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«MapxketuHr» 611iM Oepy Oaraapiiamackl OONBIHIIA TUTIOMIBIK dKYMBICTaPIbIH
(>koOaapbIH) TAaKBIPHIOBI

TakbIpbINTAPABIH Ka3aK

TemaTnka Ha

MOTPEOUTENHCKON JTOSITBHOCTH
K OpeHJaM Ha Ka3aXCTaHCKOM
PBIHKE c pa3paboTKO
MPAKTUYCCKUX PEKOMEHIAITUI

MIPAKTUKAJIBIK  YCBIHBIMIAP
ozipnei OTBIPBITI,
Ka3aKCTaHIbIK HapBIKTA
OpEHITEpKE  TYTHIHYIIBUIBIK

Ne | TemaTuka Ha PycCKOM sI3bIKe . . AT .
TininAeri Tizimi AHIVINHCKOM sI3bIKe
1. | Ananus s dexruBHOCTH | KocinmopbHaapabH Analysis of the
U POBBIX MapKETHUHIOBBIX | MBICAJIbIH/IA uudpnek | effectiveness of  digital
KOMMYHHMKAIlUii Ha MpHUMepe | MapKETUHITIK marketing communications
OPEeANpUATHA ¢ pa3pabOTKON | KOMMYHUKAIUSIIAP IBIH using the example of
peKoMeHnauui 1o UX | THIMAUITIH Tanjay, omapnel | enterprises — with  the
COBEPIIICHCTBOBAHUIO KETUTTIPY OoripiHma | development of
YCBIHBICTAp d3ipJiey recommendations for their
improvement
2. Uccnenosanue BIMSIHUS | OJEYMETTIK meauanbly | Research of the impact of
COIUATIBHBIX Meana Ha | Kazakcranmarsl social media on consumer
MOBEJCHUE TOoTpeduTeneil B | TYTHIHYIIBUIAPIbIH MiHe3- | behavior in Kazakhstan
Kazaxcrane wu  paspaboTka | KYIKbIHA 9cepiH 3epTTey xkoHe | and development of SMM
crpareruii SMM-npoaBuKeHUs | JKEPriTikTi  OpeHATep yIIiH | promotion strategies for
JUTSI JIOKQJTbHBIX OPEHI0B SMM-KBUDKBITY local brands
CTpaTeTUsIIapbIH 331piey
3. VYnakoBka Kak 37eMeHT Openna | bysim — Tyro Openn xoHe | Packaging as an element of
u MapKETHHTOBOW | MAapKETHHITIK KOMMyHHUKamus | brand  and  marketing
KOMMYHUKAII AJICMEHTI PETIHJIC communication
4. Pa3pabotka u  BHempeHue | MakcaTThl aynutopusineiH | Development and
KOHTEHT-MapKETUHTOBOM epeKIIeNIKTePiH eckepe | implementation of a
CTpaTeruH Ui MPOJBMKEHHUS | OTBHIPBIN, aiMaKThIK ©HIMJI | content marketing strategy
pPETMOHANBHOTO MPOAYKTAa C | )KBUDKBITY YIIIH KOHTEHT- | to promote a regional
Y4ETOM O0COOCHHOCTEeH | MapKeTHHITIK cTparerusssl | product,  taking  into
[IETIEBOM ayTUTOPUH 93ipJey KoHE EHTI3Y account the characteristics
of the target audience
5. JInaHOCTH KaK Openn: | bpenn peTinze Tyira: | Personality as a brand: the
MapKeTHUHTOBBIM  TOoTeHIMan | Ojorepiaep MeH Mukpo ocep | marketing potential — of
650orepoB u | eTyun TyFanapasiy | bloggers and micro
MUKPOBJIHSTEIHHBIX JIHI] MapKETHUHTTIK dJIeyeTi influencers
6. | Ucnonb3oBanue nunctpyMmenToB | KaparannpeiabiH marbiH koHe | Using Internet marketing
uHTepHeT-MapketuHra 1 SEO | opra OusHeciHiH 0Oacekere | and SEO tools to increase
TUIst MOBBIIIEHUS | KAOUIETTLIINH apTThIpy yuIiH | the competitiveness of
KOHKYPEHTOCIIOCOOHOCTH UHTEpHET-MapKeTUHr  >koHe | small and medium-sized
Manoro u cpeanero Omsneca | SEO kypannmapein maiiganany. | businesses in Karaganda.
Kaparanpi.
7. | Ananus BiusiHUS | TyTeIHYmbIIapAsplH —— MiHe3- | Analysis of the influence of
HEMPOMapKETHHTOBBIX METO/IOB | KYJIKbIHA HEHpOMapKeTHHITIK | neuromarketing  methods
Ha TIOBeJICHUE TOTpeOnTeNel 1 | 9ficTepAiH  ocepiH Tammay | on consumer behavior and
UX TPUMEHEHUE B pEeKIaMHBIX | )koHe omapabsl Kaparaums! | their application in
KaMITaHUSIX MPEANPHUATHI | OOJBICHI KOCIMOPBIHAAPBIHBIH | advertising campaigns of
Kaparannuuckoii o0i1actu YKapHaMaJIbIK enterprises of the
KaMIaHusuapelHaa Konjnany | Karaganda region
8. | UccnenoBanue ¢baxTopoB | OHIpAIH The study of the factors of
hopmupoBaHUs (enmin)koMmanusutapbl  ymiH | formation of  consumer

brand loyalty in the Kazakh

market with the
development of practical
recommendations for




TUIS KOMITIaHUHI pEervoHa | afalbIKThl  KAJBIITACTHIPY | companies in the region
(ctpanbI) (hakTOpIapbIH 3epTTEY (country)

9. | Pa3paboTtka Openaunarosoii | Kazakcranaslk Hapblk 1eH | Development of a branding
CTpaTeruu VIS | MOJIEHH KOHTEKCTTIH | strategy for an innovative
MHHOBAIIMOHHOTO IPOJYKTa C | epPeKIIeNIKTEePiH eckepe | product, taking into
y4eToM O0COOCHHOCTCH | OTBIPBIN, MHHOBALUSIIBIK ©HIM | account the specifics of the
Ka3aXCTaHCKOTO  pbIHKA W | YIIH opernunrtik | Kazakh market and cultural
KYJIBTYPHOT'O KOHTEKCTa CTpaTerusiHbl d31pJiey context

10. | ®opmupoBanue  sosutbHOCTH | KbI3Mer kepcery canmacwkinaa | Formation of consumer
norpeduteneii  mpu  cMeHe | OpeHaTi ayeIicThIpy KesiHne | loyalty when changing the
Openaa B cdepe ycuyr (Ha | TYTBIHYIIBLIAPIBIH brand in the service sector
IpuMepe NPEANPUATHI | aJanAblFblH  KaubmTacTeipy | (on  the  example  of
OBITOBOI'O OOCTYKUBAHUS) (TYPMBICTBIK KBI3MET KOPCETY | consumer service

KOCIMOPBIHAAPHI MBICAJIBIH/IA) | enterprises)

11. | Ilpaktuyeckue TOAXOABI K | MapKEeTHHTTIK Practical approaches to
[epCOoHAIM3aLNN KOMMYHUKaIUSIIapIbl personalization of
MapKETHHTOBBIX KEKeNeHAIPYIiH *oHe | marketing communications
KOMMYHHKAIIMH 1 TOBBIIICHUIO | TYTHIHYIIBUIAPMEH e3apa | and  improvement  of
s hekTuBHOCTH opekerrecynin  Tuimainiria | effectiveness of interaction
B3aUMOJICHCTBHUS C | apTTBIPYABIH  TpaKTUKAIBIK | with consumers
MOTPEOUTEISIMU Tociepi

12. | UccnenoBanue mapketuHroBbiX | Kaparanaer — Oimim  Oepy | Research of marketing
cTpareruid B 00pa3oBaTeNIbHBIX | MEKEMEJepIHIET strategies in educational
yupexxaeHusx Kaparanasl ¥ | MAapKeTHHITIK institutions of Karaganda
pa3paboTka KOMIUICKCA | CTpaTerusiapabl 3eprrey | and development of a set of
MEPOTIPUATHIHA no | koHe OimiM  amymibuIapAbl | measures to attract students
MIPUBJICUEHUIO O0OyJaromxcss | TapTy OoifbIHINIA ic-IIapaiap

KElIeHIH a3ipiey

13. | Bnusnue HeiipomapkeTunra Ha | HelipomapkeTHHITIH The impact of
MOTPEOUTENBCKOE MOBEIEHUE: | TYTHIHYIIBUIBIK MiHe3- | neuromarketing on
aHau3 3 PEeKTUBHOCTH | KYJIBIKKA 9cepi: MapKEeTHHITIK | consumer behavior: an
HEeNPONCHX0I0rHYECKUX KaMIIaHUsUTapIaFbl analysis of the
METOZOB B MAapKETHUHIOBBIX | HEHPOICHXOIOTUSIIBIK effectiveness of
KaMIaHUAX oicTep/IiH TUIMIUTITIH | neuropsychological

Tajngay methods in  marketing
campaigns

14. | OTnueckue acriektsl | HelipoMapKeTHHITIH HelipoMapkeTHHTHBIH
HEHpOMapKeTHHra:  TPaHUIA | STHKAIBIK acTIeKTiNIepi: | ATUK aCTIeKTJIAphI:
MEXAYy  MaHUMyISued W | MAaHUITYJISALUS MEH | MaHUITYJISIUSL hom
3pdEKTUBHBIMHU METOJaMH | TYTBIHYIIBUIAPFA dCEp €TYIH | Ky/UlaHyYblUIapra HOTBIHTHI
BO3/ICHCTBUS HA MOTpEeOUTENeH | THIMAI SicTepi apachbIHIAFHI | sICAyHBIH HOTHIKOJIE

nekapa BICYJUIapbl  apachIHIArbl
YUK

15. | [loBenenue mnotpedureneit Ha | KazakcTaHHBIH Consumer behavior on
Mmapketiuielicax Kaszaxcrana u | MapkeTmieicrepinneri Kazakhstan marketplaces
(bakTOpbI NPUHATUS PELICHUH. | TYTHIHYIIBUIAPBIH MiHE3- and decision-making

KYJIKBI JKOHE HIEIIM factors.
KaObL1Iay (haKTOpIaphL.

