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Abstract

The purpose of this article is to determine the contribution of digital marketing technologies to improving the
quality of high-tech products in Kazakhstan, as well as to identify prospects for improving quality management
practices in high-tech projects in Kazakhstan using a digital approach to marketing. Based on international statistics
from IMD and WIPO for 2013-2022, using the correlation analysis method, the results of implementing high-tech
projects in quality management using alternative approaches (digital and pre-digital) to marketing in Kazakhstan are
compared. The key conclusion is that in Kazakhstan, quality management in high-tech projects using digital marketing
technologies is preferable. The key ones are: personnel marketing, product marketing and process marketing. The
theoretical significance of the obtained results is that they allowed us to rethink quality management processes in
the implementation of high-tech projects in the digital economy of Kazakhstan, and also revealed promising digital
marketing technologies based on Al, IoT, Big Data, the Internet, mobile devices, chatbots, machine vision, smart
consultants and virtual assistants (VR / AR). The practical significance is due to the fact that the developed digital
approach to marketing allows us to improve the practice of quality management in high-tech projects in Kazakhstan.
The author's approach includes a marketing mix of quality management in high-tech projects using digital marketing
technologies in Kazakhstan. The approach also reveals the organizational and technological aspects of quality
management in high-tech projects in Kazakhstan with a digital approach to marketing.

Key words: quality management, high-tech projects, digital marketing technologies, digital economy of
Kazakhstan.

Introduction

The fourth industrial revolution has not only increased the importance of quality for the success
of high-tech projects, but also opened up new technological opportunities for quality management.
The marketing approach to quality management is preferable when implementing high-tech projects,
since this approach ensures the highest management flexibility and, accordingly, the most complete
consideration of stakeholders' interests, thereby forming and strengthening the competitiveness of
high-tech industries and their products.

Digital technologies can improve the efficiency of marketing and increase its reach. For example,
chatbots can provide information and consulting support to consumers in the field of product quality.
Intelligent support for making purchase decisions helps compare substitute products based on quality
criteria, taking into account consumer priorities. Digital marketing communications can be carried
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out continuously and transformed as needed — from mass mailings to individual commercial offers.
This determines the relevance of studying the possibilities of applying digital marketing technologies
to quality management in high-tech projects.

The digital economy is actively developing in Kazakhstan. Its institutional framework is
regulated by the state program "Digital Kazakhstan", approved by the Resolution of the Government
of the Republic of Kazakhstan (2023) dated December 12, 2017, No. 827. Over the five-year period
of implementation of the program, which ends in 2022, significant successes have been achieved.
Thus, according to IMD (2023), Kazakhstan took 36th place among 63 countries in the world in
digital competitiveness in 2022, the level of which in Kazakhstan is estimated at 73.03 points out
of 100 possible. According to WIPO (2023), the share of high-tech production in Kazakhstan in
2022 is 15.3%, and the share of high-tech exports is estimated at 5.2% of total foreign trade. Quality
management plays a key role in the development of high-tech production. Historically, thanks to
the Soviet legacy, the high quality of Kazakh products was ensured through state standardization
and quality control. The fruitfulness and completeness of market reforms to date have ensured the
institutionalization of marketing management of high-tech projects in Kazakhstan. However, the
implementation of marketing in quality management in itself is an innovation for Kazakhstan, to
which both Kazakh business and Kazakh society, including consumers of high-tech products, need
to adapt. The problem is that this hinders the application of digital marketing technologies in quality
management in Kazakhstan, which, as the experience of other countries shows (Wang et al., 2022;
Zhang et al., 2023), can be useful in high-tech projects. The purpose of this article is to determine
the contribution of digital marketing technologies to improving the quality of high-tech products in
Kazakhstan, as well as to identify prospects for improving quality management practices in high-tech
projects in Kazakhstan using a digital approach to marketing.

