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Abstract. Objective - to examine innovative approaches to forming consum-
er loyalty in digital retail and to assess the effectiveness of neuromarketing tools in
managing customer behavior under conditions of digital transformation. Methods -
mixed research methodology combining quantitative survey methods, comparative
analysis, customer segmentation, and experimental neurosensory monitoring. The
empirical study included 150 respondents divided into individuals, corporate clients,
and dealers, as well as an experimental group of 40 participants exposed to different
neuromarketing stimuli. Results - significant differences in satisfaction levels among
customer segments were identified. Corporate clients and dealers demonstrated higher
satisfaction with payment flexibility, service quality, and reliability of interaction, while
individual consumers showed greater sensitivity to service speed and personalization.
Neuromarketing stimuli, including dynamic lighting, video displays, background music,
and scent marketing, positively influenced emotional engagement, duration of store
visits, and purchase intention. In addition, 2025 retail trends confirm the growing
role of mobile commerce, personalized offers, and omnichannel loyalty ecosystems
in Kazakhstan. Conclusions - effective loyalty formation in modern retail requires the
integration of behavioral analytics, segmentation strategies, and sensory marketing
tools. The practical significance of the study lies in the possibility of applying the results
to improve customer experience management and strengthen the competitive position
of retail companies in Kazakhstan.
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Introduction

Modern retail is undergoing an intensive transformation under the influence of digital technologies, increased
competition and changing consumer preferences. To better illustrate the structural transformation of modern
retail, Figure 1 presents the key global drivers shaping customer loyalty and purchasing behavior in 2025. These
trends demonstrate the growing importance of digital convenience, personalized communication, and trust-based
customer relationships (Figure 1).

Mobile app lovalty rewards

Figure 1 - Key retail loyalty trends in 2025
Note: compiled by authors

Personalization remains the strongest driver of customer loyalty in 2025, with 72% of consumers expecting
tailored offers and relevant recommendations. Fast service and delivery rank second (70%), confirming rising
expectations for speed and operational convenience. Omnichannel integration (66%) reflects the need for seamless
movement between physical stores, websites, and mobile applications. Trust and data security (63%) also play a
significant role, especially in digital transactions. These findings confirm that modern retail competition is increasingly
based not only on price, but on customer experience, emotional engagement, and technological responsiveness.

Companies seeking to remain competitive are forced not only to adapt to changing demands but also to
actively shape the behavioral models of buyers. In these conditions, scientifically based marketing approaches based
on the study of cognitive and emotional reactions of consumers are in demand (Potluri et al., 2024).

One of the most promising areas is neuromarketing, which combines the achievements of neuroscience,
psychology and digital marketing. Its tools allow you to identify hidden mechanisms of perception, predict audience
reactions and build personalized interaction strategies. This is becoming especially significant in digital ecosystems,
where the role of sensory communications, personalization and interactive formats is increasing (Kadyan, 2021).

The relevance of this research is determined by the insufficient study of the use of neuromarketing in
the practice of domestic retail companies (Ndhlovu & Maree, 2023). Despite the active implementation of digital
solutions, comprehensive studies of the impact of neuromarketing stimuli on customer satisfaction, engagement
and loyalty remain limited.

The purpose of the article is to analyze the mechanisms of consumer behavior management in retail trade
using the example of Idia Market LLC, paying attention to the influence of marketing and neuromarketing factors
on customer experience.

The object of the research is the processes of interaction between the company and consumers in the context
of the digital transformation of the retail sector.

The subject of the research is the perception of customer service by various categories of consumers
(individuals, corporate clients and dealers) and the influence of neuromarketing stimuli on their behavior.

The working hypothesis is that the use of neuromarketing tools helps to increase the level of emotional
involvement, satisfaction and trust of customers, creating the basis for long-term loyalty.

The practical significance of the research lies in the possibility of applying its findings in developing marketing
strategies and optimizing customer service of retail companies in Kazakhstan.
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Literature review

Consumer behavior in modern marketing discourse is considered a set of cognitive, emotional, and behavioral
reactions of an individual to the influence of the external marketing environment. According to Kotler et al. (2021),
consumer behavior reflects a complex process of choosing, purchasing, and using goods and services, in which
not only rational decision-making but also the emotional perception of marketing stimuli plays a central role. This
approach requires a systematic analysis of the factors shaping the experience of interaction between the consumer
and the brand in the digital economy.