16. | HelipomapkeTuHTrOBOE TyreinymbutapasiH — Kanaysl | Neuromarketing  research
HCCIIeIOBaHNE MeH MotuBanusceiH | of consumer preferences
MOTPEOUTEITLCKUX HEHpOMapKeTHHITIK 3epTTey. | and motivation.
MPEANOYTEHUI ¥ MOTHBAIIH.

17. | AHanu3 MapKeTUHTOBOM A¥imaKTarsl Mmeiipamxana | Analysis of  marketing
NEeSATEeTLHOCTH B pa3paboTka JKOHE KOHAK yH OwmsHeci | activities and development




PEKOMEH AN 115t KocimopbeIHAApbIHBIH O0ocekere | of recommendations for
MIOBBIIIEHUS KaOUIeTTUIIrH apTThIpy YIIIH | increasing the
KOHKYPEHTOCIIOCOOHOCTH MapKETHUHTTIK KbI3METTI | competitiveness of the
NPEINPUSATHI pECTOPAaHHOTO M | Taljgay JKOHE YchIHbICTap | restaurant  and  hotel
TOCTUHUYHOTO OM3HEca B azipiey business in the region
peruone

18. | Mapketunr Ha peiake | bimim  Oepy HapbeirbiHaarel | Marketing on the
00pa3oBaTeNbHBIX YCIyT: | MApKETHUHT: JAaMyablH Herisri | educational services
OCHOBHBIC TCHJICHIINH PA3BUTHsI | TCHACHIMSIAPHI market: basic tendencies of

development

19. | IlpenukTuBHAs aHAIUTHKA B | MapKeTHHITIK Kb3MmeTTi | Predictive  analytics  in
YIPaBICHUH  MAapKETHHIOBOW | OacKapylarsl 6opkamabl | marketing management.
JEATeNbHOCTBIO. AQHAJIHUTHUKA.

20. | 3enenbrit MapKETUHT B | AIIMaKThIH TypakThl | Green marketing in the
YCIOBUAX YCTOMUYUBOTO | 1aMybIHJIaFbl acbll | context of  sustainable
Pa3BUTHS PETHOHA MapKETHHT development of the region

21. | Ocobennocty MeaunuHCKOro | Kaszakcranmarsl Features of  medical
mapketuHra B Kaszaxcrane: | MegunuHaNbIK MapkeTHHrTiH | marketing in Kazakhstan:
paspaboTka MPAKTUYECKHUX | EPEKIICITIKTEPI: eHipiik | development of practical
MOJIXOAOB K MPOABIKECHHUIO | HAPBIKTA MeTUIMHAIBIK, | approaches to the
MEIUIIMHCKAX ycIyr Ha | KpIBMETTEpAl  inrepinerynix | promotion of  medical
PErMOHAIbHOM PHIHKE MIPaKTUKAJIBbIK Tocinaepin | services in the regional

azipiey market

22. | Pa3zpaboTka MapKEeTHUHTOBOM Xanbikapanelk  inrepineyai | Development of a
CTpaTeruu Jyis eckepe oThIpbIn, Kaparanapsl | marketing strategy for a
TYPUCTHYECKOTO TIPOTYKTa OOJIBICBIHBIH, TYPUCTIK ©HiMi | tourism product of the
Kaparannunckoii o6nactu ¢ YILIiH mapkeTuHrTik | Karaganda region, taking
Y4€TOM MEKIYHapOJHOTO CTpaTerusiHbl d31pJiey into account international
IPOABMIKCHUS promotion

23. | MapkeTtuHroBele ctpateruu B | Kap:KbUIbIK kbi3merrep | Marketing strategies in the
cdepe pUHAHCOBBIX yCIYyT canmaceiHmarsl - MapkeTuHITiK | field of financial services

cTparerusuiap

24. | Pa3pabotka u oreHka | Icke acelpynbiH npakTukaislk | Development and
MapKETUHTOBOI CTpaTeruu | kocmapbl Oap Ka3zakcTaHIblK | evaluation of a marketing
BHEJPEHUS HOBOIO IPOAYKTA | KOCIMOPBIH MbICAJIbIH/IA JKaHaA | strategy for the
Ha IMpHUMEpe KazaxCTaHCKOro | eHIMII eHri3yfiH | introduction of a new
MPEANpUATHS C MPAaKTUYECKUM | MapKETHHITIK cTpareruschid | product using the example
IJIAHOM pean3aluu a3ipiney koHe Oaranay of a Kazakhstani enterprise

with a practical
implementation plan

25. | Yopasnenue mapkeTuHroM Ha | Kpizmerrep HapbIFbIHAFEl | Marketing management in
PBIHKE YCIIyT MapKETUHITI 6acKapy the services market

26. | Mapketunrosele  uccienona- | JKoraprbl kaciou Oumim 6epy | Marketing research of the
HUS pbIHKa Yyciyr B cdepe | asceiHIarsl KbI3MeTTep Haphl- | market of services in the
BBICILIETO TMPO(ECCHOHANBHOIO | FBIH MAPKETHHITIK 3€PTTEY field of higher professional
o0pa3oBaHus education

27. | IlouckoBas ontuMmuzanys | [3naey xylecin onTaitnanaelpy | Search Engine
(SEO) KaK BaxHeimui | (SEO) naTepHeT- | Optimization (SEO) as the
MHCTPYMEHT UHTEPHET- | MApKETUHITIH MaHbBI3IBI | most important internet
MapKETUHIa KYpaJibl peTiHje marketing tool

28. | UccnenoBanne KoHKypeHTHOM | KaparaHsl Research of the
cpenpl MIPEATIPUATHI | KOCITOPBIHAAPBIHBIH competitive  environment
Kaparaunet u  pa3paboTka | GacekenecTik opraceiH | of Karaganda enterprises

PEKOMEHIAlUN 110 YIy4YIICHUIO

3epTTey JKOHE MAPKETHUHITIK

and  development  of




MapKETHHTOBOTO TTO3UTIHSIIAYTBI )Kakcapty | recommendations for
MO3ULIMOHUPOBAHNUS OoiibIHIIIA YCBIHBIMJIAp | improving marketing
azipiey positioning

29. | Ouenka 3 GeKTUBHOCTH | AWMAKTHIK KOMIAHUSUTAPABIH | Assessment of the
yIpaBJIeHUs MapKCTHHIOBBIMHU | MBICAJIbIHIA  MapkeTuHrTiK | effectiveness of marketing
pecypcamMi W ONTHMH3AIMs | pecypcrapiasl  OackapyablH | resource management and
MapKeTUHIOBOro OoJDKeTa Ha | THIMIUINIH — Oarajiay JkoHe | optimization of the
IpuMepe PETHOHATIBHBIX | MAPKETUHITIK orokerti | marketing budget using the
KOMITaHUH OHTAWJIAHBIPY example of  regional

companies

30. | IlpakTuueckue MeTosbl | Jlarmapeicka Kapchel | Practical methods of anti-
AHTUKPU3UCHOTO MAapKETHHTA M | MAPKETUHITIH MPaKTHKaNbIK | crisis  marketing  and
ajarnTanuu MapKEeTUHTOBBIX | omictepi xkoHe KazakcrannplH | adaptation of marketing
CTpaTerui B YCIIOBUSIX | TYPAKCHI3 HSKOHOMHKAIIBIK | strategies in the unstable
HECTaOMJILHOM SKOHOMHYECKOW | *KarJaWblHIa MApKETUHITIK | economic  situation  in
curyauuu Kazaxcrana cTpaTerusuiapipl 6erimaey Kazakhstan

31. | Anamu3 BIMSIHUS | DKOJOTUsIBIK Oarjnapianradn | Analysis of the impact of
9KOJIOTHUYECKU MapKETUHTTIK environmentally  oriented
OPHEHTHPOBAHHBIX CTpaTerusIap by marketing strategies on
MapKeTHUHIOBbIX cTpareruil Ha | Kasakcranmarsl consumer behavior in
MOBEJICHUE TIOTPEOUTENCH B | TYTHIHYIIBLIAP IBIH mine3 | Kazakhstan and ways to
Kazaxcrane u IyTH | KYIKbIHA ocepiH xoHe | improve their effectiveness
IIOBBIIICHUS uX | oJapAbIH THIMIUTITIH
3pPEKTUBHOCTH apTTHIPY JKOJAAPBIH TAJIAY

