHJISTTep aHbIKTaJIFaH:

- QJICYMETTIK XKeniiep/ie OpeHATIH TYTHIHYIIBUIBIK KaUTAIbIH KAJIBIITACTBIPYABIH
TEOPHUSITBIK HET13JIEPIH 3EPTTEY;



- G pIbIK opTajga OpeHATI OaraiayblH Ka3ipri TOCUIIEPIH XKyheney;

- TalJanaHylmbUIapAblH TApThULy JIEHIEeHl, SJEKTPOHIBI aybl3lla MIKIp aiMacy
(eWOM) >xoHe oneyMeTTIK KYHIBUIBIKTBIH Oipiecin KyHAbUIHIK >kacayra (Value Co-
Creation, VCC) ocepin Tanuay;

- VCC Ttyxsipeivaamacein  keHewtuiren CBBE wMopenpine wuHTErpamusiay
MYMKIHJIT1H Oaranay;

- mUQpIBIK opTaaarsl OpeHATiH yieciH ecenteyae CBBE mopeniniy Konmany
MYMKIH/IITiH aHBIKTAY;

- Instagram mnatgopmaceinga MapkeTuHrTik Kpismerte CBBE monenin xonmany
OOWBIHIIIA TPAKTUKAJIBIK YCHIHBICTAP d31pJIey.

3eprrey moHi. [ludpnblk opragarsl OpeHATIH TYTHIHYUIBUIBIK KaMUTaIbIH
KaJIBIITACTBIPY JKOHE Oarajay MpoIecTepi.

3eprTey o0bekTici. [{UPPABIK MapKETHHITIK HKOXKYHEHIH DSJIEMEHTI PETIHJIE
QJIEYMETTIK >Kenuiep, acipece Instagram matdopmacel, maiigaraHymIbUIApbIH OpeH/T
KYHJIBUTBIFBIH KYPYJaFbl IIBIFAPMAIIbUIBIK KATBICYBIH KAMTAMAaChI3 €TETIH alaH.

3epTTey dmicTepi. 3epTTeyaiH METOIOJIOTHSIIBIK HETi31 CalmaliblK >KOHE CaHJIbIK
omicTepliH yiieciMi Oosblll  TaObUIAAbl, OyJ QIIEYMETTIK >Keluiepae OpeHATIH
TYTHIHYIIBUIBIK KanmutalibiH (Consumer-Based Brand Equity, CBBE) kansimTacteipyFa
ocep eteTiH QakTopmapabl Oipiecin KyHIbUIBIK skacay (Value Co-Creation, VCC)
MEXaHM3MIMEH €CKEpe OTBIPBIN, MXaH-)KAKThl Oaramayra MYMKIHIIK Oepmi. 3eprrey
OapbIChIH/IA KEJIEC] 9ICTEP MEH aHATUTUKAJIBIK TOCUIAEP KOJIIAHBUIIBI:

- Kazakcrangarsl Instagram maiiiananyuisuiapblHa cayaiiHama Kyprizy (n = 687),
ipikrey ACT Kazakhstan koMnaHUsICBIHBIH JEPEKTEP] HETI31HIE CTpaTU(PUKALIUSIIaHFaH
1pIKTEY 9/1ICIMEH KY3€Te aChIPbUIJIbI;

- JIEpEKTep/ll CTaHIapTU3ALMIIAY, IKAJATAPIbIH CATbICTHIPMAIIBUIBLIFBIH APTTHIPY
oHe (haKTOPJBIK TaJIJIayJbIH BAIMJITUIINH KaMTaMachl3 €Ty MakcaTbiHaa Z-0amgap bl
(Z-score) HOpMalay 9IiCiH KOJIaHY;

- ’KaCBIPBIH KYPBUIBIMIBIK KOPCETKIIITEP/I1 aHbIKTAy YIIIH HETI3T1 OChTEp 9/iCiMEH
dakTopuzanusiay (Principal Axis Factoring) skone Promax aiHanapIpybl KOJAaHBUIFaH
skcruiopatopisiblk  gaktopaslk Tangay (EFA), SPSS 23.0 GarmapnamacbiHza Ky3ere
aCBIPBUI/IBI.

- QNICTIH >XYHeml KareliriH Tekcepy XapmanblH Oip (akxtopinsl Tecti (Harman’s
single-factor test) >xoHe TOJBIK KosutMHeapaslkThl Tanmmgay (full collinearity VIFs)
QIICIMEH;

- pacraiitelH  Qaktopiblk Tangay (CFA) »oHe KypbUIBIMIBIK TEeHACYJep/Il
mozenbaey (SEM) WarpPLS 7.0 GarmapnamacbiHa CEHIMIUTIK, KOHBEPTEHTTIK KOHE
JTUCKPUMUHAHTTHIK BaTUATUTIKTI OaFrajay KoHE THIOTe3aIapbl TEKCEpPY YIIIH;

- [Iputuep men Xetictin (Preacher & Hayes, 2014) oxicine Heri3aenreH MeIHaTHBTI
tannay PLS-SEM koHTeKCTIHE MOJIebIe )KaHaMa dcepiiep/i Oaranay yImiH.



- MOJCNBAIH colikecTirin Oaranay Tenenxayc unaekcrepi (Tenenhaus GoF) xone
ceHIMIUTIK kputepuiiepimer: Kponbax o xkoadduimenti, kypamabl ceHiMautik (CR)
’KoHE alfHpIMaJIbUIap/IaH anbiHFaH opTaia gucnepcus (AVE);

- perpeccusiblK Tangay MynbTHKoTHHEapabIKThl (VIF), rerepockegacTHUTIKTI
(LOESS) tekcepy, connaii-ak MaxananoOuc KallIbIKTHIFBI HET131HE ayTiaaepiepal (KaTe
MOJIIMETTEp) MIBIFapPY.

PLS-SEM onicin KongaHy OipiHIII %oHE eKIHII TeHIeHIeri MoIebAepAl TallayFa,
conpaii-ak VCC xone CBBE dakropnapeibi OpeHAIMEH e3apa opeKeTTecyal
KAIFACThIPyFa XKoHE OPEHATIH TYTHIHYIIBUIBIK KAMUTAIBIHBIH KaJbIITaCyblHA KOCKAH
yJecTepiH Oarayayra MYMKIHTIK oepi.
3epTTeyaiH aKMmapaTThIK >KOHE dIMIUPUKAIBIK 0azachkl OpeHATI Oackapy, KyHAbl Oipirimn
xacay (Value Co-Creation, VCC) xoHe 1udpIblK opTajgarsl OpeH Oaranayra KaTbICThI
TEOPUSIIBIK KOHE KOJIITaHOaNbI 93ipaemMenep/il KaMTHIbI.

ocipece QJIeyMETTIK JKENIep/Ieri MaTepuasblK e€Mec aKTUBTep/Al Oarasiaynarbl
JOCTYPIIl 9MicTepAiH (MIBIFBIHAAP, HAPBIKTHIK KYH KOHE KIPIC HET131H/E) MIEKTeyIepi MeH
Openntin penin Oaramay wunnekci (Role of Brand Index, RBI) OofibiHma 6ipaeit
CTaHaPTTAPAbIH >KOKTBIFbIHA €PEKIIIe Ha3ap ayIapbUiibl.

banama peringe maiinanaHyIIBIHBIH MIHE3-KYJIKBIHA apHANFaH aHaJIUTHKa
KOJAAHBUIABI, OyJ1 OpeH/ KaJbINTacThIpyIaFbl KaTbICy MEH KYHJIbI OIpirin >kacayfa (co-
creation) KaTbICylbl KepceTTi. byn Oaranmay MOJENH pecypcTapibl WHTErpalusiiay
apKpuIbl  Oeilimaeyre skoHe OpeHal mIaTGOpMaHbIH, NaWJalaHyUIbIHBIH KOHE
OHJIIPYIIIHIH apachlHAAFbl YIITIK ©3apa OpEeKeTTeCy HOTHXKECI PEeTIHJE KapacThIpyFa
MYMKIHJIIK Oep/i.