The originality of the study and its contribution to the literature is that it proposes a new — digital
approach to marketing, taking into account the specifics of the digital economy of Kazakhstan and
allowing to improve quality management in high-tech projects in Kazakhstan. Further in this article,
a literature review is conducted, after which the materials and methods of the study are described.
Then the results of solving two problems of this study are presented. The first problem is related to
comparing the results of implementing high-tech projects in quality management using alternative
approaches to marketing in Kazakhstan. The second problem is to develop a digital approach to
marketing to improve quality management in high-tech projects in Kazakhstan. The work concludes
with a discussion and conclusion.

Literature Review

Theoretical basis of project quality management and the specifics of high-tech projects.

This article focuses on the concept of project quality management, interpreted as the
implementation of a set of organizational and managerial measures aimed at ensuring the highest
possible quality of project results, that is, the final product of the project (El Khatib et al., 2023$
Mohamed and Tran, 2023; Veselovsky et al., 2018).

In this regard, the most important parameter of project quality is the quality of the products
manufactured and sold on the market as a result of the project (Alawag et al., 2023; Coghlan et
al., 2023). Consequently, the main criterion for quantitative (i.e. accurate, objective and reliable)
assessment of project quality is the volume of demand in the short term, and the volume of production
of project products in the medium and long term (Miao et al., 2021; Painén-Paillalef et al., 2022).

The theoretical basis of this study is the concept of quality management in high-tech projects
that develop and manufacture high-tech products, including digital products and products of Industry
4.0 (Duan et al., 2023; Lin et al., 2023; Popkova, 2020a; Popkova, 2020b; Popkova, 2022; Popkova,
2023).

The specificity of assessing the quality of high-tech projects is that the demand for high-tech
products is consistently high, provided that they are of good quality. In this regard, the volume
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of high-tech production acts as the main parameter of the quality of high-tech projects, which is
obviously dictated by the existing demand, determined by the quality of the products (Ng, 2022;
Yamnitsky and Jankowicz, 2021).

Digital Marketing Technologies and Their Application for Quality Management in High-Tech
Projects

Digital marketing technologies in this article, based on existing literature Gupta and Singh
(2023), Jung and Shegai (2023), are understood as digital technologies used in business marketing
activities. Marketing technologies applicable in project quality management, including high-tech
projects, are personnel marketing, product marketing, promotion (branding) and process marketing
technologies. In the existing literature, the following are noted as key elements of the marketing mix,
the most significant for product quality management in high-tech projects.

Firstly, personnel marketing: high-tech projects involve knowledge-intensive jobs occupied
by highly qualified personnel. Marketing management of these personnel allows for the fullest
development of their human potential through relationship marketing, strengthening loyalty, forming
aresponsible employer brand and a flexible approach to labor incentives (Bejtkovsky, 2018; Jan¢ikova
and Milichovsky, 2019).

Knowledge-intensive employment acts as a classic (pre-digital) personnel marketing technology
that influences quality, since this technology helps to attract and retain the best personnel (Hrivnak
et al., 2021). The technology of digital personnel marketing is the attraction of digital personnel
and the development of digital skills (competencies) in employees, which is particularly useful for
the implementation of high-tech projects (Vanchukhina et al., 2022). Secondly, product marketing:
a close connection with the market allows designing and producing products of the exact quality
that is in demand (Anderson and Laverie, 2022; Veselovska, 2022). Industrial design of products
acts as a classic (pre-digital) product marketing technology that influences quality (Bogoviz and
Ragulina, 2020). Digital product marketing technology is the digital transformation of business,
which allows producing and selling digital products on the market (Benci¢ et al., 2020). Thirdly,
promotion (branding): a strong brand and reputation as a reliable supplier allows promoting innovative
high-tech products on the market, stimulating demand for them due to their high quality (Ibrahim
and Aljarah, 2023; Xu et al., 2023). A classic (pre-digital) promotion (branding) technology that
influences quality is image abroad or branding (Pantano et al., 2020). A digital promotion (branding)
technology is electronic product promotion (Chen, 2023), in particular, when selling products through
e-commerce with electronic payments between sellers and buyers (Evstratov and Berezhnova, 2013).
Fourth, process marketing: marketing allows for the close integration of all business processes in
the implementation of high-tech projects and focuses them on improving product quality in close
connection with the market (Akter et al., 2023; Jasin and Firmansyah, 2023). A classic (pre-digital)
process marketing technology that influences quality is quality certification according to ISO 9001
(Parra-Lopez et al., 2016). The technology of digital marketing processes is the use of big data and
smart analytics, which is especially useful in the implementation of high-tech projects (Medhat and
Bayomy, 2023).