32. | PazpaboTka  MapKETHHIOBBIX | AMMAaKThIH eHepkacinTik | Development of marketing
cTpareruit ycroiunBoro | kocimopeigapel ymiH ESG | strategies for sustainable
pasButust ¢ yderoM ESG- | ¢akropnapbH eckepe | development, taking into
(akTOpOB ISl MPOMBILUIEHHBIX | OTBIPBIN, TYpakThl AamynbiH | account ESG factors for
MPEANPUATHI pErHoHa MapKeTHHITIK industrial enterprises in the

CTpaTerusuIapbIH 3ipiey region

33. | UccaenoBaune BIUSHUS | MapKeTUHTTIK Research on the impact of
MapKETUHIOBBIX KOMMYHHKAIUSTHBIH marketing communications
KOMMYHHUKAIM Ha MOBEJIEHHE | TYTHIHYLIBUIAPIbIH MiHe3- | on consumer behavior
noTpeduTeneit KYJIKBIHA 9CEPIH 3epPTTEY

34. | Ilpumenenne  coBpeMmeHHBIX | Hotmxkenepai npaktukanslk | The use of modern
METOJI0B MapKETUHTOBBIX | ICKE acelpa OThIpbIN, | marketing research
UCCIIEIOBAaHUM AN aHaiM3a | alMaKThIK HapbIKTarbel | methods to analyze
MOTPEOUTENBCKOTO TOBEJIEHUS | TYTHIHYILIBUIBIK MiHe3- | consumer behavior in the
Ha PpErMOHAJIbHOM pBIHKE C | KYIBIKTBI — Tanjgay — yuriH | regional market with the
MPAaKTUYECKOW  peaym3amueil | MapKeTHHITIK 3epTTeyiep/iH | practical implementation
pE3yIIbTaTOB 3amMaHayH dJicTepid Kosgany | of the results

35. | Pazpabotka u  ympasnenue | Event ic-mapanapasl o3ipiey | Development and
event-MeponpHUsTHSIMH XKoHe backapy management of  event

events

36. | Paspabotka u  BHenpenue | [laiinanany taimauria | Development and
MOJIENN yIpaBieHus | Oaranait oThIphIN, | implementation  of a
B3aMMOOTHOUICHUSIMU C | KocimopbIHAA customer relationship
KJINEHTaMH1 (CRM) Ha | TYTHIHYIIBIIApMEH  KapbiM- | management (CRM) model
NPEeINpusATAN € OIEHKOH | KarbiHacThl Oackapy (CRM) | in an enterprise with an
3G PEeKTUBHOCTH MOJIEITIH 93ipJiey KOHE eHTi3y | assessment of the
UCIIOJIb30BAHUS effectiveness of its use

37. | Ananus u orntummsanua | Kazakcran Analysis and optimization
MapKETHHTOBBIX KOMITaHUsLIapbIHBIH of marketing
KOMMYHHUKaITAH ¢ | MpIcanbIHAA UG PIBIK TANAAY | communications using




HCITOJIb30BaHUEM KypaJiiapbIiH naiiganana | digital analytics tools using
UHCTPYMEHTOB U(PPOBOH | OTHIPHIT MapkeTHHITIK | the example of companies
aHAJIUTUKU Ha npuMmepe | KOMMyHUKanusuiapael tangay | in Kazakhstan

koMnanui Kasaxcrana YKOHE OHTaMJIaHABIPY

38. | Uccaenosanue MeTos10B | HaphIKThl cermentrey | Research of market
CeTMEHTAllMM pBIHKA H UX | 9MICTepiH  3epTrey  kKoHe | segmentation methods and
MPaKTUYECKOE IPUMEHEHHE JUIS | OJIap.Ibl aitmakrarbl | their practical application
NOBBIIEHUST  3(P(PEKTUBHOCTH | MAPKETHHITIK to improve the
MapKETHHTOBBIX CTpPaTErWii B | CTpaTerwsuiapIbiH effectiveness of marketing
peruoxe THIMIUIITIH ~ apTTBIpY YIIiH | strategies in the region

IIPAKTUKAJIBIK KOJJIAHY

39. | Ananus wiatdopmennoro | [Inardpopmansik mapkeTunrti | Analysis  of  platform
MapKeTMHra ©  paspaboTka | Tanmay xkoHe Ka3zakcranma | marketing and
peKoMeHaanun no | 6m3Hecti  gameity  ymiH | development of
HCIIOJIH30BaHUIO U(ppOBBIX | ITUGPIBIK aKoXKyHenepai | recommendations on the
9KOCUCTEM  JUIsl  Pa3BHUTHUSA | MaijaiaHy Ooiipiamra | use of digital ecosystems
ousHeca B Kazaxcrane YCBIHBIMIAp 93ipiey for business development

in Kazakhstan

40. | UccnenoBanue Bo3MokHOCTel | KaparaHbl A study of the possibilities
NPUMEHEHHS HMCKYCCTBEHHOTO | KOCIOPBIHIAPBIHBIH of using artificial
MHTEJJICKTa M HEHPOCETEBBIX | MbICAJIBIHIA  MapKeTUHITIK | intelligence and neural
TEXHOJIOTUH B MapKETHHIOBOH | Tanmayna JkoHe eHimuepai | network technologies in
AQHAJTUTHKE W  TPOIBIKEHHUH | XKBUDKBITY/IA »kacaHapl | marketing analytics and
MIPOJIYKTOB Ha pUMepe | UHTEIUICKT IeH Helpokenmk | product promotion using
npennpusatiii Kaparan el TEeXHOJIOTUsUIapbl  Koipany | the example of Karaganda

MYMKIHJIIKTEPiH 3epTTey enterprises

41. | UccnenoBaHue ucnoib3oBaHus | AMakThIK HapblkTa Oipereii | Research on the use of
BUPTYaJIbHOW W JIONOJHEHHOM | TYTHIHYLIBI TOXipuOeciH Kypy | virtual and augmented
peaTbHOCTH B MAapKeTHHIe C | MakcaThlHIa  MapkeTuHrre | reality in marketing in
LETBI0 CO3/IaHUSI YHUKAIBLHOTO | BUPTYaJIbl xoHe | order to create a unique
KIIUEHTCKOTO OTIbITa Ha | TOJIBIKTBIPBUIFAH HIBIHABIKTHI | customer experience in the
PErMOHAIIBHOM PBIHKE nay1agaHybl 3epTTey regional market

42. | ®opmupoBanne u peanmmsanus | KocimopblHHBIH KOMMyHHKa- | Formation and realization
KOMMYHHKAITMOHHOM MONUTUKU | LUSAJIBIK casicaTblH KaybinTac- | of communicative policy of
npeanpusTs (Ha mpuMepe) TBIDY KOHE Kysere acelpy | the enterprise (on the

(KoCIIOpBIH MBICAJIBIH/IA) example of the enterprise)

43. | Coznmanne cucreMsl | BTL-ic-mmapanap  Herizinze | Creation of a marketing
MapKeTHHTOBBIX MapKeTHHITIK communications  system
KOMMYHHKAIlMd Ha OCHOBE | KOMMYHHKaIusuiap kyuecin | based on BTL-events (on
BTL-meponpusTuit (Ha | Kypy (kommanus MbicanbiHaa) | the example of a company)
pUMepe KOMIIaHUN)

44. | DddexTuBHOCTDH Tayapnap men kbi3mertepai | The effectiveness of using
HCIIOJIb30BAHHUS KBUDKBITY  YILIIH SMM | SMM tools to promote
uHCTpyMeHTapuss SMM 4 | Kypangapbia naiinanany | products and services.
[POJIBHYKEHHUSI TOBAPOB M YCITYT. | THIMJIUIITI.

45. | Pa3paboTka saTHyeckux HOpM U | KazakcTaHHBIH kazipri | Development of ethical
nndpoBou ITHKH B | 3aMaHFbI mudpieik | standards and digital ethics
MapKETUHTOBOM JIEATEITbHOCTH | SKOHOMHUKACBHIHBIH celH- | in  marketing activities,
c y4eToM BBI30BOB | TEreypiHAepiH eckepe | taking into account the
COBPEMEHHOU U(POBOI | OTHIPHIT, MapkeTHHITIK | challenges of the modern
sxkoHomuku Kazaxcrana KBI3METTE sTukaiblK | digital economy of

Hopmanmap MeH 1mdpusk | Kazakhstan

ATUKAHBI d3ipIiey




46.

PazpaboTtka  MapkeTHHroBOI
CTPAaTCruun Ajid 3allyCKa HOBOI'O
MPOIYKTA Ha PhIHKE.