Abdul Haris (2024) emphasizes the importance of motivational structures, individual values, perception, and
learning mechanisms as fundamental determinants of behavior that form the basis of consumer decisions. On this
foundation, the concept of customer experience has developed, within which Lemon and Verhoef (2016) focus on
the need to accompany consumers throughout all stages of the customer journey, from awareness to post-purchase
behavior. This perspective is reinforced by the work of Molinillo et al. (2022), who highlight the importance of
“moments of truth” and the continuity of customer experience as factors in building loyalty and brand differentiation.

In a highly competitive environment, the emotional connection between the consumer and the brand plays
a special role. As noted by Fugate (2020), a strong brand can reduce perceived risk, increase trust, and create lasting
attachment to a product, which is particularly important in digital environments where consumers face information
overload. Research by Gensler (2022) confirms that in the age of digitalization, customer experience management
requires adaptive strategies based on behavioral analytics and the brand’s emotional responsiveness.

The context of digital retail, as emphasized by Pine and Gilmore (2019), requires a rethinking of the
traditional consumption model toward the creation of a unique customer experience. According to their concept
of the experience economy, successful companies do not simply sell goods, but create memorable and emotionally
engaging experiences that contribute to sustainable customer involvement with the brand.

A special place in modern marketing practice is occupied by neuromarketing as a tool for in-depth analysis
of consumer reactions. Studies using neuroscientific approaches demonstrate how the human brain responds to
various product stimuli and purchasing environments. In turn, Géci et al. (2017) confirm that sensory marketing
elements, including visual, auditory, and olfactory stimuli, play a key role in shaping behavioral responses and
stimulating impulsive decisions.

In the context of the Kazakhstani retail market, an important trend is the growing significance of local
brand identity and individualized approaches to target consumer segments. As shown by Sadykova and Islam
(2022), brand perception in digital environments forms consumers’ intention to use products and creates stable
emotional attachment through value co-creation. In this regard, the concept of a brand as a carrier of cultural and
social identity becomes increasingly relevant, strengthening customer loyalty under conditions of competition
between local and global brands.

Consumer segmentation in Kazakhstan is becoming more specific under the influence of demographic and
behavioral factors. As demonstrated by Akhmetova et al. (2023), income level has a significant impact on consumer
loyalty in the FMCG sector. Therefore, more precise targeting of marketing strategies is required, taking into account
the economic characteristics of different customer groups. In addition, the need for a personalized approach to
younger consumers with a high degree of digital involvement and sensitivity to rapidly changing market information
remains highly relevant. According to Potluri et al. (2024), the behavior of Kazakhstani Generation Z consumers is
significantly influenced by brand perception and pricing policy. Loyalty directly correlates with the emotional appeal
of the brand and its positioning in the digital environment. Consequently, the need for strategic branding aimed at
creating both functional and emotional value propositions becomes increasingly evident.

Particular attention should be paid to the transformation of behavioral patterns under the influence of
digital channels. According to Tungushbayeva (2021), digital marketing has an increasingly significant impact on the
behavior of Kazakhstani consumers by activating such mechanisms as impulsive purchases, increased sensitivity to
visual stimuli, and susceptibility to personalized offers. This transformation is especially evident in online retailing,
where response speed, ease of navigation, and the emotional richness of content play an important role.

The use of neuromarketing technologies opens additional opportunities for a deeper understanding of the
cognitive and emotional reactions of consumers. Thus, Kamaladin and Kazybayeva (2021), as well as Smykova et
al. (2023), demonstrate the effectiveness of biometric and neuropsychological tools in assessing the perception
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of advertising messages and retail space elements. In the context of digitalization, the management of consumer
perception and emotional experience becomes especially important. As emphasized by Mamatkulova (2024),
neuromarketing contributes to a more accurate construction of the customer journey by taking into account consumers’
psychophysiological characteristics, which in turn supports the formation of sustainable loyalty. Therefore, existing
research confirms that consumer behavior management requires a comprehensive approach based on the synthesis
of behavioral economics, branding, and neuromarketing.