Gap Analysis and Research Question (RQ)

The specifics of digital marketing related to relying on digital technologies in the implementation
of business marketing activities are disclosed in the works of Haverila et al. (2023), Zahoor and Lew
(2023). At the same time, the issues of using digital marketing technologies in quality management in
high-tech projects have not been sufficiently studied, which is a gap in the literature. The experience
of implementing high-tech projects in Kazakhstan is disclosed in separate publications by Konovalov
and Beisenbaieva (2018), Kurmanov et al. (2022), Sadykhanova et al. (2019) and needs to be studied
in more depth, in particular, from the standpoint of marketing.

The research question of this article is as follows. RQ: What is preferable for quality management
in high-tech projects in Kazakhstan — pre-digital marketing or digital marketing? To find an answer
to the RQ, the article studies the experience of applying marketing in quality management in high-
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tech projects in Kazakhstan and compares the contribution of pre-digital and digital marketing
technologies to improving quality.

Materials and Methods
Research Methodology and Control Variables

To achieve the stated goal, the article consistently solves the following two tasks. The research
design is presented in Fig. 1.

Pre-digital marketing

Digital Marketing :
Technologies technologies
Digital/ :‘ Knowledge-intensive \:
Technological skills Pt employment ,:
4 . .
Digital (TTTTTTTT T \
transformation in ) v Industrial designs by
companies T~ Priority: quality in N origin/bn PPP$ GDP |
N J high-tech projects | T TTTTTTTTTTTTTTTY
2 (high-tech _________________________
( N manufacturing) (T y
E-Participation / Tl Image abrg ador
i branding !
\_ S N . ’
B ISO 9001 quality

certificates

_______________________

Use of big data and
analytics

Figure 1 — Research design
Source: original development

As shown in Figure 1, the research design involves establishing a connection between quality
in high-tech projects (high-tech manufacturing), on the one hand, and pre-digital marketing
technologies, on the other hand, and digital marketing technologies. The object of the study is
high-tech projects implemented in Kazakhstan and taken into account in statistics on the indicator
“high-tech manufacturing” (WIPO, 2023). According to the definition of the World Bank (2023),
this includes “products with high R&D intensity, such as aerospace, computers, pharmaceuticals,
scientific instruments and electrical equipment”.

The first task: to compare the results of the implementation of high-tech projects in quality
management using alternative approaches to marketing in Kazakhstan. For this, the method
of correlation analysis is used. This method is used to determine the relationship (correlation
dependence) of the “high-tech manufacturing” indicator (as an indicator of the effectiveness of quality
management in high-tech projects according to WIPO, 2023) with the elements of the marketing mix
in comparison of pre-digital and digital marketing. The control variables are selected in accordance
with the marketing technologies for project quality management identified in the literature review
and supported by the literature, they are presented in Table 1.

The time frame of the study covers 2013-2022. The empirical basis of the study is given in
Table 2.

387



HERALD OF THE KAZAKH-BRITISH
No. 3(70) 2024 TECHNICAL UNIVERSITY

Table 1 — Control variables

Marketing Digital Marketing Pre-Digital Marketing
Technologies Statistical indicator Data source Statistical indicator Data source
Mooty | DigitalTechnological skills | IMD (2023) | (oW SCEe B | wipo (2023)
Morketing | companies | MD@023) | R opps Gy | WIPO 2023)
g;‘r’;?l‘(’fif; E-Participation IMD (2023) L‘fa?iei;;md or IMD (2023)

Source: author's development.

