Ka3 ¥y xaoapuvicel. Dxonomuxa cepusicor, Ne2 (90). 2012

137

BbI€ KJIACTEPHl HAIIE 3KOHOMHUKH. TeMIlbl 3TOH
paboThl HE NOKHBI CHWXKAThCA. S CErOJHS X0Uy
O0OBSIBUTH O CTapTe HOBBIX I'PAHJUO3HBIX MPOEK-
TOB B cepe BBICOKOTO Iepesena HalluX ChIpbe-
BBIX pecypcoB W HH(QPaACTPyKTYyphl, KOTOpas
Oyzaer 00CIyXMBaTh 3TOT IIEPEACT.

B uucne 3tux npoekroB IIpesuaeHT orMeTui:
«BaxxHo mpHUCTYNUTh K CTPOUTEIBCTBY MABYX
HOBBIX JKEJIE3HOAOPOXKHBIX JNUHUN — JKe3kasran-
Beliney mporskenHocteio 1200 KuiioMeTpoB U
Apxkanbik-11lybapkons. OTH TpOEKTH MpPUIALYT
MOIIHBIA HUMIyAbC pasButuio JKesrasran -
ApKanbsIKCKOTO peruoHay [3].

K 2015 rogy 3a cuer BHEIpEHHS HHHOBA-
LMOHHBIX TPOEKTOB XEIE3HOAOPOKHBIX Marucrt-
payieil oOummidi OXOA OT TpaH3WTa Yepe3 TeppH-
toputo Kazaxcrana pocrurier mnopsaka $1,5
mipa. [4]
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Branding development tendency in Kazakhstan and ways to resolve the problems

S.A. Bagdatov, N.A. Nizamova
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Abstrast. Having considered the application of branding industry author came to the conclusion that the
practice and theory of branding in Kazakhstan is poorly developed and poorly explored.
For possession of an advantage over competitors in a market economy, we should not forget about the

need for branding.

The author thinks that in Kazakhstan there are many restrictions for the development of branding, which

should be reviewed.

The article describes the main directions of
branding development in the domestic and foreign
markets for goods and services. Based on the
author’s research, Kazakh brands classification is
developed, and the advantage of small and
medium-sized firms, in the process of creation and
brand promotion, is justified.

Today, the term brand is given a lot of
definitions, here are some of the examples: Brand
— is a guaranteed quality plus guaranteed
emotions.

This is an active experience, taking place in
the process of any communications between the
company and its key clients.
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Brand is a set of credible promises on the
behalf of the product or service, which
distinguishes it from the rest by means of positive,
congruent, personally perceived motives, which
are supported by logical tangible characteristics
and properties of the product or service.

Brand is a set of tangible and intangible
assets, identifying the brand.

Brand is a combination of names, symbols,
statements, design and style that identifies and
differentiates the product in the eyes of the
customer.

Brand is a promise which is based on the
promises and is given regularly.

At the present stage of market development in
Kazakhstan, it is difficult to clearly answer the
question of what a Kazakh brand is, what are its
distinctive features and development directions.
The situation is complicated by the fact that the
majority of domestic and foreign marketing
specialists have not come to consensus on this
issue. Some believe that the branding in
Kazakhstan is successfully developed, as
evidenced by the widespread popularity of most
large enterprises, such as Kazkommertsbank,
Kcell, KazMunaiGaz and others. Others say that
brands of Kazakh origin are just loud advertising
statements made by domestic companies, which
do not even have long-term loyalty from their
consumers. This contradiction can be explained as
follows:

1) As mentioned earlier, the legislation of
the RK has no clear definition of the terms
"brand" and "branding", as there is no criteria to
distinguish the brand from a trademark.

2) The popularity of the branding concept
leads to the desire of marketing specialists to
equate any product to brand, regardless of the
level of quality, the degree of fame or the
availability of emotional values. This behavior
causes a negative reaction from consumers,
distrust of any advertising statements referred to
the brand of a producer company - the
manufacturer.

3) There are several historical brands on the
Kazakhstani market, such as candy, "Borboris"
and chocolate "Kazakhstan". The popularity and
fame of these marks lead to the fact that the brand
is often considered to be any company or product,
which has existed on the market for a relatively
long time.