In addition to theoretical approaches, current market statistics confirm the growing strategic importance
of customer loyalty management in digital retail. According to UNCTAD and eMarketer estimates, global retail
e-commerce sales exceeded USD 6 trillion in 2024 and continue to expand in 2025, accounting for an increasing
share of total retail turnover. International analysts forecast that by the end of 2025, more than one-quarter of
global retail purchases will be made through digital channels. At the same time, Statista reports that over 70% of
online consumers worldwide expect personalized offers, while more than 60% are willing to return to brands that
provide seamless omnichannel experiences.

In emerging markets, including Kazakhstan, digital commerce growth remains particularly dynamic.
According to national statistical data and industry reports, the share of non-cash payments, mobile transactions,
and marketplace purchases continued to rise throughout 2024-2025. Consumers increasingly rely on mobile
applications, instant delivery services, loyalty ecosystems, and personalized recommendations when selecting
retail brands. These changes indicate that competitive advantage in modern retail is shifting from price competition
toward customer experience, trust formation, and data-driven personalization.

Furthermore, Deloitte and PwC retail outlooks for 2025 emphasize that the most successful retailers are those
integrating artificial intelligence, predictive analytics, CRM automation, and sensory marketing tools into customer
journey management. Therefore, modern loyalty strategies should be viewed not only as marketing instruments,
but also as core elements of long-term digital competitiveness.

Research methods

This research focuses on retail trade in Kazakhstan, namely, the analysis of customer behavior of Idia Market
LLC. The choice of this direction is due to the relevance of increasing consumer loyalty and the need to adapt the
marketing strategy to new conditions. In addition, the characteristics of the Kazakhstani consumer require separate
study due to cultural, social and economic factors.

The research is based on the use of a mixed method - a combination of quantitative and qualitative ap-
proaches. This method allows us to identify not only statistical patterns but also to interpret the motivational as-
pects of behavior. Particular attention is paid to consumer segmentation, customer journey analysis, and the study
of reactions to marketing tools.

The target audience of the research is buyers of Idia Market LLC, representing both individuals and legal
entities. The sample included customers from the cities of Astana and Almaty - the main regions where the com-
pany’s branches are located. The sample size was 150 respondents, which ensures sufficient representativeness at
the company level. The gender, age, professional and territorial structure of consumers were considered.

To obtain a more complete picture, buyers were divided into categories:

- private buyers (individuals),

- corporate clients (legal entities),

- dealers and purchasers for government tenders.

A standardized five-point scale (from 1 - “completely dissatisfied” to 5 - “completely satisfied”) was used to
assess customer satisfaction according to the following criteria:

1. Product quality - level of satisfaction with the technical and operational characteristics of equipment
and furniture;

2. Service and support - level of attention, competence and politeness of employees;

3. Application processing speed - how quickly requests, calls, requests for calculation and delivery are
processed;

4. Availability of managers - how easy it is to contact responsible specialists and get advice;

5. Flexibility of payment terms - availability of deferrals, installments, coordination of terms for the client.
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The choice of these criteria is justified by the practical priorities of consumers and corresponds to international
approaches to measuring customer experience (in particular, the SERVQUAL methodology).

Using the specified sample and assessment scale allowed:

- To obtain an objective picture of the current level of satisfaction in terms of customer groups;

- To identify the “strengths” and “weaknesses” of the company’s customer service;

- To formulate reasonable recommendations for managing consumer behavior and increasing their loyalty.

To study the influence of neuromarketing factors on consumer behavior in retail, an experimental method
was chosen using psychophysiological and behavioral data.

The experiment involved 40 people of different genders and ages, who visited several stores with different
conditions for applying neuromarketing approaches:

Group 1. A store using neurovisual elements (e.g., dynamic video ads on screens, lighting in certain areas).

Group 2. A store with neurophysiological effects (changes in the acoustic background, sensory elements).

Control group. A store without the use of neuromarketing technologies.

To assess consumers’ perception of the retail environment, devices for monitoring neuroparameters
were used, such as portable EEG devices that record brain activity, as well as devices for measuring heart rate and
sweating (Table 1).