FouabiMu  xanadbiFbl. by 3eprrey OpeHATI KalbIITACTBIPY IKOHE CAHJIBIK
MApKETUHT TEOPHUACHIHBIH JaMyblHa YJIeC KOCalbl, QJIEYMETTIK JKeJiJeperi
TYTHIHYIIBIIBIK OPEH]] KamuTalbIHBIH skaHapTeurad mozenin (Consumer-Based Brand
Equity, CBBE) ycea otsipein. XKymeic kinaccukanblk CBBE MopmeniniH TeopHsIIbIK
HET131H KeHeWTe1, o1 OacTankpaa ASCTYpii oddiaaiiH HapbhIK YIIIH 931pJICHIEH, KOHE
OCBIFaH CaHJABIK OpTaJarbl TalJamaHylIbIIaApAbIH MIHE3-KYJIBIK EpeKIIeNiKTepiH
OeliHenelTiH KyHIbUIBIKTBI Oipiiecin xacay (Value Co-Creation, VCC) KOMITIOHEHTIH
EHT13€e/1.

3epTTey/liH HeT13T1 HOTWXKeNepl KeJleciie:

- JI9CTYpJIl JKOHE CaHJBIK OpEHATEP/ll, COHJIa-aK QJICYMETTIK JKeJli OpEeHATEpiH
Oaranayra apHanrran SM  CBBE  xanapTbuiFan MoJeni  YCHIHBUIFAH, Oy
naianaHybUIapblH ©3apa 9PEKETTeCY MEH KaThICY epeKIIeTIKTEPIH €CKepe/ll;

- CBBE xone VCC koHUeNIusiaapbiHbIH TEOPHUSIIBIK KOHBEPIE€HIHUACHIHA KOJI
KETKI31J1/11, COHBIMEH KaTap TYTBIHYIIbI KAaThICYbl MEH OJICYMETTIK OpeH[ KYHIBUIBIFBI
TEOPUSIIAPBIHBIH,  DJIEMEHTTEPl KOCBUIABI, OV OJIEyMETTIK JKENiJiep MapKEeTUHT1
3epTTeyJIepiH/e kaHa OaFbITTHI OUIIIpeni;



- OpeHja oJeyMETTIK MPOIeCC PETIHIAE KOHIENTyalu3alusiaHFaH, OHBIH 1II1H/E
KYHIBUIBIK TYTHIHYIIBUIAPJBIH, CaHABIK IUIaTGopManapJslH *KoHE Oacka Mynanenl
TapanTapblH O01pJecKeH KYII-XKIrepl apKbUIbl JKacaiabl;

- SM CBBE 06aranay xyiieci 931paeH/ii, 071 OpeH 1 KYHABUIBIFBIH KAJIBIITACTHIPY ABIH
OapibIK LUKIIH KAMTHUIbl — MIHE3-KYJIBIK MPEIUKTOpIAphIHAH OacTam KapKbLIbIK
KOPCETKIITepre NeliH, OYJI CaHIBIK 3KOHOMHKA >KaFJalbIHAa OpEHATI CTPaTeTHUSIIBIK
Oackapy/ia KoJJaHyFa MYMKIHIIK Oepei.

Koprayra yCBHIHBLIATBIH FHUIBIMH TYKbIPpbIMIAMAJIAP:

- «ONeyMeTTIK MeAua OpeHJ KamuTajibDy YFBIMBIHA aBTOPJBIK HHTEPIpETaus
OepuIinn OTBIp, OJ MaijalaHyIbUIAPIbIH JIEKTPOHABI capadaH >KapHaMachl, KaThICYbI
XKOHE OpPEHJITIH OJEYMETTIK MaHBI3/IbUIBIFBl apKbUIBI OipJIecin >KacalThIH KYHIIBLIBIK
pETiH/IE cUnaTTalIa b,

- Instagram OpeH/Ii KanMTaJIBIHBIH Ta3a TMCKOHTTanFaH KyHbiHa (Net Present Value)
HEri3/iereH OarachlH aHBIKTAYy MaKcaTbIiHAA TalJallaHylIbl CYPaHBICHIH TaljayFa
apHaJiFaH OpeHJ Kanutaisl Mojenid (SEM) KonaaHy YChIHBUIB;

- Instagram OpeH KanmuTaabl MOJCIIHIH OaFaaysl MaiagaHyIbUIapI6IH Olpiaecin
HIbIFapMAaIIbUIBIK XKacay OeJICEeH LTI OpeH T KaUTaIbIHBIH KOJEMIHE 9Cep €TETIHIH )KOHE
OHBIH aXbIpaMac 0eJIiri eKeHIH KOpCeTTI;

- TMaiimananymbuiapplH KaThICY JEHIEHl, 3JIEKTPOHABI capadaH KapHaMacCbIHbIH
OeJICEHITIT] >KoHEe OpEHATIH 9SJEYMETTIK KYHIBUIBIFBIHBIH MaHbI3AbUIbIFEI Instagram
OpeHIIH Kypy °KOHE HBIFaWTy yJAepiciHAe MNaiJaiaHylbUIapAblH  OipJecin
HIBIFAPMAIIBUIBIK JKacay SPEKETiH aHBIKTalIbI;

- bpenn kanurtamer Mogmeni Instagram-marbl  OpeHATEpPIIH MapKETHHITIK
OeceHAUTITIHIH THIMIUITH OaFajgayFa MYMKIHJIIK Oepei.

3epTTEey HITHKEJEePiHIH TeOPHUSIBIK MAHBI3ABLUIbIFbI. 3€pTTEYAIH TEOPHSUIIBIK
MaHBI3IBUTBIFBI QJIEYMETTIK KeJIepAeri OpeH T KalluTaJIblH KAJIBIITACTIPY YAEpICTEpiH
naiJaanyIbyIapAblH, ~ MIHE3-KYJIBIKTBIK ~CHUIMATTaMalapbl MEH [HUQPPIBIK e3apa
OpEKETTECY IIH ePEKIIETIKTePIH €CKepPe OTHIPHII FHUIBIMHU TYPFBIIAH KEHEUTYIe KOPiHIC
Tabaapl. ONEYyMETTIK MeIWa TYTHIHYWBUIBIK OpeHa KanutaubiHelH (SM  CBBE)
O3IpJICHIeH MO/l TYTHIHYIIBIHBIH OpeHa KYHABUIBIFBIH Olpiiecin acay KoHe
KOJIJIayblHA KOCATBIH YJIECIH KYHIBUIBIKTBI Oipiecim skacay (Value Co-Creation, VCC)
TY>KBIPBIMJIAMACHI HET131H/I€ JKaHaIlla TYCIHIpeAl. ¥ ChIHBUIFaH KYHeNiK ToCLT OpeHATIH
MaTepUalJIbIK €MeC AaKTUBTEpIH OarajayJa MApKETHUHITIK JKOHE MIHE3-KYJIBIKTHIK
acriekTijaepal Oipikripeni, Oy mudpIbIK SKOHOMHUKA >KaFaiblHIa OPEH/ITI QJICYMETTIK
KYPBUIBIM PETIHJIE KapacThIPyIbIH ©3€KTUIIrH aWKbIHAaWael. byn monens OpeHnTi
Oaranaynarbl MApPKETHHTTIK KOHE KApKBUIBIK TOCUIACP apachIHAarbl 0ap akaJIeMHsUIBIK
QIIMAKTBIKTBI ~ TOATBHIPA  OTBIPHIN,  IUGPIBIK  OpeHI  KaJbIITACTRIPY  YKOHE
TYTBIHYIIBIIAPBIH,  OpeHJ KypyFa KaThICybl Macesenepl OOUbIHINA TOHAPAIBIK
TEOPUSIHBIH JaMybIHA BIKIAJ €TE/II.

