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DEVELOPMENT OF BRAND MANAGEMENT IN KAZAKHSTAN

Abstract. The development of brand management, according to the authors, is a very topical issue, since
presenting yourself on the world stage for the Republic of Kazakhstan is not a straightforward question and has a
large number of opinions from scientists and specialists, but everyone agrees with the decision to promote the
country's individual characteristics in order to familiarize and attract a country of investors and tourists for capital
inflows into the country. Of course, any brand (logo, slogan, symbols, image) should, above all, wear elements of
Kazakh culture, attract investment, introduce new technologies and best practices of management and marketing in
the field of tourism. The introduction of brand management by Kazakhstani manufacturers will improve the
efficiency of marketing activities, will contribute to improving the competitiveness of domestic products, both in the
domestic and foreign markets.

Keywords: brand management, competition, logo, slogan, symbols, image, investment, attractiveness,
advertising.

INTRODUCTION

A brand is a highly competitive product that has become the synergistic result of the most effective
integration of branding and strategic marketing in an enterprise. Branding is the management and
organization of activities to create a unique product (brand) and support it [1]. The concept of branding
still has a narrow meaning. The limitations of branding in management are made around the product. In
addition, what about the company or the organization as a whole? Branding cannot show the greatest
efficiency if not all departments of the enterprise are integrated in the development of branding; therefore,
there is a need for such a concept as brand management.

Brand management is natural, as the science of branding itself has roots in marketing. Considering
marketing management, we are talking about analyzing, planning, implementing and monitoring the
implementation of activities designed to establish, strengthen and maintain profitable exchanges with
target customers in order to achieve certain organizational goals, such as making profits, increasing sales,
increasing market share etc. The task of marketing management is to influence the level, time and nature
of demand in such a way that it helps the organization to achieve its goals. The process of marketing
management consists of several stages. This process takes place in a specific environment - the marketing
environment. The components of this environment are the enterprise itself, its suppliers, intermediaries,
customers, competitors and contact audiences.

MAIN PART

So what does brand management mean by itself? Brand management is a strategic planning and
vision of an enterprise integrating its internal potential with the capabilities of the external environment.
This is a systematic approach to achieving goals, which includes the enterprise as a whole. In other words,
the creation and management of a brand is not for the sake of increasing sales or profits, but for the sake of
improving competitiveness and efficiency as a whole - the author gives this wording. Brand management
has similar features with strategic marketing having the same principles of building, planning, maintaining
and managing an enterprise.
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Even the most modest list of brand promotion technologies includes many ways: creating your own
dealer network, TV-radio-Internet advertising, creating service and information centers, advertising
campaigns and presentations, sponsorship, advertising printing, non-traditional marketing, etc. Brand
promotion through television and radio advertising requires very significant financial investments.
However, it is known that gradually TV advertising begins to lose its position as a “leader” in promoting
goods to the market. Fewer and fewer people watch commercials, and for those who watch, the percentage
of memorability of the advertised brand is very low. One could even say “the end does not justify the
funds” invested in it [2].

In addition to expensive TV advertising, a company can offer a large number of cheap, but also very
effective methods of promoting a brand, such as using advertising printing, non-traditional marketing,
Internet technologies and special social techniques.

Adpvertising printing is used for promotion and promotion of brands since ancient times, only the
technology and production speed are changing. [3] Now you can put your details, logos, slogans or
company colors on almost any surface and in just a few minutes. Moreover, the big advantages of
advertising printing include the fact that the client himself can determine the size and quantity of products,
the contingent of potential buyers, the place and time of advertising. Huge advertising banners with the
logo of the brand, small flyers, booklets, brochures, plastic bags and souvenirs with logos or asphalt
painted in company colors will become silent, but effective assistants in the difficult task of brand
promotion.

When building a brand promotion strategy, it is imperative to take into account the psychological
characteristics of the target audience of customers, therefore one of the most effective technologies for
promoting a trademark is the "principle of ownership". All people, one way or another, have a
subconscious desire to belong to or be involved in any category: rich, healthy, athletic, independent,
stylish, etc. It is precisely on this that the strategy of the "joint" promotion of the trademark is built. Thus,
the entire visual range and key elements of the Marlboro brand are built as a single image of a strong and
independent man. Smoker "Marlboro" associative feels more courageous, strong and independent. Studies
conducted by sociologists in Russia a few years ago revealed that many men buy a certain brand of
cigarettes not because of taste preferences or strength of tobacco, but because of emotional and
psychological preferences, that is, due to the correctly built and presented brand promotion strategy [4]

You can also suggest the use of mass advertising. Modern advertising Internet technologies provide a
truly global recognition. Banners, running line, animated characters, videos, SPAM, informational sites,
interactive presentations and, in general, everything that can attract the user's attention is all Internet
advertising.