Haprixra J)KaHa OHIMIII
HIBIFapy YIUIH MapKEeTHHITIK
CTpaTerusHbl d3ipiey

Development of a
marketing  strategy  for
launching a new product on
the market

47. | Anaym3 w  mianupoBanue | Ludpneik  tpanchopmarus | Analysis and planning of
MapKETHUHTOBBIX JKarJalplHIa ~ MapKeTHUHITIK | marketing communications
KOMMYHHKAIlMii B  YCJIOBHSX | KOMMYHUKanusuiapael tanaay | in the context of digital
1 poBoii TpaHCHOpPMALIUU YKOHE JKOcIapiay transformation

48. | BausiHue comuanbHBIX Meaua | OJIeyMETTIK meauanblH | The impact of social media
Ha MOTPEOUTENECKOE | TYTHIHYIIBLIAPIBIH MiHe3- | on consumer behavior and
MOBEJICHHEe M MAapPKETHHTOBBIC | KYJIKbIHA xoHe | marketing strategies of
CTpaTeruy KOMIAHHA. KOMITaHHSIap/IbIH companies.

MapKETHUHTTIK
CTpaTerusuiapbiHa ocepi.

49. | UccnenoBanue Ty ThIHYIIBLIIAPIBIH Research and analysis of
MOTPEOUTENLCKOH JIOSUTBHOCTH: | aIallIBIFbIH 3€PTTEYy: OHIPJIIK | consumer loyalty:
CTpaTerud  yIepXaHusi W | HapbIKTa KJIMEHTTIK Oa3aHsbl | strategies for retaining and
pa3BUTH KIIMEHTCKOM 0a3pl HA | ycTanm Kally JkoHe aaMbItTy | developing the customer
PETHOHAIILHOM PBIHKE CTpaTerusiapbl base

50. | Ananu3 BiusHUS 1UpoBoro | CaHIbIK mapketuHrTiH | The effectiveness of using
MapKeTUHIa Ha IOBEJIEHHE | TYTHIHYIIBUIAPIbIH MmiHe3- | SMM tools to promote
notpeOuTeneii:  TpeHAbl W | KYWIKbIHA  ocepiH  Tanzaay: | products and services.
MIEPCIIEKTUBBI. TpeHxaTep MEH

nepcreKTuBaap.

51. | MapkeTHUHroBbIE Mapketunrtik  3eprreynep | Marketing research and
WCCIICIOBAaHMSI M CErMEHTAIHS | KOHE HApPBIKThI CErMEHTTEy: | market segmentation:
PBIHKA: METOJBI, HHCTPYMEHTHI | 9NIiCTep,  Kypanjgap >koHe | methods, tools and
U IPUMEHEHHUE B MPAKTHUKE. TOXIpHOeae KOJ/IaHy. application in practice

52. | Ucnons3zoBanne CRM-cuctem | MapkeTUHITIK kbI3MeTTi | The use of CRM systems in
B yIpaBJIEHUM MapKeTHHIroBoi | Oackapyna CRM xyiienepiH | the management of
JIESITEIIbHOCTHIO naijajiany marketing activities

53. | YnopaBnenue uudpoBeiMu | Bpenari  KbUDKBITY — ywIiH | Managing digital
MapKETUHTOBBIMU LUPPIBIK MmapkeTuHr | marketing tools for brand
WHCTPYMEHTaMHU JUI | KypajaapbiH 6ackapy promotion
IPOABMKEHHsI OpeHaa

54. | Uudposoit MapkeTuHr: | CaHJbIK MapkeTuHr: | Digital marketing:
pazpaboTka W  BHEOpEHHWE | Tayapiap MeH KbI3merrepai | development and
OHJIAWH-CTPATET Ut YKBUDKBITYIBIH onyaiiH | implementation of online
MIPOJBMKEHHS TOBAPOB U YCIYT | CTpAaTerusuiapbiH azipney | strategies for the promotion

YKOHE EHTI3y of goods and services

55. | MapkeTuHr Ha Mapkermuielictepaeri Marketplace marketing:
MapKeTIuielicax: o0COOGHHOCTH | MapkeTuHr: wildberries, features of product
IIPOJBUKEHMS TOBApPOB Ha Kaspi sxone Ozon-na promotion on Wildberries,
Wildberries, Kaspi u Ozon TayapiapAbl KbUTKBITY Kaspi and Ozon

epeKLIeIiKTepl

56. | Pa3paboTka cTpaTteruu | OHIPIIK HApbIKTa Development of a strategy
MIPOJBIDKEHHS JIOTHCTHYECKUX | JIOTHCTUKAJBIK KbI3MeTTepai | for the promotion of
YCIyT Ha PETHOHAILHOM PBIHKE | KBUIKBITY CTPATETUSCHIH logistics services in the

aziprey regional market

57. | IHTepHET-MapKETUHT u | UaTepHer-mapketunr koHe | Internet marketing and e-
JJICKTPOHHAs KOMMEPLHS: | DJIIEKTPOHIBIK KOMMepIHs: | commerce: strategies, tools
CTpaTerud, WHCTPYMEHTBl U | CTpaTerusuiap, kypangap | and development trends.

TCHACHIUU Pa3sBUTHS.

JKOHC JaMy TCHACHIUAIAPBI.




58. | MexayHapoaHBId MapKETHHT: | XaJdblKapaJblK  MapKeTHHT: | International — marketing:
0COOEHHOCTH  aJanTallid | | HIETeNIIK HapbIKTapaarsl | peculiarities of adaptation
pa3BUTHUSA Ka3aXCTAHCKMX | Ka3aKCTaHIIBIK and development of
KOMIIAaHUH Ha 3apyOexXHbIX | KomMnaHusapabH Oeiimaeny | Kazakhstani companies in
pBIHKaX YKOHE JIaMy epeKIIeTiKTepl foreign markets

59. | Ctpareruu cermeHTUpOBaHMs U | JKeprumkTi HaphIKTHI eckepe | Segmentation and
MO3ULIMOHUPOBAHUS B | OTBIpBIII, KapHaMaJIbIK | positioning strategies in
pEKIIaMHOW  JESITEIBPHOCTH C | KBI3METTE CErMEHTTey >koHe | advertising, taking into
YYETOM JIOKQJIBHOT'O PhIHKA No3ULMsIIAY cTparerusiapbl | account the local market

60. | YnopaBnenue uudpooii | KommnanusHbIH mdpeik | Digital reputation
penyTanueil KOMIaHuu. Oemenin Oackapy. management of  the

company.

61. | Yopasnenue KJIIMEHTCKUM | MapKeTHHTTIK tocin | Customer service
CEepBUCOM B JIOTUCTHYECKHUX | HETi3iHAEe JOTUCTUKANBIK | management in logistics
KOMIIaHUAX Ha OCHOBE | KOMITaHUsIapAAFbl companies based on a
MapKETHHTOBOTO MOIX0/1a. TYTBIHYIIBUIAPFA Kbi3MeT | marketing approach.

KepceTyi backapy.

62. | Paspabotka wm  BHeapenue | KasakcTaHIbIK HApBIKTA Development and
ACCOPTUMECHTHOW  TOJUTHKH | YHBIMHBIH aCCOPTUMEHTTIK implementation of the
OpraHu3aluu Ha | cascaThIH 93ipiey jKoHE assortment policy of the
Ka3axCTaHCKOM pbIHKE EHT13y organization in the

Kazakhstan market

63. | YopaBineHue MapKeTUHTOBOW | MapKeTHHITIK JIOrHCTHKaHbI | Marketing logistics
JIOTHCTUKOM: aHaIu3 u | 6ackapy: aiiMakTBHIK | management: analysis and
ONTHMHU3AIMS TPOIECCOB Ha | KOMITAHUSIAPIbIH optimization of processes
npumepe PErHMOHANBHBIX | MBICAJIBIH/A mpouectepi | using the example of
KOMITaHUHI TaJay JKOHE OHTalnanaelpy | regional companies

64. | YnpasneHnue KIMEHTCKON | CrOpTTHIK mapkeTuHr | Customer loyalty
JIOSUITBHOCTBIO B cdepe | Kypamaapsl Heri3igae | management in the field of
CIIOPTUBHBIX YCIYI Ha OCHOBE | CIIOPTTHIK KbI3MeTTEp | sports services based on
WHCTPYMEHTOB  CIIOPTUBHOIO | CAIaCHIHAFBI KJIMEHTTIK | sports marketing tools
MapKeTHHIa aTJJIBIKTHI 0acKapy

65. | Apantauus ~ MapkeTHHroBbIX | KasakcTaHIbIK HapbIK Adaptation of marketing
CTpaTeTuil K MEXKYJIbTYPHBIM | MbICAJIbIH/Ia MAPKETUHITIK strategies to the cross-
OCOOEHHOCTSIM TIOTPEeOUTENeH | CTpaTerusiap bl cultural characteristics of
Ha IMpUMEpe KazaxCTaHCKOTO | TYTHIHYLIbUIAPIbIH consumers on the example
pBIHKA MOJICHUETAPAIIBIK of the Kazakh market

epeKILeTiKTepiHe oeriMaey

66. | MccnenoBanue TYTBIHYIITBITBIK Mmine3- | Research of psychological
TICUXOJIOTUYECKUX U | KYIBIKTBIH ~ TicuxoJorusuiblk | and sociological aspects of
COLIMOJIOTHYECKUX aCIHEKTOB | JKOHE COLIMONIOTHUSIIBIK | consumer behavior and
NOTPeOUTENBLCKOTO TOBEIEHUS | acleKTUIepiH 3epTrey >koHe | their  consideration  in
U MUX Yy4YeT IMpH MPUHATUHU | OJIAP.bI MapKeTUHITIK | making marketing
MapKETUHTOBBIX pEIICHUH mrenrimaep Kabpuigay kesinae | decisions

€CerKe ay

67. | UndopmarmonHas cucrema | KocinopeiHHbIH ~ KJIMEHTTIK | An information system for
yIIpaBIICHUS KJIMEHTCKUM | TOXipuOeciH OackapyablH | managing the company's
OTIBITOM MPEPUSITHSL. aKIaparThIK XKyHeci. customer experience.