Table 1 - Stages and methods of the experiment

Ne | Stages Description Methods

1 Registration of initial data Participants were asked to com- | Surveys and questionnaires to

plete a short survey that record- | collect data on subjective feelings,
ed their preferences, psychologi- | preferences and stimulus perception
cal state, and general perception

of retail
2 Exposure of the trading envi- Retail environment exposure. Observation of consumer behavior
ronment Participants were asked to walk | (time spent in store, number of
through a store space in accor- | items in the basket, reactions to
dance with the conditions of marketing stimuli)

their group

3 Post-exposure testing After visiting the store, re- EEG (electroencephalography),
spondents were given self-as- monitoring of heart rate and stress
sessment questionnaires, and levels

additional measurements of
psychophysiological indicators
were taken

Note: compiled by authors

The experiment included three stages, each of which was aimed at a comprehensive study of the perception
of the retail environment and assessment of the impact of neuromarketing stimuli. At the first stage, the initial
attitudes and preferences of the participants were recorded. The second stage - exposure to the retail environment
- provided an opportunity to observe the direct interaction of respondents with the space. Particular attention was
paid to the indicators of time spent, dynamics of movement, number of purchases made, as well as the severity of
reactions to visual and sensory stimuli.

The final stage of testing recorded subjective self-assessments and objective psychophysiological parameters.
The use of portable EEG devices, monitoring of heart rate and sweating level provided a comprehensive analysis
of emotional and behavioral reactions, which significantly increases the reliability of the data obtained compared
to traditional survey methods.
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The proposed methodology made it possible to combine qualitative and quantitative approaches, identify
statistically significant differences between the experimental and control groups, and assess the effectiveness of
various types of neuromarketing impact in retail settings.

Results and Discussion

Data analysis shows that the highest scores in all categories were received by dealers, which may be due
to an individualized approach to partnerships and a more stable experience of interaction. At the same time, legal
entities also demonstrate a high degree of satisfaction in almost all parameters, especially highlighting “Flexibility of
payment terms” and “Product quality”, which reflect the importance of business conditions and stability of supplies
for the corporate segment. Individuals demonstrated a moderately high level of satisfaction, especially for the criteria
“Product quality” and “Availability of managers”. However, the lowest score was received for the criterion “Speed of
application processing”, which indicates the need to optimize internal processes for working with retail customers,
especially in response time to requests. The criterion “Service and support” also received a slightly lower rating
from individuals compared to legal entities and dealers, which may indicate the need for a more personalized and
customer-oriented approach in the retail segment (Table 2).

Table 2 - Degree of customer satisfaction by criteria (on a 5-point scale)

Criterion Individual Legal entity Dealers
Product quality 4,5 4.6 4,7
Service and support 4,1 4.4 4.5
Application processing speed 3,9 4,3 4,1
Managers availability 4,3 4,5 4.0
Flexibility of payment terms 4,0 4,7 4,2

Note: compiled by authors

To provide a clearer comparative interpretation of satisfaction indicators across customer categories, the
results were additionally visualized in Figure 2. The chart demonstrates differences in customer perceptions of
service quality and operational efficiency among individuals, legal entities, and dealers (Figure 2).

Figure 2 - Customer satisfaction by segment
Note: compiled by authors

The visual comparison confirms that legal entities demonstrate the highest overall satisfaction levels,
particularly regarding payment flexibility and manager availability. Dealers report the strongest satisfaction with
product quality and service support, reflecting the effectiveness of partnership-oriented interaction models.
In contrast, individuals show comparatively lower evaluations of service speed and payment terms, indicating
higher expectations for fast response and convenient purchasing conditions. These findings support the need for
differentiated customer relationship strategies tailored to each segment.
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Summarizing the data obtained, the following key findings can be highlighted:

- The highest level of satisfaction is observed in the corporate segment (legal entities), which is due to more
flexible conditions and an individual approach.

- The most problematic area for all segments is the speed of processing applications - one of the most
important indicators of operational efficiency.

- Individuals, as the most sensitive to speed and attention category of clients, require improvement in
customer service.

- High scores for the criteria “product quality” and “manager availability” indicate high competence of the
staff and stability of the main product offering.

The revealed differences in the degree of satisfaction between the client segments allow us to conclude that
itis advisable to develop differentiated service strategies for each category: more automated and efficient processes
- for individuals, in-depth support and financial flexibility - for legal entities and dealers.