3eprTey HOTHKeJIEPiHiH NMPAKTHKAJIBIK MAaHBI3AbLIbIFbI.
3epTTeyaiH MPAKTHKAIBIK MaHBI3ABUIBIFBI OJICYMETTIK MeAua TYTHIHYIIBUIBIK OpeHT
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kanuTtaidbiHblH (SM  CBBE) o3ipiieHreH MoOJEINiHIH CTpaTerusyiblK  >KOcIapJiay,
MapKETUHITIK KOMMYHUKAIUSIAP/Ibl ICKE achIpy *koHe Oaranay yAepiciHae KOJIaHBLTY
MYMKIHITIH/E )KaTbIp. byl Mojens nudpibik opraga OpeHarepal OipJecin xkacay KoHe
HBIFAUTY YIIIH MaliJalaHylibuiap MEH 0acka Ja MyAJesl TapanTapAblH OpeHIl Kypy
yAepiciHe KOCaThIH YJIECIH €CKepe OTHIPHIN KoJaaHyFa 0oansl. HoTmwkemnep aneyMeTTik
el maTdopManapsl YUIiH A€, 63 ayAUTOPUICHIMEH ©3apa PEKETTeCY KYpallbl peTiHe
QJIEYMETTIK JKeJIUIep/Al nmaiiianaHaThlH OHJIAMH jkoHE odIiaifH OpeHaTep YIIH /1€ ©3€KTi.
¥ ChIHBUTFAH TOCUT OPEHATIH HAPBIKTHIK KYHBIH TUCKOHTTaNFaH akma arsiHaapel (DCF)
o/IiCIMEH ecenTey Ke3iHJe OpEeHITIH YJIECiH aHbIKTayFa MYMKIHAIK Oepeni, OyJI OHBI
MapKETUHT, OpEHJ-MEHE/KMEHT oHE LUQPIBIK Taljay cajlajapblHIarbl MamaHaap
YIIIH KoJjaaHOaibl JKaFblHaH Oaranbl eTedl. AJbIHFaH KOpBIThIHIBUIAP «I{udpibik
Kazakcran», «udpasik yiar» xone 2025 >kpuiFa JEHIHTT KpEeaTUBTI SKOHOMHUKAHBI
JAMBITY TYKBIPBIMJIAMAChl CHSIKTHI VITTBHIK OacTamanap MeH OaraapiaManapbl iCKe
aceIpy OapbIChIHAA €CKEePLITII, HUPPIILIK MIaT(HopMatap/ sl KOCIIKEPIIK MEH MAPKETUHIT1
JAMBITY YIIIIH HEFYPJIbIM TUIMJII Maii1ajaHyFa bIKIaT €Te aJabl.

3epTTey HITHKeJIePiHiH anpodanusichbl. 3epTTEY/IIH HET13T1 TYKBIPhIMAAPhI Kellecl
Openarep HeriziHae anpodanusgan eTTi: Beauty Flora 6penai (TOO «ARBOR GROUPy)
xoHe Sko0c openni (LLP «JDE Kazakhstany).

Kapusnansimaap. /(uccepTalivsuiblK >KYMBICTBIH HET13T1 HOTHKENEpl 7 FhUIBIMU
eHOeKTe >KapusUlaHFaH, oJapAbplH 1mnHAge: 1 — Scopus Jepekkopiap Ti3IMIHIETI
PEUTHHTTIK XypHaiaa (mpoueHTwii 35-TeH xorapsl); 3 — KP BFM binim >xoHE FRITBIM
caJlachIHJIarbl CamaHbl KamMTaMachl3 €Ty KOMHTETI YCBhIHFaH JKypHaiuaapaa, 3 -—
XaJIBIKAPAJIBIK FHUTBIMU-TIPAKTUKAIBIK KOH(PEPEHIIHS MaTepualaapbIiHia.



AHHOTAIMSA

AUCCEPTALIMU HA COUCKAaHMe cTeneHu T0KTopa puinocodpuu (PhD) mo
cnennagabHocTu 8D04106 - «MapkeTHHI»

CAJIBIK TWHA

PA3PABOTKA PACIIMPEHHOI MHOTOMEPHOI MOJIEJIU CBBE JUISI
BPEHJIA INSTAGRAM B COIIMAJILHBIX MEJIVA: EE IPUMEHEHUE B
KOHTEKCTE UHJIEKCA POJIA BPEHJIA (RBI)

AKTYaJIbHOCTH TeMbI HcCJe0BaHus. B HacTosmiee Bpems pa3BUTHE TU(PPOBBIX
TE€XHOJIOTUH U pacTylas poJib COUAIbHBIX CETEM OKa3bIBAIOT 3HAUNUTEIILHOE BIIMSIHUE HA
MOBCEAHEBHYIO KU3Hb MOTpeOUTENEH U MpoIiecchl HOPMUPOBAHUS PHIHOYHOM IIEHHOCTH.
B ycnoBusax rno6anbHOro mudpoBOro MpOCTPAHCTBA TPAHCHOPMHUPYETCS CTPYKTypa
B3aUMOJICHCTBUSl MEXK]Y YYACTHUKAMU PBIHKA, BO3PACTAET 3HAUEHUE HEMATEPUAIbHBIX
AKTUBOB, TAKUX KaK UMUK, pEIyTallds U BOCIIpUHUMAaeMasi ICHHOCTh OpeH1a, 0COOEHHO
B 1udpoBoit cpeae. OMHOBPEMEHHO YCWIMBAIOMIASICA KOHKYpPEHIUS MOoOykKaaeT
KOMIIAaHUW aKTHUBHEE YIPABIATH BOCHPHUATHEM OpeHJa W YKPEIUISITh SMOIUOHAIBHYIO
CBA3b ¢ notpedureneM. MHbIMU clIOBamMH, B COBPEMEHHBIX YCJIOBHSIX (POPMHUpPOBAHUE
CWJIBHOTO OpeHJa CTaHOBUTCS HE TOJIbKO HMHCTPYMEHTOM  MApKETHHIOBOT'O
MO3ULIMOHUPOBAHUS, HO U KJIIOYEBBIM CTPATETMUYECKUM PECYPCOM, OOECIEeUMBAIOIIUM
JNOJITOCPOYHYI) YCTOMYMBOCTh KOMIAHMU W €€ KOHKYPEHTHbIE IPEUMYILECTBA.
[udpoBbie TEXHOTOTHU PAIUKATBHO U3MEHUIN KOMMYHHUKAIIMOHHBIN JTaHIIIAPT MEXITY
Ou3zHecoM H TOTpeOuTeNIeM, MPEAOCTaBUB MIHOBEHHBIM JIOCTYNn K uWHMOpmaIuuy,
BO3MOXKHOCTh TE€PCOHAIU3UPOBAHHOTO B3aUMOJECHCTBUS M yYacTUs B CO3JaHUU
koHTeHTa. Oco00e MECTO B ATHX TPAHC(HOPMAIIMOHHBIX MPOIIECCaX 3aHUMAIOT IIU(PPOBHIE
IaTGOPMBI U COITMATBHBIE CETU, KOTOPBIE MPEBPATUIIUCH B YHUBEPCAIbHBIC KaHAIBI JIJIS
OpeHJMHTa U MAPKETUHTOBOT'O B3aUMOICUCTBUS.