The second task: development of a digital approach to marketing to improve quality management
in high-tech projects in Kazakhstan. Based on the marketing mix method, a marketing mix of quality
management in high-tech projects is developed using digital marketing technologies in Kazakhstan,
and organizational and technological aspects of quality management in high-tech projects in
Kazakhstan with a digital approach to marketing are determined.

Results

Quality Management in High-Tech Projects in Kazakhstan with Alternative Marketing
Approaches

As part of the first task of this study, a correlation analysis of the data from Table 2 was conducted
to compare the results of implementing high-tech projects with quality management using alternative
marketing approaches in Kazakhstan. The results are illustrated in Fig. 2.
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Figure 2 — Correlation of pre-digital and digital marketing technologies
with quality in the implementation of high-tech projects in Kazakhstan, %

Source: calculated and constructed by the author.
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As can be seen from Figure 2, pre-digital marketing technologies for the most part demonstrated
a negative correlation with quality in the implementation of high-tech projects in Kazakhstan. The
only positive value of the correlation coefficient was obtained for the relationship of knowledge-
intensive employment, but it is negligibly small (1.69%). It is noteworthy that promotion (branding)
did not demonstrate a positive relationship with quality in the implementation of high-tech projects
in Kazakhstan, either when using pre-digital marketing tools (the correlation was —21.53%) or when
using digital marketing tools (-9.32%). In general, a moderate relationship was found between other
digital marketing tools and quality in the implementation of high-tech projects in Kazakhstan, which
amounted to 23.61% for process marketing based on big data and analytics, 20.83% for product
marketing in digital transformation in companies, and 15.06% for personnel marketing with digital/
technological skills. This indicates the preference for digital marketing tools for quality management
in the implementation of high-tech projects in Kazakhstan.

A digital approach to marketing to improve quality management in high-tech projects in
Kazakhstan

Table 2 — Organizational and technological aspects of quality management in high-tech projects in
Kazakhstan with a digital approach to marketing

xfxﬂ::;%n ¢ Specifics of the element in the | Recommended digital ﬁgﬁggglzitf?; g?glll{i}éch
in the 7P digital approach to marketing technologies for use projects
. . development and high-precision
P1: Product 2330?233&?(;[}) roduct design Al IoT production of more technically
P complex products
pricing based on the establishing and maintaining a
P2: Price e-commerce mechanism Big Data close relationship between price
and quality
P3: Place electronic marketplace Internet itis possible to produce both
template and unique products
P4: promotion on the Internet and . . «smart» market segmentation
. . Internet, mobile devices .
Promotion on social networks based on quality preferences
. electronic collection of continuity of product quality
P3: Process feedback from consumers chatbots (AI) improvement processes
. o machine vision (Al reducing t_he «human fac.tor»
P6: People marketing of digital personnel IoT) ’ and reducing the proportion of
marriage
P7: Physical sales automation with «smart» consultants rationalization of customer
evi' denZe intellectual support for making | (Al), virtual assistants behavior based on product
purchase decisions (VR/AR) quality

Source: original development.

As shown in Table 2, with a digital approach to marketing, quality management in high-tech
projects in Kazakhstan in P1: Product involves the automation of product design and production
using artificial intelligence (Al) and the Internet of Things (IoT) technologies, which will ensure the
development and high-precision production of more technically complex products.

P2: Price involves pricing based on the mechanism of electronic commerce using Big Data,
which will ensure the establishment and maintenance of a close connection between price and quality.

P3: Place involves electronic marketplaces using the Internet, which will ensure the possibility
of producing both standard and unique products according to individual orders.

P4: Promotion involves promotion on the Internet and social networks using technologies such
as the Internet and mobile devices, which will ensure “smart” market segmentation based on the
criterion of preferences regarding quality.
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P5: Process involves electronic collection of feedback from consumers using chatbots based
on artificial intelligence (AI) technologies, which will ensure the continuity of product quality
improvement processes.

P6: People involve digital personnel marketing using machine vision based on Al and IoT
technologies, which will reduce the “human factor” and reduce the share of defects.