The results obtained allow us to state that the company has built an effective service system, especially
in the B2B segment. To strengthen positions in the retail direction, it is recommended to focus on increasing the
response speed and improving online channels of interaction with private clients.

The results show that dealers and regular legal clients give the highest rating, which is due to the systematic
work of the sales department and service support. At the same time, individuals interact less actively with the service,
giving priority to a quick purchase.

Thus, the analysis of the customer relationship system in Idia Market LL.C shows a high level of organization,
a segmented approach and customer focus. The company competently builds communications with key groups of
buyers - individuals and legal entities, dealers and representatives of the public sector. Work with legal entities and
partner dealers is especially effective, which is confirmed by the high level of repeat purchases and a significant
average check.

Analysis of the results of the consumer survey showed that neuromarketing factors have a significant impact
on the behavior of buyers in retail. The most pronounced effect was recorded from bright lighting and dynamic video
advertising: 78% of respondents noted that such elements encourage them to spend more time in the sales area.
Pleasant background music has a positive effect on the emotional state and readiness to buy in 65% of respondents.
Personalized advertising messages increased interest in the product among 72% of the study participants, and the
use of space aromatization was positively perceived by 58% of respondents. Digital display windows that provide
an interactive experience for choosing a product were attractive to 69% of buyers. In addition, 62% of customers
confirmed that the emotional design of retail spaces contributes to the formation of trust and a positive perception
of the brand (Figure 3).

Figure 3 - The impact of neuromarketing factors on consumer behavior
Note: compiled by authors based on a survey
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The data obtained indicate the high effectiveness of neuromarketing stimuli in creating a positive consumer
experience, increasing the time spent in the store, and increasing customer engagement and loyalty.

Neuromarketing elements such as visual and audio stimuli have a significant impact on consumer behavior
in retail. These stimuli lead to an increase in the time spent by customers in the store, as well as contribute to a
greater number of purchases and an increase in the average check. Consumers interact more actively with the retail
space when it is supplemented with such elements as dynamic video ads, specific lighting, or background sound
effects. The use of neurophysiological stimuli, such as changes in background sound or lighting, causes noticeable
changes in the emotional state of consumers. It manifests itself in increased activity in the emotional centers of the
brain, as well as in an increase in heart rate, which indicates a more intense emotional involvement in the purchasing
process. Such reactions confirm that neuromarketing stimuli are capable of evoking strong positive emotions that
contribute to the formation of a positive brand image. Neuromarketing technologies have a significant impact on
customer loyalty and satisfaction. Participants exposed to neuromarketing methods more often report a higher level
of satisfaction with the shopping experience and demonstrate greater loyalty to the brand.

The results highlight the importance of neuromarketing in the long term, as a high degree of loyalty can be
an important indicator of the effectiveness of consumer behavior management strategies and sales growth.

The obtained results of the empirical study indicate a high level of customer satisfaction at Idia Market LL.C
across most of the evaluated criteria, which confirms the effectiveness of the company’s current customer service
strategies. High ratings were observed in the B2B and dealer partnership segments, highlighting the importance
of sustainable and personalized interactions between the organization and its key clients within the framework of
relationship marketing (Morgan & Hunt, 1994).

The findings also suggest that flexibility of cooperation conditions, reliability of deliveries, and staff
professionalism are the main drivers of customer loyalty in the corporate sector. These results are consistent with
the work of Oliver (1980), who emphasized the role of expectation fulfillment, service quality, and operational
consistency as determinants of customer satisfaction and repeated purchasing behavior.

At the same time, the segment of individual customers demonstrates greater sensitivity to response speed
and the level of customer service, particularly regarding prompt application processing and after-sales support. This
tendency may be explained by the growing role of emotional perception and brand-related cognitive responses in
purchase decision-making, as discussed by Gupta et al. (2025).

According to it, consumer satisfaction is formed on the basis of comparing expectations with the actual
quality of the service. However, the discrepancy between expectations leads to a decrease in the level of satisfaction
even with high product quality. An important place in the study is occupied by the influence of neuromarketing
factors on consumer behavior in retail. The results of the experiment showed high sensitivity of buyers to visual,
sound and aromatic stimuli. The results obtained correspond to theories in the field of neuroeconomics and sensory
marketing, that is, multimodal stimuli activate the emotional and motivational centers of the brain and increase the
predisposition to purchase.