Oty riao0anabHble TEHACHIIMK B MTOJIHOW Mepe akTyalbHbl U i Kazaxcrana, rae B
NOCJIETHUE TOAbl HAONIOAAETCS CTPEMUTEIBHOE pa3BUTHE LHU(PPOBON UHPPACTPYKTYPHI,
poct 1U(pPOBO TPaMOTHOCTH HACENEHHs W YBEJIMYEHUE YHUCIa T0JIb30BaTelen
couaiibHbIX ceTeil. CornacHo naHHbIM bropo HanmoHanbHOU cTaTucTUKU PecnyOnuku
Kazaxcran, ypoBeHb MNPOHHUKHOBEHMS HWHTEpHETa B CTpaHe mpeBbimaetr 85%, a
COLMAIbHBIE CETU AaKTUBHO HCHOJIB3YIOTCA KaK MOJIOAEKHOW, TaK W B3POCIOU
ayIUTOpPHEH B TOBCETHEBHOW >XW3HH M TOTpeOUTENbcKOM ToBeAeHUM [1]. Takum
obOpazoM, HaunHasi ¢ cepeaunbl 2000-X TOJ0B B cTpaHe ObUTH peamn30BaHbI Psi/i 3HAUMMBIX
rOCYJIapCTBEHHBIX CTPATETMYECKUX JTOKYMEHTOB, Takux Kak IIporpamma pa3Butus
TEJICKOMMYHUKaIIMOHHON oTpaciau PecryOomuku Kazaxcram na 2006-2008 TOmIBI,
[Iporpamma o cokparieHuto nHGOPMAITMOHHOTO HepaBeHCTBa B PecnyOnmke Kazaxcran
Ha 2007-2009 ronbl, T'ocynmapcTBeHHass nporpamMma pas3BUTUS «DIEKTPOHHOTO
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npaButenbcTBa» Ha 2008-2010 roxawl, I'ocymapctBenHass mporpamma «l{udgpoBoii
Kazaxcran» na 2018-2022 roasl 1 HannonansHbiit npoekT «Ludporas Harus» Ha 2021—
2025 roapl. DTM  UWHULNMATUBBI  CHOCOOCTBOBAIM  WHCTUTYLIMOHAIBHOMY U
TEXHOJOTHYEeCKOMY  (QOpMHUpPOBaHUIO IU(GPOBOM Cpeabl, pPACIIUPEHUIO KaHAJIOB
(poBOI KOMMYHHUKAITMN U CO3/ITAHUIO TIPEAMOCHUIOK JIJI aKTUBHOTO POCTa IU(POBBIX
OpeH0B 1 oHNaltH-MapkeTuHra B Kazaxcrane.

3HayuMOCTh LU(POBON TMOBECTKHM ObLIa JOMOJHUTENBHO TMOJITBEPXKICHA B
[Tocmanmu Ilpesumenta PecnyOnukm Kazaxcram Kaceim-JKomapra TokaeBa ot 2
ceHTsa0pst 2024 roma nmoxa HaszBaHueM «CrpaBemymBoe rocyaapctBo. EnunHas Hanus.
[IpouBeTaroiee 00IIECTBO», B KOTOPOM aKIEHTUPYETCS] HEOOXOAMMOCTh MacIITaOHOM
udpoBoil TpaHchopMmaIuu IKOHOMHKH, BKIIOUas pa3BUTHE HUGPOBBIX ILIATHOPM,
YCUJICHUE WHHOBAILIMOHHOW AaKTUBHOCTH, PACHIMPEHUE MNPUCYTCTBUS OTEYECTBEHHOTO
O6uzHeca B U(PpPOBOM NPOCTpaHCTBE U (HOPMHUPOBAHNE WHTEIUICKTYAbHON YKOHOMMUKH,
OCHOBAHHOMW Ha HEMaTepUaJbHbIX akTUBaxX [2]. Ocoboe BHUMaHUE YACISIETCS MOANEPKKE
U(pPOBOTrO MPEANPUHUMATEIHCTBA, PA3BUTHIO CTAPTAM-3KOCUCTEMBI U MPOJABUKECHUIO
HOBBIX ()OPM 3aHATOCTH YEPE3 COLUATBHBIE CETH U OHJIAWH-TIAT(HOPMBI. ITH MOJI0KEHUS
HanpsMy1 COOTBETCTBYIOT HEOOXOAUMOCTH (DOPMUPOBAHUS YCTOMUUBBIX U Y3HABAEMBIX
1M(pOBBIX OPEHIOB C BBICOKOM MOTPEOUTENBCKON IEHHOCTBIO, CIOCOOHBIX 3(hPEKTUBHO
KOHKYpHUPOBaTh B IU(PPOBOI cpee.

B »TOM KOHTEKcTe 0CcO00€ 3HAaueHHWE MNPUOOPETAIOT TIIOOATBbHBIE LH(PPOBHIE
maaT@opMbl, Takue Kak Instagram. OHM BBINOJIHSIOT HE TOJIBKO (PYHKIMIO KaHAJIOB
KOMMYHUKAIIMH, HO U CITY’KaT MOJTHOLICHHOM cpe1oi 711 popMUPOBAHUS U ITPOABUIKEHUS
OpennoB. Kak BU3yallbHO OpUEHTUPOBAHHAS COllMAIbHAs CETh, Instagram mpenocTaBisier
YHUKaJIbHbIE BO3MOXKHOCTH JJI TIOCTPOCHUS OPEHIMHTOBOM UIEHTUYHOCTH, BOBJICUCHUS
ayIUTOpPUHA W TEHEpalMH I0JIb30BAaTEIbCKOTO KOHTeHTa. B Ka3zaxcrane pnaHHas
wiatpopMa aKTHBHO MCIOJB3YETCS KaK WHIAWBUIYAIbHBIMU TOJIb30BATEISIMU, TaK U
KOMITAaHUSIMH, CTPEMSIIMUMUCS TOBBICUTh Y3HABAEMOCTh OpeHna, JOSJIBHOCTh U
AMOILMOHAJIbHYIO NPUBJIEKATEIBHOCTb.

Tem He MeHee, CyIIeCTBYIONINE TEOPETUYECKHE U METOJ0JIOTMYECKHUE MOAXOAbI K
OIleHKE OpeHJ1a, BKJIIOUasi KJIACCUYECKYI0 MOJIeNb MOTPEOUTEIHLCKOTO KanuTaaa OpeHaa
(Consumer-Based Brand Equity — CBBE), kak mpaBmio, He yYUTHIBAIOT CHICIU(DUICCKHEC
0CcOOEHHOCTH (YHKUMOHUPOBaHMS OpeHnoB B 1udpoBoi cpene. Takue acnekThl, Kak
BU3YaJIbHBIN JU3aiiH, AITOPUTMUYECKOE MPOABUKEHUE, BOBIICYEHHOCTh OJIb30BaTeIEH,
PENOCTUHI, MAPKETUHI C y4acTHEM HH(IIOCHCEpOB U MacIITadUPyeMOCTh KOHTEHTA,
TpeOyIOT MePEOCMBICIECHUS TPAAULIMOHHBIX MOJIEel OpeHANHTa.