All the "Kazakh brands" can be divided into 4
groups. It should be noted that in this
classification only commercial brands are
considered. The geographic brand names, and
personality brands, etc, are not taken into account.

Foreign products and companies. These are
the most numerous group. These include world-
famous brands of foreign manufacturers, which
have a solid position in the minds of consumers
around the world. These include companies such
as Coca-Cola, Nokia, McDonald's, BMW and etc.

"Adapted" foreign products / company. This
group consists of, first of all, the goods produced
by foreign companies, but adapted to Kazakhstani
market. The manufacturer may openly enter the
market and offer consumers quality products
under a well-known brand, but with a more
familiar name, or a set of physical characteristics
(Rastishka curds from the company Danone).

Kazakh companies / products that claim to
have the status of the brand. We include all of the
products into this group, services or companies,
rightly or not, but the ones that claim themselves
to be a brand on the market of certain products.
We can neither deny nor agree with the thesis that
"branding on the Kazakhstani market does not
exist" because this requires a thorough analysis of
a set of products or firms to determine the degree
of its branding. However, since this is not the
purpose of this study, we shall agree with the
opinion of many local and foreign marketers, that
market brands in Kazakhstan are in their
beginning stage and development, with many
difficulties.

At the present stage of development of the
state and society, Kazakhstan 1is actively
cooperating with foreign countries. This leads to
the fact that the territory of our country's has
imported goods from different countries, the total
cost of which is more than two trillion of tenge
annually. Thus, confirming the idea that a group
of foreign brands of products / companies are the
most numerous, therefore, we can conclude that
the trends and directions of development of
branding abroad, are also applicable to the
Kazakhstani market. Let us examine this in detail.

As mentioned earlier, one of the most striking
trends in branding abroad is a widespread
transition from the world of goods to the world of
brands. In other words, the creation of a
successful brand, based on a specific scientific
approach, is less sporadic and is transformed into
a strategic goal of most companies. The
management of an  organization, which
understands the importance and value of branding
for effective competition, integrates business
processes under a common brand idea, to
transform all areas of a strong system to be
capable of resisting both competitors and
fluctuations in the outside uncontrolled
environment.
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Thus, the brand becomes a strategic asset that
is capable to attract more customers and generate
profits for the company for a long time . The
transition from development strategy and
promotion of the brand strategy is also
accompanied by a transition from a commodity
orientation to a focus on the value that this
product offers the consumer.

On the one hand, this trend of branding abroad
began more than 10 years ago. On the other hand,
today it takes on new characteristics. The decline
of some of the giants of the business, which began
in the mid-2000s, shows the imperfection of the
established system of brand building. The
Western model of branding (strategy of "stand-
alone brands") is increasingly demonstrating its
lack of viability in terms of mass communications
overload. This strategy involves the promotion of
each product on the market under a separate
brand, along with a separate metaphysical value,
independent of the corporate brand. Thus, the
consumer loses a sense of integrity, trust and
commitment to a particular brand, as in this case,
there is no such important quality of the brand, the
constancy and consistency. This is explained by
the fact that in today's world, overloaded
advertising messages and value-messages, the
consumer is becoming more discerning and
demanding. Therefore, in the opinion of the "guru
of branding," like T. Gad, M. Lindstromand J.
Kunde, only the firms with a clearly defined
value-message will survive in a highly-
competitive market.[4, p. 45]

Let’s assume that there are 3 companies
offering their products on the market Each firm
produces three different products. According to
the Western concept, companies promote their
products separately from each other by using
advertising like print ads, TV advertising, and
various BTL activities, etc. Also, companies want
to capture greater market share, so they try to
diversify their activities, so they often offer goods
that are not only in different price segments, but
belong to different groups of commodities. In
other words, as the case with Mars, the firm can
produce a wide range of products, from chocolate
and confectionery products to food for dogs. This
leads to the fact that different brands of products
of one company carry different values for the
customer. Thus, the market gets 25 advertising
messages with different value-messages from only
three companies and their three products. In
practice, the number of these kind of firms and
goods produced is much more than we have
chosen as an example. As a result, the consumer
this confused in this flow of valuable-messages
and it is difficult to choose the one that is the

closest. In this case, the most effective model is
the eastern model of building a brand. The
company, which offers a variety of consumer
products, but under one brand, is more likely to be
heard in the market noise. This allows the
company to establish a personal relationship with
the consumer, by offering something very
important and valuable.