For example, visual stimuli in the form of electronic showcases and dynamic advertising increase the time
spent in the retail space, while properly selected background music creates a positive emotional mood. According
to the concept of emotional design of retail spaces and the atmospheric influence of the environment, the physical
environment has a significant impact on consumer behavior at the point of sale. This theory is confirmed in practice,
since the introduction of neuromarketing tools in retail areas creates a positive consumer experience and increases
customer loyalty.

The results of the study confirm a number of provisions of modern marketing and neuromarketing theories,
and also demonstrate the possibility of their successful application in practice within the framework of Kazakhstani
retail. It is obvious that the development of differentiated service strategies based on segment differences (B2B,
B2C, dealers) in combination with the introduction of neurosensory tools will become the basis for the formation
of a sustainable competitive advantage.

However, it should be noted that high efficiency in the B2B segment does not reduce the priority of the retail
direction. The development of online interaction channels, increasing operational efficiency, and the use of CRM
systems with personalized service scenarios are key areas for improving customer service.
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Conclusion

The results of the research confirm the high importance of consumer behavior management in modern
retail. The success of retail in the context of active digitalization, increasing competition and rapidly changing
consumer expectations and needs increasingly depends not on the range and pricing policy, but on the ability of a
retail enterprise to influence the behavior and emotions of the buyer. As can be seen from the results of the study,
the targeted use of neuromarketing tools has a significant impact on key aspects of consumer behavior, such as
duration of stay in the sales area, satisfaction with the purchase, involvement in the purchase process, and the level
of loyalty. The study revealed differences in the perception of customer service by individuals, legal entities and
dealers. In this regard, there is a need for a segmented approach when forming a marketing communications plan.

The practical significance of the work is determined by the possibility of applying the research results in
developing effective strategies for managing customer experience and retail space. To improve the efficiency of
trading activities, companies need to rely on behavioral models when managing consumer behavior, which will
allow taking into account external and internal stimuli (consumer reactions, cognitive and emotional factors). The
results of the study prove the feasibility of integrating behavioral and neuromarketing approaches into operational
and strategic processes of retail. Future research should be aimed at studying the long-term effect of these impacts,
assessing the profitability of investments in sensory and emotional marketing in retail of various formats.
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H. AiigaprasmmeBa*!, A. MasiabsiHoBa?, /I. Myca6ainna®
JLH. T'ymunee amviHdarsl Eypasus yammulk yHusepcumemi, AcmaHa, Kazakcmau
2KeHaceranu Caradues ambiHdarsbl XanbiKapavik 6usHec yHugepcumemi, Aamamst, Kazakcman

3A6ati amwindarsl Kazak yammulk nedazo2ukaavik yHusepcumemi, Aamamol, Kazaxcmat

[IndpJibIK GelneK cayAasa TYThIHYIIbLIAPABIH,
aJaJAbIFbIH KAJIBINTACTBIPYAaFbl HHHOBALMSJIBIK TICiAgEep

Anparna. Makcamoel — uudpJIbIK 6eJIIIeK cayAaaa TYThIHYIIbLIAP aJa/IIbIFbIH KaJbIITACThIPY/IbIH MHHOBA-

LUSJIBIK TACI/I/IepiH 3epTTey XKoHe NUPPJIBIK TpaHCHOpManUS XKaFalbIH/AA TYThIHYLIbI MiHE3-KYJIKbIH 6acKapyZAa

HelpOMapKeTUHT Kypa/JapblHbIH TUIMAINITIH 6aFanay. ddicmepi - caH/bIK, cayaJHaMa, CaJbICThIpMaJibl TaJl/ay,

KJIMEHTTEeP/i CerMeHTTeY »KoHe 3KCIIEPpUMEHTTIK HeHpOCEeHCOPJIbIK MOHUTOPUHITI KAMTHUTBIH apaJac 3epTTey

aAicTeMeci. IMIIMpPHUKAIBIK 3ePTTEYTE XKeKe TYJ/IFaNap, KOPIOPAaTUBTIK KJIMEHTTep KoHe AusepJiep 60Jbln 6esliHreH