Takum 00pa3oM, akTyaJdbHOCTh JAHHOTO WCCJICIOBAHUS  OMPEIEISICTCS
HEOOXOAMMOCTBhIO  pa3paboTku  pacimupeHHod MHoromepHoit wmonenu CBBE,
aJanTUPOBAHHONW K cCrHenu(uKe COIMAIBHBIX CETe M, B YaCTHOCTH, IJIAaTHOPMBI
Instagram. Takass Mozmens AOMKHA BKIIOYATh KaK KJIACCHYECKHE KOMIIOHEHTHI OpeHa
(OCBEIOMJIEHHOCTh, aCCOLMALMU, BOCIPUHUMAEMOE KayecTBO, JIOSUIBHOCTB), TaK M
COBpPEMEHHBbIC  MU(PPOBBIC  METPUKH, BU3YaAIbHYI0  HJICHTUYHOCTh, TIyOWHY
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BOBJICUEHHOCTH, CHJIy  COLMAJIbHOTO  BIIMSIHUSA, AKTUBHOCTb B  CO3JIaHUHU
M0JIb30BATEJILCKOTO KOHTEHTa U cereBble 3 dexTol. B ycnoBusx Kazaxcrana, rie
HaOJI0MaeTCsl pOCT HU(PPOBOM HPKOHOMHUKHA M AKTHUBHOE HCIOIB30BAHUE COIUATBHBIX
ceTell B MAapKETHUHIOBOM JEATEIbHOCTH, MOAOOHBIA IMOJXOJ IO3BOJIIET 00OCHOBATh
HAyYHBIE MEXaHU3MBI OIEHKU ()(PEKTUBHOCTH OPEHIOB B IIU(PPOBOM MPOCTPAHCTBE U
pa3pabatbiBaTh O0JIee Pe3yIbTaTUBHBIE MAPKETUHTOBbIE CTPATETUU.

Crenenp pa3padoraHHOCTH NpoOJeMbl. Bompoc OIEHKH NOTPEOUTENBCKOTO
karmraia opernga (Consumer-Based Brand Equity — CBBE) u popmupoBanus Operia B
COLIMAJIBHBIX CETSIX MPUOOpPEN 0COO0YI0 3HAUMMOCTh B MOCIIEHUE NECATUIICTHS B CBS3H C
udpoBoii TpaHchopmaleld PHIHOYHBIX B3aUMOJICUCTBUNA M H3MEHEHHEM MOJICIICH
NOoTpeOUTENbCKOTO  ToBeneHus. B coBpemenHbix  uccienoBanusix  CBBE
paccMaTpHUBaEeTCA KaK CIIOXKHAasi MHOTOMEpHAasi KOHCTPYKIHUS, OTPa)arollasi BOCIPUSATHE
OpeHza co CTOPOHBI MOTPEOUTENS M €T0 BIUSHUE HA TOBEACHUE, JIOSIBHOCTD U CO3JJaHUE
nob6aBaeHHOM 1IeHHOCTH. TeopeTndyeckre ocHOBHI KoHIenuu CBBE Obutn 3a5105keHbI B
paborax Takux aBTOpoB, Kak JI. Aakep, K.JI. Kemnep, I'. Xpucronynunec, b. 1O, H.
Honry, b. [lusunscku, C. baansoaku u @. ['ycmaH.

C pa3BuTHeM HUPPOBBIX TEXHOJOTHI HCCIIETOBAHUS MOTPEOUTETHCKOIO KanuTaia
Openna (CBBE) Hayanu amantupoBaThCs K HOBBIM YCJIOBHUSIM, B OCOOCHHOCTH K CpeJie
colManabHbIX Meaua. ['yOokuil aHanu3 BIUSIHUSA HUPPOBBIX IIIATGOPM Ha BOCHPUSITHE
Openpa npencrasiieH B padborax Anmens ['., Ctuena A.T., I'peana JI., CBamuHuarana
B. u Xamu P. CymiecTBeHHBIN BKJIaA B Pa3BUTHUE METOIOJIOTMYECKUMX OCHOB aHAIU3a
OpeH0B B OHJIaitH-KOHTeKcTe BHecan KonuueB A., Manbiie A., [laysenc K., 'ogeit b.,
Mantny A., Pokka H., Aitenno I'. u JlomButo P. Cremuduyeckue acreKTsl
B3aMMOJICUCTBHSI  TOJb30BaTened ¢  OpeHmamu  depe3  HUGPOBBIE  KaHAIIBI
paccmarpuBaroTcsa B ucciaenoBanusax lllanra 1., Tomeca M., Bakaca-ne-Kapsanso JI.,
[lIuBunbcku b. 1 Myntunaru 1.1

[TapannenbHO aKTUBHO pa3BUBANACh TEOPUSI COBMECTHOTO CO3JaHUS LIEHHOCTH
(Value Co-Creation — VCC), usHauanbHO mnpemiokenHas IIpaxamamom K.K. u
Pamaceamu B., a mo3nHee pacimMpeHHass B paMKaxX CEPBHCHO-AOMHWHAHTHOM JIOTMKH
Bapro C.JI. u JIymiem P.®. Bknan B pazsutue konueniuu VCC takxe BHecau Putuep I,
IOprencon H., ®ynnep ., Ipoans P., Jennxapar C., Xyrrep K., Ucnam C., Tamxeuaun
M. u Pumap M.-O. B ux paborax noauepkuBaeTcsi ydacTue noTpeOuTesiei B Co31aHN
OpEHIMHIOBOW IIEHHOCTH 4Yepe3 IMO0JIb30BATEIbCKU KOHTEHT, BOBJIICUEHHOCTh U
B3aMMOJIeHCTBHUE B IU(PPOBOI cpeie.

OtaenbHOE  HaNpaBiI€HUE UCCIIENOBAHUM  KAacaeTcsi BIUSHUA  DJEMEHTOB
COIMAJIBHBIX MEJIMa, BOBJICYCHHOCTH, 3JIEKTPOHHOTO capadannoro paano (eWOM),
WHTEPAKTUBHOCTH M COIMAJIBLHOW IIEHHOCTH Ha (HOPMHUPOBAHHME MOTPEOUTEITHCKOTO
kanutania 6peHna(CBBE). Otu acnexkTthl paccmartpuBaroTcs B padotax 3aiidepra K.,
Ksona B.C., ®ap3una M., ®arraxu M., Pao K.C., I'ynter A., Xycceitna A., Ueynra M.JL.
u npyrux. CoBpeMeHHblE MOJENN u3MepeHus BoieueHHocTH U CBBE B koHTEkcTe
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COLIMAJIbHBIX Meaua pa3padateiBatoTcs B uccienoBanusx [lapytu M., Kayp X., [lonteca
X.M. u Jlykammka II.

Tem He MeHee, HECMOTpPS Ha 3HAYUTEIBHOE BHHMAHUE CO CTOPOHBI
aKaJeMHYECKOTr0 COOOIIECTBA U AKTUBHOE PA3BUTHE TEOPETUUECKUX MOAXO0/I0B, CTETICHb
KOHIENTYaJIbHOW M MPUKIAAHONW MpopabOTKU mpoOjemMbl B MPUMEHEHUU K OpeHaam,
dopMuUpyeMbIM B COIMANBHBIX CETSX, OCTaeTCsl OrpaHUYeHHOH. bojbmMHCTBO
CYIIECTBYIOIMUX Mojeleld Obutn pa3paboTanbl s odIaifH-pbIHKA © JIUIIL B
OTPAaHMYEHHOW CTEMEHU YUUTHIBAIOT TMOBEICHYECKHE OCOOCHHOCTH HU(POBBIX
MoJIb30BaTeNeH, (PEHOMEH «IIPOCIOMEPOB» U CIEUU(UKY BU3YaTbHO-OPUEHTUPOBAHHBIX
wiargopM. Kak nokazano B paborax Dnsuna Toddnepa, JAsuBeau A., Ixoncona JI.B.,
Yunku JI.K., Yeynra M.JI. u npyrux, cymectByronme mogen CBBE numb yacTuyHO
OTPAKAIOT AUHAMHUKY TI0JI30BATEIBCKOTO MOBEJACHUS B COLUUAIIBHBIX CETAX M PEIKO
BKJIFOYAIOT KOMIIOHEHTBI COBMECTHOTO co3anus eHHoCcTH (VCC) Kak mpOMEXyTOUYHOTO
MexaHu3Ma (pOpMUPOBAHUS PUBEPKEHHOCTH OPEHTY.