68. | Ludponas Tparchopmarus | KocimopbiHHBIH Digital transformation of
MapKETUHTOBOM JIEATENbHOCTH | MAPKETHHITIK KbI3MeTiH | the company's marketing
NPEANPUITHS: WHCTPYMEHTHI, | IUMPIIBIK TYpACHAIpY: | activities: tools,
TEXHOJIOTHH " OLIEHKa | Kypanmap,  TexHojorusuiap | technologies and efficiency

3¢ HEKTUBHOCTH.

KOHE THMIMIUTIKTI Oaramay.

assessment.




69.

Pa3zpabotka MIPOTPaMMBbI
1 dpoBoro TIPOJIBMKCHHUS
(KOHKPETHOTO

MPOAYKTa/yCITyTH Wi
OpTraHHU3aIIH) c
HCIMOJIb30BAHUEM  TEXHOJIOTHI
TapreTUPOBaHHOW  PEKJIaMBbl,

KOHTeHT-MapkeTuHra u CRM-
CHCTEM

TaprerTik JKapHaMa
TEXHOJIOTHSUIAPBIH, KOHTEHT
MapkeTuHrin ~ xoHe CRM
Kylenepi naiiainaHa

OTBIPBII, UPPIBIK KBUDKBITY
OarmapnamaceiH (Oenrimi Oip
OHIM/KBI3MET HEMece YHBIM)
aziprey

Development of a digital
promotion program (for a
specific product/service or

organization) using
targeted advertising
technologies, content
marketing and CRM
systems

70. | MapkeTuHrosas Monenuerapanslk — oprazarbl | Marketing communication
KOMMYHHKAITHS B | MApPKETHHITIK in an intercultural
MEXKYJIbTYPHOU cpeze: | KOMMYHHUKALUS: environment: adaptation of
azanTamnus MapKETHHTOBBIX | MApPKETHHITIK marketing strategies to
CTpaTerMii K  pa3IU4HBIM | CTpaTerusuiapibl oprypui | different cultural contexts
KyJbTYPHBIM KOHTEKCTAM U | MOJICHM KOHTEKCTTEepre oHe | and consumer
OCOOCHHOCTSIM TMOTPEOUTENICH. | TYTBIHYIIBLIAPIBIH characteristics

epeKIIeTiKTepiHe OeiMIey.

71. | MapkeTHHIOBbII aHanu3 | bacekenectik opranbl | Marketing analysis of the
KOHKYpPEHTHOI CpeIbl: | MAPKETHUHITIK Tangay: | competitive environment:
CTpaTern4eckoe OaceKenecTik strategic positioning and
MO3UIIMOHMPOBAaHNE W aHAJM3 | apTHIKIIBLUIBIKTApAbl aHBIKTAay | competitor — analysis  to
KOHKYPEHTOB JIJIsl ONIPECTICHHs | YILiH crparerusuiblk | determine competitive
KOHKYPEHTHBIX NIPEUMYIIECTB. | MO3ULHUSIIAY xoHe | advantages.

0oceKenecTepIi Taaay.

72. | Bnusaue AMOITMOHAJILHOTO | OMOIMOHAIbI MapKeTUHrTiH | The impact of emotional
MapKeTHHTa Ha JIOSJIBHOCTH | KBI3MET kepcery | marketing on customer
KIMEHTOB B cdepe YCIyr: | KIMEHTTepiHiH ajanjeiFbiHa | loyalty in  the service
MEXIUCIUTITHHAPHBINA MTOAXO0J | 9cepi: MOHAPAIIBIK TOCLT sector: an interdisciplinary

approach

73. | Ctpareruu npoasmxkenus | Kaspi.kz. skoxyiieneri Brand promotion strategies
OpeHIoB B DKOCHCTEME | OPEHATEPIi KBUDKBITY in the ecosystem Kaspi.kz
Kaspi.kz. CTpaTerusIapsbl. .

74. | Ucnonb3oBanne KacinopbiHHBIH The use of generative
TEHEPATUBHOTO MapKeTHHITIK artificial intelligence in
HCKYCCTBEHHOI'O MHTEJUIEKTa B | KOMMYHHMKAIUIAPbIH]IA enterprise marketing
MapKeTHHTOBBIX TeHEPaTUBTI JKaCaH Ibl communications.
KOMMYHHMKAIMAX NPEANPUATHS. | HHTEIUIEKTTI KOJIAany.

75. | Brnusaue UCKyCcCTBEHHOTO | KacaHIbl MHTEIIEKTTIH The impact of artificial
VHTEJUIEKTa Ha | TYTBHIHYLIBI TOXIpUOECIH intelligence on the
MEPCOHANN3AINIO KIIMEHTCKOTO | KEeKeIEeHIpyTe acepi. personalization of
OTIbITA. customer experience.

76. | ABTroMaTu3anus Al xkypannapsl Heri3iHae Automation of marketing
MapKETHHTOBBIX TPOIIECCOB HAa | MAPKETHHITIK MpOLeCcTepIl processes based on Al
ocHoBe Al-WHCTPYMEHTOB. aBTOMATTAHIBIPY. tools.

77. | DTHueckue aCmeKThl | MapKeTHHTTE JKacaH bl Ethical aspects of the use
HCIIOJIB30BAHHUS MHTEJJIEKTTI KOJIaHYIbIH of artificial intelligence in
HCKYCCTBEHHOT'O MHTEJIEKTa B | ATHUKAJIBIK aCMEKTiIepi. marketing.

MapKETHHTE.

78. | Pazpabotka cucremsl | Bl-rexnonorusmap Herizinne | Pazpaborka CHCTEMBI
MapKeTHHTOBOW aHAJIUTUKU Ha | MAPKETUHITIK aHAJMTHKA | MApKETUHTOBOH
ocHoBe BI-TexHonoruii. KYHeECiH azipiey. AHAJINTUKHA Ha ocHOBe BI-

TEXHOJIOTUH.

79. | Bnusaue MapKETUHTOBBIX | MapKeTHHITIK The impact of marketing

cTpareruii Ha (UHAHCOBBIC | CTpATETHsJIAPIBIH strategies on the financial




MoKa3aTeaun NPEINPUATHIA:
SKOHOMMYECKUW  aHaIu3 U
MIPAKTUYECKHE PEKOMEHIalluu

KOCITOPBIHAAPIBIH
Kap>KbUIBIK KOPCETKIIMTEPiHE
ocepi: SKOHOMHKAIIBIK TaJAay

performance of enterprises:
economic analysis and
practical recommendations

KOHE TPAKTHKAIIBIK
YCBHIHBICTAp

80. | Ucnonn3oBanne CRM wu Big | Illarsin xxone opta 6usnecteri | Using CRM and Big Data
Data TUTSI MOBBIIICHUS | MAPKETHUHITIK to improve the
3¢ hEeKTUBHOCTU CTpaTerusiapabiy effectiveness of marketing
MAapKETHHTOBBIX CTpaTervii B | THIMIUIITIH apTThIpy YIIiH | strategies in small and
MaJIOM U CpeiHeM Ou3Hece CRM  xome Big Data | medium-sized businesses

naiiajgany

81. | UcnonpzoBanme  texHosoruit | CypanbicTel Oompkay yimniH | Using machine learning
MallMHHOTO  OOy4YeHUWs s | MAIIMHAIBIK oKpITY | technologies to predict
MPOTHO3UPOBAHHMSI CIIPOCA. TEXHOJIOTUSUIAPBIH KoJany. | demand.

82. | CoBeplIEHCTBOBAHUE CHCTEMbI | OHIPIiK HapbIKTa CHOPTTHIK- | Improving the system of
UQpPOBOTO MIPOABIIKEHUS | CAYBIKTBIPY kbi3merTepin | digital promotion of sports
CHOPTHUBHO-03I0POBUTENBHBIX | IUGPIBIK 1Irepinery xyiecid | and wellness services in the
YCIIYT Ha PETHOHAIIBHOM PBIHKE | JKETUIIIpY (putnec- | regional market (using the
(Ha puMepe (buUTHEC- | OPTAJIBIK/CIIOPT Kayosl | example of a  fitness
[IEHTPa/CIIOPTUBHOTO KITy0a) MBICJTBIH/IA) center/sports club)

83. | [lorpeburenbckoe nopeneHue B | CaHIIBIK opragarel | Consumer behavior in the
mudpoBOil  cpele:  aHANW3 | TYTHIHYLIBUIAPIBIH miHes- | digital environment:
BITUSTHUS U(POBBIX | KYJIKBI: mudpaslk | analysis of the impact of
TEXHOJIOTUH HAa  TOBEACHHE | TEXHOJIOTHSIIAP/IBIH digital technologies on
noTpeduTeneil U CTpaTeruu MX | TYTHIHYIIBUIAPIbIH MiHe3- | consumer behavior and
B3aUMOJICHCTBHSI. KYJIKbIHA ocepiH XKoHe | strategies for their

oNapiblH e3apa opekerTecy | interaction.
CTpaTerusiapblH Tajaay.