150 peciOHZEHT, COHAAN-aK dPTYpPJli HEPOMapKeTUHITIK CTUMY/1JapFa yiubIparad 40 KaTbICyIbIJaH TYPaThbIH

3KCIIEPUMEHTTIK TOI KaTbICThI. Homuoiceiepi - KIMEHTTIK CErMEeHTTep apachiH/ja KaHaFaTTaHy AeHreiinje eneyiii

alpIpMalIbUIBIKTAp aHbIKTa/Ibl. KOpopaTUBTIK KJIMEHTTep MeH JiUJiepJiep TeJIeM LapTTapbIHbIH HKEM/LTITiHE,

KbI3MET KOpCETY callachblHa XK9HE 63apa dpeKeTTeCyiH ceHIMALIIriHe )xoFaphl 6ara 6ep/j, aJl »KeKe TYThIHYLIbLIap

KbI3MET KOPCETY XKblJIJJaM/bIFbl MEH JKeKeJIeHAIpyTre aHaFypJIbIM ce3iMTas 601461, JIHHAMUKAJIbIK KapbIKTaHABIPY,
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6eltHenucIIedep, GOH/IBIK My3bIKa XK9HE apOMATTaHAbIPY CUSKThI HEHPOMApPKETUHITIK CTUMYJIIAp IMOLUSIIBIK,
TapThUIYAbL, AYKeH e 601y Y3aKThIFbIH K9HE CaThIM aly HUETiH apTThIpbl. CoHbIMeH KaTap, 2025 XKblJIFbI 66JI1IeK
cayza TpeHaTepi Kazakcranza MoGUIIbAI KOMMEPIUSHbBIH, YKeKeJIeH/[ipIITeH YChIHbICTAP/[bIH, KoHE OMHHUKAHAJIJIbI
aJla/1AbIK, 9KOXKYHeJsiepiHiH peJiiHiH apThIl KeJle )KaTKaHbIH KepceTTi. KopbimbiHdbliap — Kasipri 6eJiiek cayza-
Ja THIMAI aflanAbIKThl KaJbINITACThIPY MiHe3-KyJ/IbIK aHaJUTUKAChIH, CETMEeHTALUAIBIK CTpaTerusaaapabl >koHe
CEHCOPJIBIK, MAPKETHUHT KYpaAapbiH OipikTipyAi Tanan etesi. 3epTTey/iH NPaKTUKAIbIK MaHbI3bl HOTHXKeJEPAi
KJIMEHTTIK ToxKipubeHi 6acKapyabl xKeTinaipyae xxoHe KazakcTaHgarbl 0elllieK cayZja KOMIAHUsJIapbIHbIH 6ace-
KeJIiK IO3ULUSIChIH HbIFAUTYAa KOJ1JaHy MyMKiH/iriMeH aHbIKTa1aAbl.

Ty#iH ce3aep: 3KOHOMUKA, HeHPOMapKeTHUHT, TYThIHYLIbI MiHe3-KyJIKbI, IUPJIbIK O6JIIeK cayza, KIu-
eHTTIK ala/IJibIK, KJIUEHTTIK TaXKiprbe, CEHCOPJIbIK, MapKETHUHT.

H. AiigaprasmmeBa*!, A. MaiabsinoBa?, /I. Myca6ainHa®

IEepasulickuli HayuoHa/bHbIU yHugepcumem um. J1.H. I'ymuneea, Acmara, Kazaxcman
2Ynusepcumem mexcdyHapodHo2o 6usHeca um. Kenscezanu Cazaduesa, Aamamvl, Kazaxcmau
3Kaszaxckuli HayuoHabHbIl nedazozuveckuli yHugepcumem um. Abasi, Aamamsi, Kazaxcman