bonee toro, HecMOTps Ha JOMHUHHUpPYIOIIEE IMOJOKEHUE Takux Iiatdopm, Kak
Facebook u Instagram, B moBceIHeBHOM KOMMYHHUKAIIUN U KOMMEPUYECKHUX CTPATETUsAX, B
HACTOAIEE BpPEeMs HE CYIIECTBYET €IUHOW W OOIIENOCTYIHOM METOAUKH OIECHKHU
norpedbutensckoro kanutaia openaa(CBBE). CymecTByrolue KoMMEpUYECKUE METOIBI,
Takue Kak Mozelb Interbrand, ucnosne3yromas uaaexce ponu openaa (Role of Brand Index,
RBI), sBasitoTca 3aKpbhITBIMM M HEAOCTYINHBIMHM Il HAy4yHOro aHanuza. OTaenbHbIe
uccienoBanus, Hampumep, pabotsl JDxascypuun H.A., bonanno A., Tepsuua C. u
Canunaca I'., paccMaTpuBaroT CpaBHUTENBHBIE MOJIXO0/bI K OLICHKE OPEHI0B, OJTHAKO OHU
HE TIpeJiaraloT perieHui, afanTUPOBAHHBIX NI MU(POBBIX MIATHOPM U COIMATBHBIX
CETEH.

Takum o00Opa3oM, HECMOTps Ha HadWuue OOIIUPHONW TEOPEeTUYECKON Oas3bl,
CYIIECTBYET OYEBUIHBIM  aKaJeMHUYECKU MpoOes B  HUHTErpallMd  MOJIETH
notpedbutenbckoro kanurtaina Openna (CBBE) u xonuemnimu COBMECTHOTO CO3JaHUS
neHHoctd (VCC) B KOHTEKCTE COIMAJIbHBIX MeEJIHa KaK CaMOCTOSTEIIBHOM Cpeibl
dbopmupoBanust OpeHga. OTCYTCTBHE OTKPBITBIX, BOCHPOU3BOAUMBIX U SMIUPUUECKU
IPOBEPEHHBIX MOJIEIEH OIICHKM ILIEHHOCTH OpeHjaa B IU(pOBOM cpene ompenenser
HEO0OXOIUMOCTh MPOBEJECHUS CUCTEMHOIO MCCIEAOBAHUS MO pa3paboTKe U ampodanuu
mHoroMepHoit mogenu CBBE, anantupoBanHoil kK cienurke COLMAIbHBIX CETEH.

Heas u 3apaum ucciaenoBanus. Llenbio auccepTallioOHHON pabOTHI SBIAETCA
pa3paboTka HayyHO OOOCHOBAHHBIX TEOPETHUKO-METOJIOJIOTMYECKUX TMOAXOI0B H
OPAKTUYECKUX  PEKOMEHJAMK MO0  NPUMEHEHUI0O  MHOTOMEpPHOM  MoOJenu
notpebutensckoro kamutama Openma (Consumer-Based Brand Equity, CBBE) mis
OpeHIMpOBaHMS B COIIMAIIBHBIX CETSIX Ha Tutatdgopme Instagram B paMkax MapKETHHTOBOM
NEeATENBHOCTH.

B cooTBeTCTBHM € IOCTaBICHHOW LIEJBIO OIPEAENICHBI CIEIYIOUIME OCHOBHBIE
3a/1a4u:
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- HUCCIEN0BaTh TEOPETUYECKUE OCHOBBI (POPMUPOBAHUSA MOTPEOUTEIHCKOIO
KaruTana OpeHJa B COLUAIbHbBIX CETSX;

- CHUCTEMaTH3UpPOBAaTh COBPEMEHHBIE IMOJAXOJ]bl K OLEHKE OpeHaa B HU(PPOBOIl
cpene;

- MPOAHAIU3UPOBATH BIIMSAHHE BOBJIEYEHHOCTH I10Jb30BATENEH, 3JIEKTPOHHOIO
capadannoro paguo (eWOM) u conmanbHON IIEHHOCTH Ha POPMUPOBAHUE COBMECTHOTO
co3manus 1eanoctH (Value Co-Creation, VCOC);

- OLIEHUTh BO3MOXKHOCTh MHTerpanuu kKoHuenuuu VCC B pacHIMpeHHYIO MOJENb
CBBE;

- ompeneauth npuMeHuMoctb mojenu CBBE nns pacuera Bkilaja OpeHia B
1idpoBoii cpene;

- pa3paboTaTh NPAKTUUECKUE PEKOMEHJAIIMH 110 Hcnonb3oBanuio mojenu CBBE B
MapKETHUHIOBOM JesITeIbHOCTU Ha miaTtgopMme Instagram.

IIpenmer  mccaemoBanusi.  [lpomecchl  GopMupoBaHHSA U OLEHKHU
HOTPeOUTENBCKOTO KanuTajia OpeHaa B uudpoBoi cpene.

O0bekT ucciaenopanus. CouuanbHble CETH, B YaCTHOCTH Iutatdopma Instagram,
KaK 3JIEMEHT UU(PPOBON MapKETUHTOBOM IKOCUCTEMBI, 00ECIIEUNBAIOIIUI CO-TBOPUYECKOE
y4acTHe M0JIb30BaTeeil B IOCTPOEHUH [IEHHOCTH OpeHa.

Metoabl ucciaenoBanusa. MeTonoaornyeckas OCHOBA MCCIEIOBaHUS OMHUPAETCS
Ha NMPUMEHEHHUE KaK KauyeCTBEHHBIX, TaK U KOJIMYECTBEHHBIX METOJIOB, YTO MO3BOJIHIIO
BCECTOPOHHE OIIEHUTH (AKTOPBI, BIUAIONIME HA (OPMUPOBAHUE NOTPEOUTENHCKOTO
kanutana Openaa (Consumer-Based Brand Equity, CBBE) B coninanbHbIX CETSAX C YYETOM
MexaHu3Ma coBMecTHOro coszmanus IieHHoctd (Value Co-Creation, VCC). B xoxe
UCCJIEJOBaHMSI ObLITM MCIOIb30BaHbI CIIEIYIOIINE METO/Ibl U aHATUTUYECKUE TIOXObI:

- aHKeTupoBaHHe moib3oBarenel Instagram B Kazaxcrane (n = 687), BriOOpKa
OCYIIECTBIISIIACh METOJIOM CTPATU(PUIIMPOBAHHOTO OTOOPA HA OCHOBE JJAHHBIX KOMITAHUU
ACT Kazakhstan;

- CTaHJapTU3AIMs JAHHBIX C UCIIOJIB30BAHUEM HOPMAH3aIUuK Z-0IeHOK (Z-SCOre)
JUISl TIOBBILLIEHUS COMOCTABUMOCTH IIKajdl M O0O0ECleueHUs BaJIMIHOCTU (HAKTOPHOTO
aHaIn3a;

- sKcmopaTtopHbii  pakrtopubii ananu3 (EFA) ¢ ucnonb3oBaHuemM Metoaa
¢dakropuzauun rtinaBHbIX oced (Principal Axis Factoring) u Bpamenus Promax,
peann3oBaHHbIi B SPSS 23.0 1151 BBIABICHUS JIATEHTHOW CTPYKTYPhI IOKA3ATEIIECH;

- MPOBEPKA HAa CUCTEMATUYECKYIO0 OIIMOKY METO/Ia C MOMOILBIO TecTa XapMaHa Ha
enuHCTBeHHBIN akTop (Harman’s single-factor test) u anani3sa noaHON KOJUTMHEAPHOCTH
(full collinearity VIFs);