Promotion of any brand in modern conditions is impossible without direct contact with consumers.
There are many ways to build relationships with any customer category, but the basic method in the West
is known as network marketing and has been used for a long time. The world-famous company P & G. [5]
has successfully used the technology of promoting the brand through direct contacts with consumers for
over a year

Employees of the advertising agency Vocal point, which promotes P & G products, weekly conduct
online testing of nearly 600,000 women who are on their list of regular customers and contacts. These
women receive discount coupons for some P & G products and communicate daily with their girlfriends,
colleagues, and friends. That is how they learn and then display in the test tasks all the opinions they had
to hear about the company's products over a certain period. This technique was used in several states of
America, where, as a result, sales were twice as high as sales of other states conducting traditional
advertising campaigns. [6]

The peculiarity of the “network marketing” technology is that it is the consumer who objectively
informs you about the advantages and disadvantages of your brand. Moreover, the latter is mandatory and
as detailed as possible. Contact numbers on the package, business cards, direct conversation with the
customer, tests, questionnaires for customers and competitive "opinion coupons" - all this is an
opportunity to learn the truth about yourself and your brand. Let this truth be not very pleasant, but
"forewarned is forearmed." The obtained information can be the basis for developing a new brand
promotion strategy or introducing additional elements into its main structure.
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In general, it should be noted that the national brand of Kazakhstan is absent. According to
representatives of the Department of Tourism Industry of the Ministry of Education and Development of
the Republic of Kazakhstan, a working group has been set up, chaired by the Vice Prime Minister,
consultations are being held with one of the world's leading branding experts Simon Anholt, positioning
studies are being conducted involving all interested parties (Central Communications under the President
of the Republic of Kazakhstan, the Ministry of Foreign Affairs of the Republic of Kazakhstan, the ISS of
the Republic of Kazakhstan, the NC Astana-EXPO, Samruk-Kazyna, akimat of Astana, etc.). In general,
work is underway to develop a country brand.

For the Republic of Kazakhstan, the efforts of national producers towards the formation of brands are
a way to implement many national programs of the country and a tool to preserve stability in the country's
economy in the form of a method of confronting the global financial crisis that could disrupt its
sustainable development.

The role of brands as a way to preserve entrepreneurial competitiveness and ensure stable income,
which makes it possible to overcome any economic crisis, is increasing dramatically. The first way to
maintain competitiveness is that having a brand always attracts consumers to a particular market product,
even in an environment where buyers reduce the volume of purchases. The second way is that a full-
fledged brand assumes that the buyer is guaranteed a certain level of quality and safety of consumer funds.
Thirdly, the crisis intensifies competition, and the buyer among the competitive products chooses the one
that he knows best. Fourthly, a brand creates a consumer’s pride and a special sense of status if it is able to
acquire the most well known as a very valuable product of a certain brand.

It should be noted that the destination brand (logo, slogan, symbols, image) must be carried by
elements of Kazakh culture [7].

The experience of Western countries shows that, in today's competitive market, there is essentially a
brand struggle for their place in the minds of customers. Goods without brands give up their positions on
the market in the most diverse product categories, and, among Kazakhstani consumers of most product
groups, the number of buyers who are ready to buy branded goods increases. The urgency of the problem
of branding development in Kazakhstan is determined by the fact that today, in essence, the consumer
market is the competition of trademarks, brands and advertising images for their place in the minds of
customers. This makes domestic enterprises aware of the need to develop and apply brand management
techniques.

Kazakhstani enterprises have achieved certain experience in developing positioning and original
packaging, in the long-term introducing merchandising, working on creating distribution channels and
forming relationships with them. Branding in the Kazakhstan consumer market is gradually developing.
Recent years have been marked by strengthening the position of national brands of consumer goods,
which successfully compete with foreign brands. The introduction of branding by Kazakhstani
manufacturers will improve the efficiency of marketing activities, will contribute to improving the
competitiveness of domestic products, both in the domestic and foreign markets. Formation of brand
management will improve the idea of Kazakhstan as a country that is favorable for investment and
development of tourism.

Every year the economy of Kazakhstan becomes more and more attractive for foreign investments.
New foreign companies are coming to domestic markets. They come with new resources, ideas and
brands, and trying to get the maximum benefits, they are trying to adapt their global strategies for
advancing to the peculiarities of the Kazakhstan market.