84. | Pa3paboTka CTpaTeruu | OJNEyMETTIK xeminepae | Development of a strategy
NPOABIKEHHUsI ~ OpraHU3alMM | KbI3MET KepceTy cajnachiH | for promoting the
cepsl ycayr B CONMAIBbHBIX | YHBIMIACTBIPYABI inrepinery | organization of the service
CeTsX (Ha IIPUMEpPE | CTPATETUSACHIH azipney | sector in social networks
MIPEIIPUSATHS) (KoCIIOpBIH MBICAJIBIH/IA) (using the example of an

enterprise)

85. | Pa3pabotka Kacangsi unreiekt | Development of a
PEKOMEH/1aTeIbHON CUCTEMBI HETi3iHJIe  HMHTEpHeT-IyKeH | recommendation  system
JUIsl NHTEPHET-Mara31uHa Ha YIIIH YCBIHBIMABIK kyHeH1 | for an online store based on
OCHOBE UCKYCCTBEHHOTO azipiey. artificial intelligence.
MHTEJJICKTA.

86. | Pa3zpabotka 6msnec-poreccoB | AOK kapHaMmaiblK | Development of business
pexnamuoi kommaanu ATTK KOMITAaHUSICHIHBIH ousHec- | processes of the agro-

MIPOLIECTEPIH d3ipIey industrial complex
advertising company

87. | MapkeTHHTOBOE yIIpaBiIeHHE WNunoBamusneik  xoOamapasl | Marketing management of
WHHOBAIIMOHHBIMU MMPOEKTAMHU: | MAPKETHHTTIK Oackapy: | innovative projects:
pa3paboTKa u BHEIpEHUE WHHOBAIMSUIBIK ~ eHiMAepAi/ | development and
MHHOBAIIMOHHBIX TPOTYKTOB/ KbI3METTEpl 93ipiey KoHe | implementation of
ycayr eHT13y innovative

products/services

88. | Pa3zpaboTka MapKETHHTOBOM Kana reoskoHOMHUKaIbIK | Development of a
CTPATETUH MPOIBHKCHUS IIBIHBIK *KarmaiibiHaa | marketing  strategy  for
Ka3aXxCTaHCKHUX TOBApOB HA Ka3aKCTaH/BIK  TayapyiapJsl | promoting Kazakhstani
MEXYHapOAHbIE PHIHKYU B XanmplKapalblK  HapbIKTapra | goods to  international

YCJIOBUSX HOBOU

KBUDKBITYJIBIH MapKETUHTTIK




F€0PKOHOMHUYECKOMN CTpaTEerusiChIH a31ipiey markets in a new geo-
pPEATbHOCTH economic reality

89. | UccnenoBanue TyreiymbsoIapasiH - MiHe3- | Research  of  consumer
MOTPEOUTENHLCKOTO TIOBEICHUST | KYJIKBIH 3epTTey *KoHe KbI3MeT | behavior and development
1 pa3paboTKa MEPOTIPUSATHIA 10 | KOPCETY yiieiMaapeiabie | of measures to  attract
MIPUBJICYCHUIO KIIMEHTOB KJIMEHTTepiH TapTy OoibiHIIA | customers of the service
opranmu3anuu chepsr yciayr ic-Tapanap/ibl d3ipiey sector organization

90. | Pa3paboTka KOMIUIEKCHOM Kazakcranga  sxonorusuislk | Development of a
MapKETUHTOBOM KAaMITAHUK 110 | Ta3a TayapliapJsl JKbUDKBITY | comprehensive marketing
MIPOJIBMYKCHUIO KOJIOTUYECKHU OoMBIHIIIA KeIIeH i | campaign to  promote
YUCTBIX TOBApOB B KazaxcraHe | MapKEeTHHITIK HayKaH[el | environmentally  friendly

aziprey products in Kazakhstan

91. | MapKeTUHT TEpPUTOPUIA: AymakrapaelH ~ Mapketunri: | Territory marketing:
(hopmMmupoBaHue HWHBECTOpJIAp MEH TYPUCTEP/I | creating a positive image of
MOJIOKUTEITHHOTO UMHDKA taptry  ymwiH  Kaszakcran | Kazakhstan's regions to
perunonoB Kazaxcrana ais OHIpJIEpIHIH OH  MMMJDKIH | attract investors and
MPUBJICUYCHUS] MHBECTOPOB H KaJIBIITACTHIPY (Opransik | tourists (using the example
TYpUCTOB (Ha IpUMEpE Kazakcran mbicanbiiaa) of Central Kazakhstan)
LenrpansHoro Kazaxcrana)

92. | UccaenoBanue DKOHOMUKAJIBIK, Research of consumer
MOTPEOUTENLCKOTO MOBEICHUST | TYPaKCch3AbIK  karnmaiibiama | behavior of Kazakhstanis
Ka3aXCTaHIIEB B YCIOBUSIX Ka3aKCTaHIBIKTap IbIH in conditions of economic
HKOHOMHUYECKOU TYTBIHYIIBUTBIK MiHe3- | instability: adaptation of
HeCcTaOMJIBHOCTH: aJIaIrTalus KYJIKBIH 3eprrey: | marketing strategies of
MapKETHHTOBBIX CTPATETHid KOMITaHHSIIap/IbIH companies
KOMITaHHI MapKETHHITIK

CTpaTerusuiapbiH oeilimaey

93. | MapkeTuHroBbIE KocinkepmikTi KongayabiH Marketing
KOMMYHUKaIIUU MEMIIEKETTIK communications of
rOCYJapCTBEHHBIX ITPOTPaMM OarapaMaliapbIHbIH government business
TTOJIICPIKKHI MapKETHHITIK support programs:
MPEANPUHUMATEILCTBA: aHAIA3 | KOMMYHUKAITUSUIAPHL: effectiveness analysis and
3G HEKTUBHOCTH U TUIMUTIKTI TanAay )KoHe suggestions for
MIPEJUIOKEHUS 110 YIYUIISHHIO | YKaKcapTy OOMBIHIIIA improvement

YCBIHBICTap

94. | MapKeTHUHTOBBIE CTPATETUU Kazakcran HapbeIFeIHAa | Marketing  strategies for
TIPOABIKEHHSI WHHOBALIUSITBIK promoting innovative
WHHOBAITMOHHBIX JIOTUCTUKAJIBIK uHTepHeT- | logistics Internet platforms
JIOTUCTUYECKUX NHTEPHET- aTgopManapst in the Kazakhstan market:
m1aTGopM Ha pbIHKE KBUDKBITYJIBIH MapKETUHITIK | trend analysis and
Kazaxcrana: aHajiu3 TpeHIOB M | CTpaTerusyiapbsl:  TpeHATepAl | recommendations
PEKOMEHIAINN TNy JKOHE YCHIHBIMAAP

95. | Orenka BIUSIHUSI MapkeTHHTTIK Assessment of the impact
MAapKETUHI OBBIX MHBECTULIMI WHBECTUIUSIAPIbIH of marketing investments
Ha (PMHAHCOBBIE PE3YyIbTATHI KOCIMOPBIHHBIH ~ KapXbUIblK | on the financial results of
TIPEATIPHUSATHS. HOTHXKEJIEpiHe ocepiH | the company.

Oaranay.

96. | YrpaneHue KIUEHTCKAM Knuenrrik Toxipubeni 6ackapy | Customer experience
OTIBITOM KakK (akTop KQCIMOPBIHHEIH Oacekere | management as a factor of
MTOBBIIIEHUS KaGieTTiirin apTTRIPY | increasing the
KOHKYPEHTOCTIOCOOHOCTH (baxTOpHI peTikze competitiveness  of  the

MIPEINPUATHUS

enterprise




97. | Dkonoruyeckas penyTamus Kocinoperaubig axonorusuiblk | The company's
NpeanpusaTHs Kak GakTop oeneni TYTBIHYIIBI | environmental reputation
MOTPEOUTETHCKOTO BEIOOPA. TaHIaybIHBIH (daktopel | as a consumer choice

peTiHe. factor.