- moaTBepkaatomuii hakropHsiii ananus (CFA) u monenupoBanue CTpyKTYypHBIMHU
ypaBHenusimu (SEM) B mporpamme WarpPLS 7.0 nns ouleHKH HaJIeXKHOCTH,
KOHBEPIre€HTHOW M JUCKPUMHHAHTHON BaJUIHOCTH, a TAKXKE JJI IPOBEPKU TUIIOTE3S;

- MeMaTUBHBIN aHanu3 1o noaxoxay [putuepa u Xeiica (Preacher & Hayes, 2014)
B pamkax PLS-SEM nnst onieHKH KOCBEHHBIX 3()()EKTOB B MOJIENH;
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- OIICHKAa COOTBETCTBHUS MOJIEIM C HCIIOJIb30BAHUEM HHIEKCA COOTBETCTBUS
Tenenxayca (Tenenhaus GoF) u xputepueB Hanexxnoctu: kospdunmenta a Kponbaxa,
coctaBHoi HanexHocTu (CR) M cpenHell aucnepcuu, M3BJICUEHHON M3 MEPEMEHHBIX
(AVE);

- PErpecCHOHHBI aHaldu3 C MPOBEPKOW Ha MyJbTUKOJUIMHEApHOCTHh (VIF),
rerepockenactuyHocTh (LOESS), a Takke UCKIIOUEHHEM ayTJiacpoB Ha OCHOBE
paccrosinusi Maxanano6uca.

[Ipumenenue meroga PLS-SEM mno3Boimiio NpOaHAIM3UPOBATH KAaK MOJCIH
MEPBOTO, TaK U BTOPOTO TOpsAZIKa, a Takxke oneHuTh BkiIay daktopoB VCC u CBBE B
HaMepeHHEe MOJIb30BaTeliel MPOI0JKACTh B3aUMOJICHCTBUE ¢ OpeHI0M U (hOPMHUPOBAHUE
MOTPEOUTENHCKOTO KaruTaia OpeHa.

Nudopmarnmonnass v sMnupuyeckas 0a3a HCCIEIOBaHHUS BKIIOYAeT B ceOs
TEOPETUYECKHE U TMPUKIAIHBIE pa3paOOTKU B 00JIaCTU YIpaBIEHUS OpEHAOM,
coBmectHOro co3nanusi neHHoctu (Value Co-Creation, VCC) u onenku OpeHna B
ugpoBoit cpege. Ocoboe BHUMaHUE yIEJIEHO OTPAHUYCHUAM TPATUIIUOHHBIX METOJIOB
(Ha OCHOBE WBJEPKEK, PHIHOYHOM CTOMMOCTH U JIOXOJHOCTH) TIpU OIICHKE
HEMAaTepUAIbHBIX aKTUBOB B COIMAJIBHBIX CETSIX, a TaKKe OTCYTCTBHIO CIWHBIX
crangapToB pacueta Munekca ponu Openna (Role of Brand Index, RBI) y Bemxymmx
MpOBaiiIepoB OPEHIOBOM OLIEHKHU.

B xauecTBe ampTepHATHBHI OblIa NPUMEHEHA aHAIWTHKA IOJIH30BATEIHCKOTO
MOBEJICHUS, OTPAKAIOIIAss BOBJICYCHHOCTh U CO-TBOPYECKOE ydacThe B (hOPMHUPOBAHHUH
Openaa. DTO MO3BOJIMJIO aANITHPOBATH MOJIENb OIEHKHU 3a CUET MHTETPAIMHA PECYPCOB U
paccMOTpeHust OpeH/ia Kak pe3ybTaTa TPHaJHOTO B3aMMOICHCTBHS MEXKIY TIaT(opmoii,
M0JIb30BATEJIEM U MTPOU3BOUTEIIEM.

Hayunas noBu3na. Hacrosiee ncciaenoBanre BHOCUT BKJIJ] B pa3BUTHE TEOPUU
OpeHauHra W MU(PPOBOIO MAPKETHHTa, Mpenaaras OOHOBJICHHYIO MOJEIb OILICHKHU
norpeoutenbckoro kanurtaiga Openma (Consumer-Based Brand Equity, CBBE) B
COIIMAIBHBIX CeTsX. B pabote pacmmpsieTcss TeopeTHdeckas OCHOBA KIIACCUYECKOM
mozenu CBBE, uzHauanbHO pa3paOOTaHHOMN AJI TPAAULIMOHHOTO O(IIaiiH-phIHKA, TyTEM
HMHTETpalii KOMIIOHEHTa cCoBMecTHOTO co3aanus 1ieHHoctu (Value Co-Creation, VCC),
OTpaXaroLEro MOBeAeHYECKHEe 0COOEHHOCTH MOJb30BaTesel B HudpoBoii cpene.

OcHOBHBIE pe3yJbTaThl UCCAEAOBAHUS 3AKIIIOUYAIOTCS B CICAYIOIIEM:

- OpeasiokeHa MojaepHusupoBanHHas moaenb SM CBBE, amantupoBanHas s
OLICHKM KaK TPaJUIMOHHBIX, TaK M UU(POBBIX OpEHIIOB, a TaKkXKe caMuxX OpEHIOB
COIMAJIBHBIX CETEH, C y4YeTOM CIECHH(PUKHA TOIb30BaTCILCKOTO B3aMMOJICHCTBHS M
BOBJICYCHHOCTH;

- JOCTUTHyTa Teopernueckas koHBepreHuusi konuenuuid CBBE u VCC c
BKJIFOUCHHEM JJIEMEHTOB TEOPUU TMOTPEOUTEIILCKOM BOBJICYCHHOCTH W COIMAIBHOMU
OpeHI-IIEHHOCTH, YTO TPEICTaBIsACT COOOW HOBOE HAIMpaBIEHWE B HCCIICIOBAHUIX
MapKETHHTa COIMAIBHBIX CETEH;
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- OpeH]l KOHIIENTYalu3UpPOBaH KaK COIMAIbHBIA MPOIECC, B paMKax KOTOPOTO
[IEHHOCTh CO3/]a€TCS COBMECTHBIMU YCHJIMSIMU MoTpedutenei, nudpoBbix miardopm u
JIPYTUX 3aMHTEPECOBAHHBIX CTOPOH;

- pa3zpaborana xKomIuiekcHas cuctema onieHkn SM CBBE, oxBartpiBaromias Bech
K1 (hopMupoBaHusi OpEHIOBOW IEHHOCTH — OT TMOBEICHUYECKHX MPEAUKTOPOB 0
(MHAHCOBBIX TMOKa3aTelei, 4YTo OOecmeunBacT BO3MOXKHOCTh €€ TPUMEHEHUS B
CTPAaTETUYECKOM yTPABICHUN OPEHIOM B YCIOBHSIX TU(PPOBOI IKOHOMHKH.