However, the development of advertising and branding markets, which are rapidly growing in
quantity, still lags significantly behind the immediate needs in qualitative assessment categories. Serious
problems arise for domestic specialists in applying such branding technologies as brand assessment, its
positioning, naming, the creation of visual brand identifiers, and, of course, cross-cultural adaptation.
Especially - the adaptation of foreign brands, the technologies of which are not owned even by the leading
Kazakhstani advertising and branding agencies. When they try to adapt a foreign brand to the domestic
market, they completely ignore entire groups of parameters that have a decisive influence.
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Adaptation of foreign advertising implies the preservation of its emotional and rational characteristics,
taking into account the multitude of cross-cultural differences between the two societies. For example, the
socio-economic differences - social, economic and political systems. Associative stereotypical differences
are also important - semantic, phonetic and color associations, the presence of social, emotional and
ethical stereotypes, traditions and attitudes.

A brand with all its attributes, identifiers and value characteristics exists primarily in the minds of
consumers. Despite globalization, the characteristics of this consumer consciousness are difficult to unify,
and still have a national character. Many major international companies are entering the Kazakhstani
market, but the cross-cultural adaptation of their products is still a “weak link”, which significantly affects
the efficiency of foreign brands, reducing their value and increasing the cost of promotion.

Domestic manufacturers for the formation of their own brands require great efforts and means to
“seize the initiative” from foreign competitors who have long started an advertising campaign in
Kazakhstan. The use of modern branding technology provides for ongoing marketing research of
consumer preferences, motives for making purchases, since the specifics of the purchasing behavior of
Kazakhstanis determine the need to form the concept of advertising the brand in the domestic market.

Thus, at present, the brand in Kazakhstan is becoming one of the most expensive assets in the
company's value even in comparison with production facilities. Therefore, the brand value is paid the most
attention in mergers and acquisitions operations, as well as in public offerings of company shares on stock
markets or placement of other types of securities in order to attract investments.

CONCLUSION

Summarizing the above, it can be noted that the process of creating a brand and its subsequent
management is a completely logical, predictable and manageable process. The logo and the slogan, even if
it was created using “impact on consumer choice” using ingenious technologies, cannot guarantee success.
The consumer needs the product that he is ready and wants to buy. He needs his personal benefits, he is
guided by his personal preferences. After all, they determine a stable commitment to any object of
consumption. They are the basis of such a concept as a brand, and brand management using modern
branding technologies becomes a prerequisite for the survival and growth of a company in a highly
competitive environment.

YK 338.24.
J.M. 9nueroBa, A.Jl. Mykamesa, C.O. Kypmamesa, /I. Kocaes
X. JlocMyxamMenoB aTIHAAFEl ATBIpay MEMIICKETTIK YHUBEPCUTETI
KA3AKCTAHJA BPEHI BACKAPYbI JAMBITY

AHHOTaUMA. ABTOpIapAbIH TiKipiHIIEe, OpeHA-MEHEXKMEHTTI JaMBITy ©Te ©3eKTi, eWTkeHi KazakcraH
PecniyOnmukacel yIIiH oneMIik apeHaja e3iH eJecTeTy Moceie Oip MaFbIHaJIbl €MeC JKOHE FalbIMIap MeEH
MaMaHap/bIH HiKipiepi ker, Oipak OapIbIFbl eire KanuTall TapTy YIIiH MHBECTOPJIap MEH TYPHUCTEPIli TaHBICTHIPY
JKOHE TapTy MaKCaThIHJA CIIH JKEKE ePEKIICIIIKTePIH alifa XKbUDKBITYFa IICIIIMMEH Kejiceai. OpuHe, Ke3 KelreH
Opena (JioroTwur, ypaH, poaMi3ep, UMUIK) €H aJILIMCH Ka3aK MOJICHUCTIHIH JIEMEHTTEPiH, HHBECTHIIASIIAP/EI TapTy,
TypU3M callaChIH/Ia jKaHa TEXHOJIOTHSUIAD MEH MEHEIKMEHT NMEH MAapKETUHITIH O3BIK TOXKIPHOCCIH CHTi3y Kepek.
Kazakcranaplk eHIIpyIIIEepaiH OpeHI-MEHEIDKMEHTTI €HTI3yi MapKETHHITIK KbI3METTIH THIMJAUIITIH apTThIpyFa
MYMKIHIIK Oepemi, imKi ’KoHe CHIPTKBI HaphIKTapJa OTaHABIK OHIMHIH 0ocekere KaOUIeTTUIriH apTThIpyFa BIKIIAJ
ereri.