According T.Geda, bright trend of the market
today is the emergence of transactional branding
or relationships branding. Branding is becoming a
process of continuous communication with each
client, and vice versa. Consumers are willing to
buy a product from a seller with whom they can
strike up a personal relationship than from a
person with whom such relationships are not
possible. Firms that use transactional branding
strategy can cause a feeling of calmness and
confidence among consumers

Numerous  sociological and  marketing
researches are aimed at identifying consumers'
loyalty to a specific set of brands and the
relationship between social status and consumer
choice. Indeed, the choice of a product is
influenced by many factors and often the level of
income plays the least important role. In the
framework of the theory of branding, it is proved
that a certain social status and social role of the
person corresponds to a specific set of brands,
which allows it to maintain the status and the role.
However, it is becoming increasingly difficult to
determine what product categories are of more
importance to consumers.

A large firm, producing a large number of
products that are not united under a common
corporate brand, is able to win many market
segments, however, due to the dispersion of
promoting efforts, the share of each product in
each segment will not be high. At the same time,
relying on the promotion of corporate values,
small firms, win one segment , but it is globally
spread.

In order for the brand to have a high value, it
must be given direction, accuracy and clarity.
However, this means that it is necessary to limit
the freedom of actions in each product category.
Emphasis should be placed on the uniqueness of
the few products, rather than the usage of all the
products. Today the market is moving towards a
smaller number of more powerful and trusted
brands, and the best defense is the saturation of
brand maintenance and reliability. [3, p. 112].

Thus, high-quality products in the future can
become brands, but under present conditions there
are several negative factors that hinder the
development of the concept of branding in the
domestic consumer market:
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1) Perhaps the main problem of the
Kazakhstani market is the complete lack of
regulatory framework for the development of
branding. That is, as mentioned earlier, the
legislation of the RK does not have the basis for
the brand development and management, as there
is no clear theoretical definition of branding. This
leads to the fact that each manager understands
this marketing phenomenon as it is convenient for
him or her at the moment.[2, p. 55]

2) Insufficient development of marketing
skills. Most of the leaders of Kazakh companies,
when creating marketing departments, and
developing a strategy to promote products and
services, confidently declare about the usage of
the principles of brand management. However,
brand management - is much more complicated
than just the definition of distribution channels,
development of promotional activities, etc. In
some cases, brand management at the domestic
enterprises is based on a scientific basis, that is, it
uses certain brand theory and methodology. Often
these techniques are designed by Kazakhstani
marketers, who mix the concept of "branding" and
"marketing".

3) The skeptical attitude of some leaders of
Kazakhstan to western branding technology,
despite the fact that they have proved their
viability and effectiveness on the Kazakhstani
market. In other words, despite the fact that most
of the world-famous brands exist and develop
successfully in the domestic market, many
marketers and Kazakh managers of organizations
still believe that the use of foreign technologies
for brand building is not applicable in Kazakhstan.

4) Big investment in the promotion of a
product on the market in Kazakhstan is
compounded by a tax on advertising, that is,
expenditure on advertising and brand building
over the limit, established by law, increase the
taxable profits of enterprises. It should be noted
that in no developed country has such tax, so
mainly this is the reason why the progress of
domestic brands promotion is held back.

5) Inaddition to the lack of legislation in the
field of brand relationships, it should also be
noted that the Kazakhstani legislation on the
protection of trademarks is imperfect. In contrast
to the practices of Western countries, where the
principle of "initial" trademark is practiced, while
there is an adopted registration system for their
protection, in which the trademark receives legal
protection only after it is registered in the Patent
Committee. Any novelty must be registered and
must be patented in order for it to be legally
protected. This exacerbates the struggle of
domestic producers for their trademarks, and

creates favorable conditions for the emergence of
all kinds of counterfeit. When taking into account
the speed of changes and activity of competitors
in all markets, this problem goes beyond the
"imperfections".