98. | Mcnonb3oBanue uckycctBeHHOro | KocimopeiHaapasiy The wuse of artificial
MHTENJIEKTa B MAPKETUHTOBOM MapKETHHTTiK KeI3MeTiHIC | intelligence in the
ACATCIIBHOCTH MPCATIPUATHUA: )KaC&I:IZ[LI. HUHTCJIJICKTT1 KOJIAaHYy: marketing aCtiVitieS Of
BO3MOKHOCTH U OI'PaHUYCHUA MYMKIHAIKTEP MCH HICKTCYJICP enterprises: Opportunities

and limitations

99. | Pa3paboTka cTpaTeruu Kocinopeinueiy onnaiin-6enenin | Development of a strategy
(hopMHUPOBaHUSI M YIIPABIICHUS KaJBINTACTBIPY koHE Oackapy | for the formation and
OHJIaliH-penyTaluen CTpaTETHSCHIH 33ipiey management of the online
TIPCTPHATIA reputation of the company

100. | PaspaboTka nnana npoJBuwikeHus | OneyMmeTTik keninepae enimai | Development of a product
TOBapa B COIMAIBHBIX CETAX (Ha KBUDKBITY JKOCIIAPBIH  d3ipJey promotion plan on social
NpUMepe KOMIaHMH. ..). (KoMITaHUs MBICAJIBIHJA...). networks (using  the

example of a company...).
101.| MapkeTuHroBO€ UCCICI0OBAHNE AWMAaKTBIK Hapeikrarel | Marketing  research  of
HpCI{HO‘ITCHI/Iﬁ HOTpe6I/ITCJ'ICI\/’I Ha TYTBIHYWIBUIAPABbIH, KaJayJIapblH | consumer preferences in
PETNOHAIIbEHOM PBIHKE. MAapKETUHITIK 3€PTTCY. the regional market-

102.| Pa3paboTka cTpareruu Bacekere kaoOinerrimikti | Development of a branding
OpeHMHTA TPEATPUITHS apTThIpy Kypalibl — peTiHJe | strategy for service
cdepbl yCIIyr Kak UHCTPYMEHTa | KbI3MET KepceTy | enterprises as a tool to
TIOBBIIIICHUS cajlaChIH/Iarbl KOCIIOPBIHHBIH | increase competitiveness
KOHKYPEHTOCIIOCOOHOCTH OpeHIUHT CTpaTerHsIChIH

aziprey

103.| Pa3pabotka CRM-cucrembl KacinopsIHHBIH Development of a CRM
KaK MHCTPYMEHTA MOBBIILIEHUS. | MapKETHUHITIK KbI3METIHIH | system as a tool to increase
3 PEeKTUBHOCTH TUIMAUTITIH apTThpy Kypaisl | the effectiveness of the
MapKeTHHToBOi aesrenpbHOocTH | perinae  CRM  xyiiecin | company's marketing
IPEAIPUATHSL. JAMBITY. activities.
Mesckagheopanvnas mema

104.| Pa3zpaboTka miatopmsl Ass Digital Marketing canaceinga | Development a platform
3aKa34MKOB U UCTIOJIHUTENICH B | TANCBIpbIC OepyuIiiep MEH for customers and
cdepe Digital Marketing OpBIHJIAyLIBLIAP YIIIH performers in the field of

iatgopma a3ipiey Digital Marketing

105.| Pa3pabotka nnpopmannonnoii | XKapHamanslk HaykaHnapislH | Development of an
CUCTEMBI JIJIsl OTICHKU HOTWKeJepiH Oaranay >koHe | information system  for
PE3YJITaTOB PEKIIAMHBIX oJIapAbIH THIMIUITIH | evaluating the results of
KOMITaHUH U MOBBIILIEHUS UX apTThIpy YIIIH aknapaTThIK | advertising campaigns and
3 PEeKTUBHOCTH KyHeHi a3ipiaey increasing their

effectiveness

106.| Pa3pabotka nnpopmannonnoii | XKapHamanslk HaykannapiaslH | Development of an
CUCTEMBI JIJIsl OTICHKU HOTWXKelNlepiH Oaranmay >koHe | information system  for
pe3yabTaTOB PEKIAMHBIX oJIapIbIH taiMainiria | evaluating the results of
KaMITaHUW 1 TIOBBIIIEHUS KX apTTHIPY YIIiH akmapaTThlK | advertising campaigns and
3P PEeKTUBHOCTH KyHeHi a3ipiaey increasing their

effectiveness

107.| ITpaBoBble aciekThl pexkinamHoi | JKapnama Kbi3MeTiHiH | Legal aspects of
JeSATETLHOCTH U MX BIUSHUAC HA | KYKBIKTBIK acTeKTuIepi koHe | advertising and  their
pa3paboTKy MapKETUHTOBBIX oJIapAbIH MapKeTHHITIK | impact on the development
CTpaTerui cTparerusapabpl  a3ipieyre | of marketing strategies

acepi




108.

BnusiHne MapKeTHHIOBBIX
CTpaTeruii Ha yIpaBIICHUE
LENsIMU IIOCTaBOK U
JIOTUCTUKOW Ha PETHOHAIIbHOM
YpOBHE

MapkeTHHTTIK
CTpaTerHsUIapIbIH KETKI31LIIM
Ti30eri MeH JIOTUCTUKAaHbI
aliMakThIK Oackapyra acepi

The impact of marketing
strategies on supply chain
and logistics management
at the regional level

109.| BausiHue MapKeTHHIOBBIX MapKeTHHTTIK The impact of marketing
CTpaTeruii Ha yIpaBJICHUE CTpaTerusIapblH JKeTKi31IiM | strategies on supply chain
LEMSIMHU IOCTaBOK U Tiz0eri MeH JorucTukasbl | and logistics management
JIOTUCTUKOM HA PETUOHAJILHOM | aiMaKTBIK OacKapyFa acepi at the regional level
YpOBHE
110.| UccnenoBanue BHEAPEHUS [IpakTukanelk  YCHIHBIMAAp | A study of the
MIPUHITUIIOB YKOJIOTHUECKOW U | a3ipiel oTeipbin, Kaparannae! | implementation  of  the
COIIMAIPHON OTBETCTBEHHOCTH | KOCITOPBIHIAPBIHBIH principles of
B MapKETUHIOBYIO MapKETHUHITIK KbI3MeTiHe | environmental and social
NEeATEIbHOCTD IPEATPUATHNA 3KOJIOTUSIIBIK *KoHe | responsibility in the
Kaparanner ¢ pazpaboTkoit QJIeyMETTIK  ’Kayamkepmirik | marketing —activities of
MPAaKTHYECKUX PEKOMEHIAIMN | KaFuaaTTapblH ernrizyni | Karaganda enterprises with
3epTTey the development of
practical recommendations
111.| Ananu3 1 onTUMHU3AIUS MapkeTtunrrik (axtopnapasl | Analysis and optimization
JIOTUCTUYECKHUX KaHAJIOB eckepe  oTeipei,  eHiMAl | of logistics channels for
pacrpeeneHus IPOyKIIUH C Oenynin noructukanblK | product distribution, taking
Y4ETOM MAapPKETHHTOBBIX apHalapblH  Tajlgay OKoHE | into account marketing
(baxTopoB OHTAIaHABIPY factors
112.| MoaenupoBanue Knuentriy  kanararranybiH | Modeling of  logistics
JIOTUCTHUYECKUX IIPOLIECCOB C apTTHIPY YILIIH MapKeTHHITIK | processes  taking  into
Y4ETOM MAapKETHHIOBBIX U KoHE TYTBIHYIIBUIBIK | account marketing and
MOTPEOUTENBCKUX (AKTOPOB (akTopnapabl eckepe | consumer  factors  to
JUIs TOBBIIIEHUS KITMEHTCKOM OTBIPHIII, JOTUCTUKAJIBIK | Increase customer
YJIOBJIETBOPEHHOCTHU MPOLIECTEP/Il MOAETIBACY satisfaction
113.| MapKeTHHT B JIEKTPOHHOMH OnexTpoHABIK  KoMmMepuus | E-commerce  marketing:
KOMMEPILIMH: UHTErpalus MapKeTHHT1: KbI3MET canachlH | integration of marketing
MapKETUHTOBBIX U KakcapTy YLIIH MapkeTUHITIK | and logistics processes to
JIOTUCTUYECKUX ITPOLIECCOB ISl | JKOHE JOTHCTUKAIBIK | improve service quality
TIOBBIIIICHUS KAUECTBA CEPBHCa | MpolecTepii OipikTipy
114.| Pazpabotka ycrorumnBol | KaocinopbiHaars! Development of a
JIOTUCTUYECKOW CTpaTeruu C | SKOJOTHSUIBIK TajanTap MeH | sustainable logistics
Y4ETOM HKOJIOTUYECKUX | MApKETUHITIK strategy,  taking  into
TpeOOBaHUH W MAPKETUHTOBBIX | MyMKIHAIKTEPIi eckepe | account environmental
BO3MOXKHOCTEH Ha | OTBIPHIII, TYPaKTHI | requirements and
MIPEANPUATHI JIOTUCTUKAJIBIK CTpaTerusHsl | marketing opportunities in
aziprey the enterprise
115.] HccnenoBanue BiusiHUA | CaHIBIK MapkeTuHITiH | Research on the impact of
IU(PPOBOr0  MapKeTHHIa Ha | JIEKTPOHJIBIK digital marketing on the
3¢ HEeKTHBHOCTH KOMMEPITUSTaFbI effectiveness of logistics
JIOTUCTUYECKUX  ONepalnui B | JIOTHCTHKAJIBIK operations in e-commerce
AJIEKTPOHHOW KOMMEPIIHH oTeparysIapIbH
THIMJIUTITIHE 9CEPiH 3epTTey
116.] Kommuekcnoe — ympaBnenue | Kapxpuiblk mekteyinep MeH | Comprehensive inventory
3aracamu c y4eToOM | TayapiapAsl  KBUDKBITYABIH | management, taking into
(DMHAHCOBBIX OTPAaHUYEHUW W | MAPKETHHITIK account financial
MapKETHUHTOBBIX CTpaTErui | cTparerusaapblH eckepe | constraints and marketing
MPOJIBMXKCHHS TOBAPOB. OTBIPBITI, Tayapibl- | strategies for  product

MaTEepUAIIBIK

promotion.