Hayunble mosioxkeHusi, BLIHOCUMbIE HA 3aIUTY:

- TIpeACTAaBJICHA aBTOPCKAas WHTEPHpPETAlMs TOHATHS «KamuTal OpeHa
COLIMAIbHBIX MEAMa» KaK IEHHOCTH, COBMECTHO CO3/1aBa€MOW IMOJIb30BATEISIMU
MIOCPEJICTBOM  DJICKTPOHHOTO capadaHHOTO pajuo, BOBJICUYEHHOCTH U COLMAIBHON
3HAYUMOCTHU OpeH/Ia;

- TPEMIOKEHO MCIOJb30BaHUEe MOJenu Kanutana Openna (SEM) s ananmza
M0JIb30BATEJILCKOTO CIpOca C IIeNIbI0 OmpesesieHusl BkiIaga Openna Instagram B ero
OLICHKY Ha OCHOBE YKMCTO# mpuBeneHHON croumocTr (Net Present Value);

- OIlEHKa MOJenM KamuTtaia Openza Instagram mokasana, 4TO WHTEHCUBHOCTH
MOJTB30BATEILCKOTO CO-TBOPUYECTBA BIWSET HA pa3Mep KamuTaia OpeHma, SBIISCH €€
HEOThEMJIEMOM YaCThIO;

- YpPOBEHb BOBJICUCHHOCTH TIOJIb30BaTENield, WHTEHCUBHOCTH 3JECKTPOHHOTO
capaaHHOTO paguo0 W 3HAYUMOCTh COIHMAIBHON IIEHHOCTH OpeHJa OIpeaAcisIoT
aKTUBHOCTH CO-TBOPYECTBA TOJB30BATENIe B TIPOIECCE TOCTPOCHHUS WM YKPEIUICHUS
Openpa Instagram;

- MOJIETTb KanuTana OpeH/ia Mmo3BoJisieT OlleHUBaTh 3 (PEKTUBHOCTH MAPKETUHTOBOM
akTUBHOCTU OpeHnoB B Instagram.

Teoperuyeckasi 3HAYMMOCTH Pe3yJbTATOB HCCJIeI0BaHUA. TeopeTuyeckas
3HAYUMOCTh HCCJEJAOBAHMS 3aKJIIOYACTCS B PACIIMPEHUU HAYYHOTO TMOHUMAaHUS
nporeccoB (HOpMHUpPOBaHUS KamuTana OpeH/Ia B Cpejie COIMATIbHBIX CETeH C ydeToM
MOBEJACHUYECKUX  XapaKTePUCTUK  TMOjJb30oBarened W crnenuduku  numdpoBoro
B3auMojieicTBus. Pa3zpaboTaHHas Mojelb NOTPEOUTENHCKOTO KamuTania OpeHaa
commaneHbix Menua (SM  CBBE) mnpennaraer HOBYH MHTEpHpETAIMI0 BKJIajaa
NOTPEOUTENSI B CO3JIaHWE MW TOJJICp)KaHUE IICHHOCTH OpeHJa Ha OCHOBE KOHIICTIITUH
coBMecTHOro co3aanus renHoctu (Value Co-Creation, VCC). Ilpennaraercs CHCTEMHBIM
MOJIXO0JI, WHTETPUPYIOMINNA MapKETUHTOBBIE W TIOBEICHUYECKHE AacCIeKThl B OIICHKE
HEMaTEepPHAIbHBIX AaKTHBOB, TEM CaMbIM IIOJYEPKHBAs aKTyaJbHOCTh OpeHaa Kak
COIMAIBHON KOHCTPYKITUHU B YCIIOBUAX ITUGPOBOM SKOHOMUKH. [IpeacTaBieHHas MoIeThb
BOCTIOJIHSAET CYIICCTBYIOIINI aKaJeMHUYECKUd pa3pblB MEXIYy MapKETHHTOBBIMU U
(¢UHAHCOBHIMU  TOAXOJAaMH K  OIlEHKe  OpeHJa, CHoCOOCTBYS  Pa3BUTHIO
MEXIUCITUTUTHHAPHON Teopuu 1U(POBOTO OpeHAMHTa M MOTPEOUTETHCKOTO YUacTUsl B
dbopmupoBanuy OpeHIa.

IIpakTHyeckass 3HAYUMOCTb Pe3yJbTATOB MuccjenoBaHus. I[IpakTuueckas
3HAYUMOCTh WCCJICIOBAHUS 3aKIIOYACTCS B NMPUMEHUMOCTH Ppa3pabOTaHHOW MOAENH
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NOTPEOUTENIbCKOTO0  KamuTasia OpeHaa couuanbHbix Menua (SM CBBE)  ms
CTPAaTErMYecKOro  IJIAaHUPOBAHUS, pealu3allud U OLUEHKM  MapKETUHIOBBIX
KOMMYHUKallMi. Mozenbp MOXET HCHOJb30BaThCA Ui COBMECTHOTO CO3/aHUSA U
yKperuieHus: OpeHioB B IUGPOBOIl cpefe ¢ yY4eTOoM BKIIaJa IMOJb30BaTeNeil U APYyTrux
3aMHTEPECOBAHHBIX CTOPOH B MPOLIECC CO3aHus OpeHa. Pe3ynbraTel akTyanbHbI KakK JIs
m1aTGopM COLMANBHBIX CETEH, TaK U JUJIS OHJIalH- U O(IaliH-OpeHI0B, UCTIOIb3YIOIINX
COLICETH KaK KJIFOYEBOM MHCTPYMEHT B3aWMMOJEUCTBUA C ayauTopuen. IlpennoxeHHsblit
MOJIXO0J] MO3BOJIAET OMPECIUTh OO BKIaAa OpeHaa Mpu pacueTe €ro pPhIHOYHOM
CTOMMOCTH METOJIOM JUCKOHTUPOBaHUs JeHek HbIX ToTOKOB (DCF), uTo moBbImIaer ero
NPUKIIAJHYIO LEHHOCTD AJIs CIELUAIMCTOB B 00J1aCTH MapKeTUHIa, OpeH/I-MEHEI)KMEHTA
U 1upoBoi aHanUTUKU. [lodyuyeHHbIE BBIBOABI MOTYT OBITH YUTEHBI IIPU pealu3aliu
HaIlMOHAJbHBIX WMHULMATUB M T1porpamm, Takux kak «lludposoit Kazaxcrany,
«udposas Hanus» u KoHuenuus pa3BUTHS KpeaTHBHON 3kOHOMUKH 110 2025 ropa,
crocoOcTBys 6oiiee 3 PEeKTUBHOMY HUCIIOIB30BAHUIO ITUGPOBBIX MIATHOPM JIJIs1 pA3BUTHS
OpeIIpUHUMATENbCTBA U MAPKETUHTA.

Anpobanusi pe3yJibTaTOB HMccC/ael0BaHUsl. Pe3ynbTaThl OCHOBHBIX MOJOXKEHHIM
HcclieIoBaHMs MPONUIH anpoodaruto: s Openna Beauty Flora komnanuu TOO “ARBOR
GROUP” u 6penna SAxo6c komnanuu LLP “JDE Kazakhstan™.

Hyoankamuu. OCHOBHBIE PE3YIbTAThl JUCCEPTALIMOHHON PabOThI OITyOJIMKOBAHbBI
B 7 Hay4yHBIX paboTax, U3 HUX: | — B pEHTHUHTOBBIX XypHAJIaX U3 CIKCKa 0a3 JTaHHBIX
Scopus (mpoueHTHib cBbIlIe 35); 3 — B KypHanax, pekomennoBanubix KOKHBO; 3 — B
MaTepuagax MeXIyHapOAHON HAYIHO-TIPAKTHIECKOH KOH(PEPEHIINH.
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DEVELOPING AN AUGMENTED MULTIDIMENSIONAL CBBE MODEL FOR
SOCIAL MEDIA BRAND INSTAGRAM: ITS APPLICATIONS TO THE ROLE
OF BRAND INDEX (RBI)

Dissertation for the degree of Doctor of Philosophy (PhD) in the
specialty 8D04106 - «Marketing»

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.
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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.
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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., Gdbmez M., Vacas-de-Carvalho L., Schivinski B.,
and Muntinga D.G.

At the same time, the theory of Value 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 VValue Co-Creation
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(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;

— tosystematize 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;

— to develop 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 VValue 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;
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— 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:

— amodernized 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.
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Scientific statements submitted for protection:

— aproprietary 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.
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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.
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