6) Some uncertainty in the consumer
orientation of the individual brand names is
related to the fact that many domestic
manufacturers of foods produce their products
according to common recipes, approved
standards, under the same names, sometimes
without the ingenious packaging. At the same
time buyers prefer familiar names, they do not pay
attention to the manufacturers, and this
complicates the identification of their trademarks
on the market. This problem is closely connected
with the existence "Soviet brands" on the market.
An additional complication is the inability to
register the rights to manufacture this product,
because unique formula is enshrined in the state
standards. The only way to get ownership of the
brand name - is to bring some uniqueness to an
existing recipe or formulation. In this case,
however, there is no guarantee that the consumer
will keep the old degree of loyalty, because the
product will no longer be familiar.

Thus, we see that today there are more
problems than concrete achievements on the
market in of branding today. However, despite the
constraints, branding in the consumer market is
developing, many domestic companies still turn to
the international experience of building a brand,
try to examine consumer behavior in order to
determine the correct approach to the positioning
of their brands. However, branding in Kazakhstan
remains  virtually unexplored with poorly
developed marketing direction, both in theory and
in practice. In modern conditions, that dictate the
need to survive in the market and create strong
opposition to foreign competitors, Kazakh leaders
and marketers need to understand the relevance of
this problem and begin to actively seek ways of
developing branding in Kazakhstan.
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C.A. barnaros, H.A. HuzamoBa
KA3AKCTAHJA BPEHAUHI TIH JAMY TEHAEHIUACHI )KOHE MOCEJIEJEPIAI LHEHTY KOJIAAPBI

Byn camaHbl TONBIFBIMEH 3€pPTTEY HOTH)KECIH Kellecinell KOpbIThIHAbLIayFa Oomazpl, KazakcraHmarel OpeHIUHT
caJlachIHBIH JaMybl TEOpUs MEH MpaKTUKaja Ja oJci3 JaMblfaH JKOHE a3 3epTTeliHreH cajga OOJbIN TaObLIafbL.
HappIkThiKk 3amMaHza OocekenecTepleH O3bIK OOy YIIH OpeHOMHITI JKyHeli TypAe KOoJJaHy KEpeKTIriH YMBITIa-
FaHBIMBI3 KOH.

C.A. bBarpartoB, H.A. HuzamoBa

TEHAEHIIUU PA3BBUTUSA BPEHIUHI'A B KASAXCTAHE U IIYTU PEINEHUS ITPOBJIEMbI

I/ICCJ'ICZ[OBaB JaHHYIO 0071aCTh MOYKHO caciaTb BBIBOJ 4YTO, 6peH}:[I/IH1" B Kazaxcranme ocrtaercs MMPaKTUYCCKHU
HCHUCCIICAOBAHHBIM H cinabo Pa3BUTBIM MAPKETUHI'OBBIM HAIIpaBJICHUEM, KaK B TEOpPHUH, TaK W Ha IPAKTHUKE. B
COBPEMCHHBIX YCJIIOBUAX, AUKTYIOUIUX HeO6XO):[I/IMOCTB BbDKMBAHUA Ha PBIHKC W IIPOTHUBOCTOSAHHSA CHUIIbHBIM
SapyGC)KHI)IM KOHKYPEHTaM, Ka3aXCTaHCKUM PYKOBOIUTCIAM M MapKETOJIOoraM HeOGXOI[I/IMO OCO3HAaTh AKTYaJIbHOCTb
yKa3aHHOI>i HpOGJ’IeMH 1 Ha4YaTb aKTUBHBIC IMTOMCKU IIYTU PAa3BUTUA 6peHZ[I/IH1"a B Kazaxcrane.