KYHJIBUTBIKTap IbI KEIIeH 11
Oackapy.
117.| YnpapneHue KIMEHTCKUM Jloructukanslk  Kbi3merreri | Customer service
CEPBUCOM B JIOTUCTUYECKOU KJIMEHTTIK cepBUCTI Oackapy | management in a logistics
KOMITAaHUW Ha OCHOBE MapKeTHHITIK Tociire | company based on a
MapKETHHTOBOT'O ITOJIXO/1A. HETi3/IeIreH KOMIIaHusIap. marketing approach.
118.| Pa3zpaboTka mporpaMmmMHOTo CRM xome Big Data | Development of a software
MIPWIOXKEHHUS JUIsl aHAIU3a HeTi31H/e MapKeTHHITIK | application for marketing
MapKETUHTOBBIX JIAaHHBIX Ha JepeKTepai tannayra | data analysis based on
ocaose CRM u Big Data apHaJFaH 6arnapnamanslk | CRM and Big Data
KOCBHIMIIIAHBI 93ipiaey
119.| MxTerpanus MapKETUHIOBOW U | DJIEKTPOHBIK Integration of marketing
JIOTUCTUYECKON aHAJTUTUKH B KOMMEPIHUSIaFbI and logistics analytics in e-
3JIEKTPOHHON KOMMEPIIHH. MapKeTHHITIK KOHE | commerce.
JIOTHCTHKAJIBIK aHAJTMTUKAHBI
OIpIKTIpY.
120.| Pa3zpaboTka mporpaMMHOTO MapkeTUHITIK Tajjay >KOHE Development of software
obecrieyeHust st CYPaHBICTHI Oomkayra ) :
MapKETHHTOBOW aHAJUTUKH 1 apHaJFaH OarmapramMabIK for marketing ana lytics and
A demand forecasting
IPOTHO3UPOBAHHMS CIIPOCA KaMTaMachl3 eTyii a3ipiey
121.| CoBepiieHCTBOBaHUE CHUCTEMBbI | KOHAKKAMITBLIBIK Improvement of  the
OpofaX  OpraHu3aluu WHJTyCTPUSICHI organization's sales system
OCHOBE  MAapKETHHTOBBIX KOCIITOPBIHAAPBIH 1A based on marketing and
VIIPaBICHYECKUX PEIICHUH Ha | MAPKETHHITIK xKoHe | management decisions at
MPEATPUITHIX UHAYCTpuHU | OacKapymbliblk — memimaep | the enterprises of the
rOCTENPUUMCTBA Heri3iHge yubpIMHBIH  cary | hospitality industry
KYHECIH KEeTULIIpY
122.| Pa3paboTka mpoekTta 1o Mapxkerunr sxoHe skeprimkri | Development of a project
MOBBILLIEHUIO [TPUBJIEKA- 6ackapy KYypaJlapbIMeH | to increase the
TEIBHOCTU TEPPUTOPHUH ayMaKThIH TapTBIMABUIBIFBIH | attractiveness  of  the
CpEICTBaMHU MapKETHHIa U apTTBIPY KeHiHjeri xobaHsl | territory by means of
MECTHOTO yIpaBJIE€HUS azipiey marketing  and  local
management
123.| Pa3paboTka npoekTa AyMakThIK MapkeTUHT )koHe | Development of a project
TTOBBIIICHUS MTHBECTUIIMOHHON | KEPTLTIKTI 6acKapy to increase the investment
U COLIMAJIbHOU KypaJapbl HET131H1e and social attractiveness of
IIPUBJIEKATEILHOCTH ayMaKTbIH NHBECTULUAIIBIK the territory based on the
TEPPUTOPUHN HAa OCHOBE MKOHE QJICYMETTIK tools of territorial
UHCTPYMEHTOB TapTHIMABUIBIFBIH aPTTHIPY marketing  and  local
TEPPUTOPHATBHOTO XK0OachIH d3ipiey government
MapKEeTUHTa U MECTHOTO
yIIpaBIICHHS
124.| Pa3paboTka mpoekTta pa3Butus | MapkeTtusr xoHe xeprumkti | Development of a project
U TPOABIKEHHUS TYPUCTCKOTO | GacKapy KypajaapbIHbIH for the development and
MOTEHIIMaja TEPPUTOPUM Ha | ©3apa ic KUMbUIbI HET131HIe promotion of the territory's
OCHOBE B3aUMOJICHCTBHUS | ayMaKTbhIH TYPUCTIK JeyeTiH | tourism potential based on
MHCTPYMEHTOB MapKETHHIa U | JaMbITy KOHE UIrepiIeTy the interaction of
MECTHOTO YIPaBJIECHUS XK00achIH d3ipiey marketing  and  local
government tools
125.| ®opmupoBanue u MapxketuHr xoHe xxeprimkri | Formation and promotion

MPOJABUKEHUE UMUKA

TEPPUTOPUHU KaK HHCTPYMEHT

MAapKCTHHI'a 1 MCCTHOT'O

6ackapy Kypaibl peTiHe
ayMaKTbIH UMH/DKIH
KaJIBINTACTHIPY JKOHE

of the territory's image as a
marketing and  local
government tool (using the




yIpaBJieHus (Ha npuMepe

inrepinery (kana, ayaaH,

example of a city, district,

ropoja, paifoHa, peruoHa) aiiMaK MbICAJIBIH/A) region)

126.| PaspaboTka crpareruu OHipiH aneyMeTTiK- Development of a
TEPPUTOPHAIILHOrO OPeH/IMHTa | SKOHOMMKANBIK 1aMy Kypanisl | territorial branding strategy
KaK HHCTPYMEHTA COLMAILHO- | peTiHe ayMakThlK Openauur | as a tool for the socio-
KOHOMHYECKOT0 pa3BHTHS CTPATEerHACHIH a3ipey economic development of
peruona the region

127.| Lndposoe npoasuxeHne JKeprinikri Gackapy | Digital promotion of the
TEPPUTOPHH B CHCTEME Kyiecinae ayMaxrthl | territory in the local
MECTHOTO YIpPABICHHS: HH(PIBIK inrepinery: | government system:
paszpaboTka MapKeTHHTOBOMH MapKeTHHITIK development of a
KOMMYHHKaLHOHHOH KOMMYHUKaLHSAJIBIK marketing communication
CTpaTernu CTpATEeTHSIHEI 33ipJey strategy

128.| WccnenoBanue TyreiHymbUIapaAbIH - MiHe3- | Research  of  consumer
NOTpeOHTENLCKOTO NOBEACHNS | KYIKBIH  3epTrey  JkoHe | behavior and development
1 pazpaboTka KoMIIIeKca CTIOPTTBIK-CAYBIKTBIPY of a set of marketing
MapKeTHHIOBBIX MEPONPUATHI | OPTAILIFEIHBIH  KJIMEHTTEPiH | measures to attract
MO MPHBJICYEHHIO KITHEHTOB TapTy Ooiipmmia | customers of the sports and
CMIOPTHBHO-03/I0POBUTENLHOTO | MAPKETHHITIK  ic-lrapanap | recreation center
LEHTPa KELLUCHIH a3ipsey

129.| ArroMaTu3anus AKnaparTbiK AKyHenepre | Automation of marketing
MapKETHHIOBOH aHAIMTUKH U Heri3JenreH  MapkeTHHITIK | analytics and demand
NPOTHO3MPOBAHMS CIIpOca Ha aHaTMTHKA MEH cypasbicThl | forecasting based on
OCHOBE HH(OPMAIMOHHBIX Oomxkaynsl aBToMaTTaHaslpy | information systems
CHCTEM

130.| ®opmuposanue u ¥ i BIMHBIH Openain | Formation and promotion
NpoJIBHKEHHe OpeHa KaJIBINTACTHIPY xaHe | of the organization's brand
OpraHusainuu u obecneyeHue irepinery KaHe oHsl | and ensuring its legal
€ro NMpaBoOBO# 3aLIHTHI KYKBIKTBIK KOpFayasl | protection

KamMTaMackl3 ety

131.| PerymupoBanue HHTEpHET- Kasakctannarel  uHTepHeT- | Regulation of Internet
mapkeTuHra B Kazaxcrane: MapKeTHHITI pertey: Omsmec | marketing in Kazakhstan:
PaBOBbIE BBI30BbI H YLIIH KYKBIKTBIK chiH- | legal  challenges  and
BO3MOKHOCTH /1715t OH3HECa Tereypinaep meH | business opportunities

MYMKIHAIKTep

OO6cy»xnena n onobpena Ha 3acenanuu kapeapsl npotokoa No 11 ot 26 utons 2026 roma
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K.3.H., acc.npodeccop

Hupekropy J1AP BIIO
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