Tyiiin ce3aep: OpeHari 6ackapy, 6ocekenecTiK, JOTOTHII, YPaH, paMi3aep, CypeT, HHBECTUIHS, TAPTHIMABLIBIK,
KapHama.
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ATsIpaycKuil rocy1apcTBEHHBII YHHBEpCHTET MMeHH X. JlocMyxamenoBa
PA3BUTUE BPEH MEHE/I’)KMEHTA B KA3JAXCTAHE

AnHotanusi. Pa3Burue OpeHI-MEHEIKMEHTa, [0 MHEHUIO aBTOPOB, TeMa BECbMa aKTyallbHas, TaK Kak
NIpeACTaBUTh cebs Ha MHUpPOBOH apeHe s PecnyOmmku Kasaxcran Bompoc He OJHO3HAYHBIM M MMeeT OOoJIbIloe
KOJINYECTBO MHEHHH YYEHBIX W CIIEHHAIMCTOB, HO BCE COIJIACHBI C PEIICHWEM IPOJABUIaTh WHAWBHUyaJbHBIC
0COOCHHOCTH CTpaHbl C IIETBbI0 O3HAKOMJIEHUSI W NPHBICUCHUS B CTPAaHy MHBECTOPOB M TYpPHCTOB, JUIS NMPUTOKA
KamuTajia B CTpaHy. besycimoBHO, mo0oW OpeHa (JIOTOTHII, CIIOTAaH, CHMBOIBL, UMHUIXK) TOJDKHBI, MPEXKAE BCETO,
HOCHTb dJIeMeHThl Ka3axckol KyJIbTypbl, IPHBIICYCHNE MHBECTHLMH, BHEIPEHUE HOBBIX TEXHOJOTHI U MEPEIOBOTO
OIIBITA MEHE[DKMEHTAa M MapKeTHHra B cdepe TypusMa. BHeapeHne OpeHI-MEHEIDKMEHTa Ka3aXCTaHCKHMH
HPOU3BOAUTEISIMHE IIO3BOJIUT TOBBICUTH 3((EKTHBHOCTh MapKETHHIOBOM NEATEeIbHOCTH, OyleT CIoCOOCTBOBATH
HOBBIIIEHUIO KOHKYPEHTOCIIOCOOHOCTH 0TEUECTBEHHOM NPOAYKIUH, KaK Ha BHYTPEHHEM, TaK U Ha BHEIIHUX PBHIHKAX.

KnioueBble cjioBa: OpeHI-MEHEIKMEHT, KOHKYPEHCTOCIIOCOOHOCTb, JIOTOTHI, CJIOTaH, CHMBOJIBI, MMHIUK,
WHBECTHLIUH, TIPHBIIEKATEIILHOCTD, pEKJIaMa.
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For information on Ethics in publishing and Ethical guidelines for journal publication
see http://www.elsevier.com/publishingethics and http://www.elsevier.com/journal-authors/ethics.

Submission of an article to the National Academy of Sciences of the Republic of Kazakhstan
implies that the work described has not been published previously (except in the form of an abstract
or as part of a published lecture or academic thesis or as an electronic preprint,
see http://www.elsevier.com/postingpolicy), that it is not under consideration for publication elsewhere,
that its publication is approved by all authors and tacitly or explicitly by the responsible authorities where
the work was carried out, and that, if accepted, it will not be published elsewhere in the same form, in
English or in any other language, including electronically without the written consent of the copyright-
holder. In particular, translations into English of papers already published in another language are not
accepted.

No other forms of scientific misconduct are allowed, such as plagiarism, falsification, fraudulent data,
incorrect interpretation of other works, incorrect citations, etc. The National Academy of Sciences of the
Republic of Kazakhstan follows the Code of Conduct of the Committee on Publication Ethics (COPE),
and follows the COPE Flowcharts for Resolving Cases of Suspected Misconduct
(http://publicationethics.org/files/u2/New_Code.pdf). To verify originality, your article may be checked
by the originality detection service Cross Check http://www.elsevier.com/editors/plagdetect.

The authors are obliged to participate in peer review process and be ready to provide corrections,
clarifications, retractions and apologies when needed. All authors of a paper should have significantly
contributed to the research.

The reviewers should provide objective judgments and should point out relevant published works
which are not yet cited. Reviewed articles should be treated confidentially. The reviewers will be chosen
in such a way that there is no conflict of interests with respect to the research, the authors and/or the
research funders.

The editors have complete responsibility and authority to reject or accept a paper, and they will only
accept a paper when reasonably certain. They will preserve anonymity of reviewers and promote
publication of corrections, clarifications, retractions and apologies when needed. The acceptance of a
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The Editorial Board of the National Academy of sciences of the Republic of Kazakhstan will monitor
and safeguard publishing ethics.
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