AHanu3 3¢PeKTUHBHOCTH MCIOJIb30BAHUS POrPAMM aBTOMATH3HPOBAHHOTO
OyXrajTepckoro yuera

0.10. Koryr
Kazaxckuil HallMOHaIBHBIA YHUBEPCUTET UM. anib-Dapadu, r. Anmatel, Kazaxcran
AHHOTanus. B cratee npoBeneH aHanu3 3((GEKTUBHOCTH HCIOIB30BAHUS MPOTPaMM aBTOMAaTH3WPOBAH-

HOro OyXrajJrepckoro ydera. PaccMOTpeHBI SKOHOMHYECKHE KPUTEPHH, KOTOpbIE XapaKTepHU3yIOT MpOr-
PaMMHBII IPOAYKT CO CTOPOHBI 3aTpaT U SKOHOMHUM BBOJA U MCIOJIB30BAHUSA MPOTPAMMHOIO IMPOAYKTa Ha

TIPEATIPUSITHH.

Hnst Toro, uTo0bl 3 ()EKTHBHO MPOBECTH aB-
TOMATH3aIHIO, CIIEIyET, B IIEPBYIO OUEpPelb, XOPO-
IO MPEACTaBIATh cede UTO e TaKOoe aBTOMATH-
3UPOBaHHBIIN Oyxrantepckuii yuer. Ha mepBblii B3-
IS BCE TIPOCTO U JiasKe Takasi MOCTAaHOBKA BOII-
poca KaeTcsi HECKOJIIbKO HaJIyMaHHOW, IOTOMY
YTO aBTOMATHU3UPOBAHHBIA OyXTalTepCKUi yder —
3TO TPOCTO KOrja OyXTalTepCKUil ydeT Beaercs
Ha KoMIbloTepe. BoT Takoe 3a0mykIeHHe U CIIy-
XKHUT TPHYMHOW OONBIIOrO KONMYECTBa HEylad-
HBIX TIONBITOK aBTroMaTm3anmu. Cremyer oco3-
HaTbh, YTO BHEAPEHHE OyXTalTepCKOH MPOrpaMMbl
3¢ ()EKTUBHO TOJBKO TOI/A, KOTJa CIIEACTBHEM
BHEJPEHUS SBJSCTCSA MOBBIIICHHE 3((HEKTHBHOC-
TH W YJIydllIeHHe KauecTBa BelieHus OyX. ydera Ha
MPEANPUSITAN. DTO MOXKET BHIPAXKATHCA B!

1. VnopsmoueHun OyXrajaTrepckoro ydera.
Ecnmu mpu OymakHoW Oyxrantepuu Uil Modyde-
HUS KakoH-T100 MH(pOpMAINK, HAIPUMEp CIICIH-
(udeckoit BEIOOPKH 000pPOTOB MO CyOcUeTy cyera,

TpeOOBaIOCh HECKOIBKO 4YacoB pPadOThl, TO Ha
KOMITBIOTEpE — Ha)kall KJIaBUIIy M BBIOOpKa
pacriedaTtanach.

2. VBenWueHHWH Konu4ecTBa WHGOpMaIUH,
rmojiyyaeMon u3 Oyxydera.

3. CHmxeHHe Ynciia OyXralTepeKuX OMIMOOK.
3TO OYeHb BaXKHBIA (AKTOp, €CIM YYHTHIBATH
BEIIMYHMHY IITPadOB U MEHel 3a COKpPHITHE HAallo-
roo0yiaraeMbIX BEIMYWH, TPUYMHOH KOTOPOTO,
KaK MpaBWIO SIBISIOTCS MMEHHO OyXTaiTepckue
OIIMOKH, 8 HE HEKUH 3JI0H yMBICEJ.

4. TloBblmieHWe OIEPaTUBHOCTH OyXyuera.
Ecnu panbre, npu OymaxkHoM Oyxydere, Oyxrai-
Tepa HE TOCIEeBalld 3a MEPBUYHOW JOKyMEHTa-
[UeH M JieNalid MMPOBOJKU C OMO3JIaHUEM, a KBap-
TaJIbHBINA U I'OJOBOM OTYET CAABAJICA B IIOCIIEIHUN
MOMEHT, TO Ceuac 3TO MPEKPATUIIOCH.

5. TloBblilleHHE PKOHOMHYHOCTH OyXrajirep-
cKkoro ydera. Hama npakTrka mokasbpIBaeT, 4To BO
MHOTHX CIIy4dasiX, M3MEHHUB IPUMEHSIONIMECS Ha