WHHOBaLMOHHbIE MOAX0bI K (OPMHPOBAHMIO JIOSAJILHOCTH OTPEGUTEIEH B LM(PPOBOIi pO3HULE

AuHoTauus. lJesb - uccie0BaTh MHHOBAIMOHHBIE IMOX0/(bl K OPMUPOBAHHIO IIOTPEOUTENBCKOU JIO-
SIJIBHOCTH B IMPPOBOM PO3HUYHOUN TOPTOBJIE U OLLEHUTh 3P PEKTUBHOCTh HHCTPYMEHTOB HEHPOMapKeTHHTa B
yIpaBJieHUU OBeleHHeM OTpebuTesieil B ycioBUsAX [UPPoBOH TpaHchopMauuu. Memods! - cMelllaHHAsA METO/,0-
JIOTHS MCC/el0BaHUS, BKJIIOYAIOIAst KOJTMYECTBEHHbIE OITPOCH], CDABHUTEJIbHBIN aHAJIU3, CETMEeHTALUI0 KJIHNEHTOB
Y 9KCNEepHUMeHTaTbHbIA HEHPOCEHCOPHBIA MOHUTOPHHT. B aMnupuieckoM nccae0BaHUM NPUHSAIH y4acThue 150
PECIOH/IEHTOB, pa3/leJIEHHBIX HA PU3UYECKUX JIUL], KOPIIOPATUBHBIX KJIMEHTOB U AUJIEPOB, a TAKXKE IKCIIEPUMEH-
TaJibHasA rpymnna u3 40 y4acTHHUKOB, OABEPraBIIUXCS BO3/AEHCTBUIO PAa3/IMYHbIX HEHPOMapKETUHTOBBIX CTUMY-
JIOB. Pe3yabmamul - BbISIBJIEHbI 3HAYUTEJIbHbIE PA3JIMYUS B YPOBHSX Y/I0BJIETBOPEHHOCTH MEXAY KIUEHTCKUMH
cermeHTaMu. KopriopaTUBHbIe KJIUEHTHI U JIUJIePbl TPOJEMOHCTPUPOBAJIU 60Jiee BLICOKYIO YI0OBJIETBOPEHHOCTh
rMOKOCTBIO YCJIOBHUH OILJIATHI, KAYECTBOM OOCIY>KMBAHUS U HAZEKHOCTHIO B3aUMO/IECTBUS, TOT/AA KaK UHVUBU-
JlyaJbHbIE OTPEOUTEN 0KA3aIUCh 60Jiee YyBCTBUTENbHBIMH K CKOPOCTH 00C/Iy>KMBaHHUS U IepCOHATN3AIUH.
HelipoMapKeTUHTOBbIE CTUMYJIbI, BKJIOYasl IMHAMUYECKOE OCBellleHUe, BUIeOAUCIIEH, POHOBYIO My3bIKY U apo-
MaTH3aLUI0, I0JIOKUTEJbHO BJIUSIN Ha 3MOLMOHATBHYI0 BOBJIEYEHHOCTD, IPOJO/KUTENbHOCTD TPEOBIBAHUS B
MarasvHe ¥ HaMepeHHe COBEPIIUTh NOKYNKy. KpoMme Toro, TpeH/ bl po3HUYHOH Toprosiu 2025 rosa mogTBEpKAa0T
pacTylIyo poJib MOGUJIbHON KOMMEPIIMH, IEPCOHATU3UPOBAHHBIX MPE/JIOKEHUH U OMHUKAHAJIbHBIX 3KOCUCTEM
JosiibHOCTH B KazaxcraHe. Bbigoou! - 3¢ pekTHBHOE POpMUPOBAHUE JOSTIBHOCTH B COBPEMEHHOW PO3HUYHOU TOP-
roBJie TPeOYeT UHTErpalMy N0BeJeHYeCKOH aHAIMTUKH, CTPATErui CErMeHTALMU U HUHCTPYMEHTOB CEHCOPHOTO
MapkeTHHra. [IpakTudeckas 3HaUUMOCTb UCC/Ie/J0BAaHUS 3aK/II0UAETCS B BO3MOXXHOCTH IPUMEHEHUS Pe3y/IbTaTOB
JIJIs COBEPILEHCTBOBAHMS YIIPABJIEHNS KJIUEHTCKUM ONBITOM U YKPEIJIEHHUs] KOHKYPEeHTHBIX MO3UL[UHA PO3HUYHBIX
koMmnaHui Kazaxcrana.

KiroueBble C/I0Ba: 3KOHOMUKA, HEHPOMapKETHHT, OBe/leHre noTpebuTesel, nudpoBas po3HUYHAA
TOPTOBJIsA, KJIMEHTCKAas JIOSIJIbHOCTD, KIMEHTCKUH OMBIT, CECHCOPHBIM MapKeTHHT.
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