P7: Physical evidence involves automation of sales with intelligent support for purchasing
decisions using “smart” consultants (Al), virtual assistants (using virtual and augmented reality
technologies — VR / AR), which will ensure rationalization of purchasing behavior taking into
account product quality.

Discussion

The article contributes to the literature by developing the concept of quality management in
high-tech projects in which high-tech products are developed and manufactured (Table 3).

Table 3 — Comparison of new results obtained in the article with existing literature

Field of comparison Existing literature New results obtained in the
article
Personr}el significant (Bejtkovsky, 2018; Jancikova signi.ﬁcant (correlation with
Marketing and Milichovsky, 2019) quality: 15.06%)
Marketing mix | Product significant (Anderson and Laverie, 2022; significant (correlation with
elements that Marketing Veselovska, 2022) quality: 20.83%)
are important : Py :
b Promotion snawmm (Ibrahim and Aljarah, 2023; Xuet | Not significant (correlation
for quality (Branding) 12023 with quality: -9.32%)
management al., )
Process significant (Akter et al., 2023; Jasin significant (correlation with
Marketing and Firmansyah, 2023) quality: 23.61%)
Marketing approach for quality pre-digital approach (Haverila et al., 2023;
management in high-tech projects | Wang et al., 2022; Zahoor and Lew, 2023; | digital approach
in Kazakhstan Zhang et al., 2023)

The marketing mix elements that are significant for quality management are rethought taking
into account the unique experience of Kazakhstan. In support of Bejtkovsky (2018), Janc¢ikova and
Milichovsky (2019), the importance of personnel marketing is confirmed (correlation with quality:
15.06%). In support of Anderson and Laverie (2022), Veselovska (2022), the importance of product
marketing is proven (correlation with quality: 20.83%). In support of Akter et al. (2023), Jasin and
Firmansyah, (2023), the importance of process marketing is substantiated (correlation with quality:
23.61%). In contrast to Ibrahim and Aljarah, (2023), Xu et al. (2023) the insignificance of promotion
(branding) is substantiated (correlation with quality: -21.53% for pre-digital marketing and -9.32%
for digital marketing).

Unlike FIO, it is substantiated that for quality management in high-tech projects in Kazakhstan,
a digital approach to marketing is preferable, the advantages of which are the following: greater
technical complexity of products, a closer relationship between price and quality, a wider range of
products from the standpoint of quality, more accurate market segmentation based on the criterion
of preferences regarding quality, continuity of product quality improvement processes, reduction of
the “human factor” and reduction in the share of defects, a close relationship between demand and
quality.
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Conclusion

The key conclusion from the results of the study and the answer to the RQ is that in Kazakhstan,
quality management in high-tech projects is preferable using digital marketing technologies. The key
ones are: personnel marketing (correlation with quality: 15.06%), product marketing (correlation
with quality: 20.83%) and process marketing (correlation with quality: 23.61%)).

A digital approach to marketing has been developed to improve quality management in high-tech
projects in Kazakhstan. The author's approach includes a marketing mix of quality management in
high-tech projects using digital marketing technologies in Kazakhstan. The approach also reveals the
organizational and technological aspects of quality management in high-tech projects in Kazakhstan
with a digital approach to marketing.

The theoretical significance of the results obtained is that they allowed us to rethink quality
management processes when implementing high-tech projects in the digital economy of Kazakhstan,
and also revealed promising digital marketing technologies based on Al IoT, Big Data, the Internet,
mobile devices, chatbots, machine vision, "smart" consultants and virtual assistants (VR / AR).
The practical significance of the developed digital approach to marketing is related to the fact
that it allows improving the quality management practice in high-tech projects in Kazakhstan and
provides the following advantages: increasing the technical complexity of products, establishing a
closer connection between price and demand with quality, expanding the range of products from
the standpoint of quality, more accurate market segmentation based on the criterion of preferences
regarding quality, continuity of product quality improvement processes, reducing the “human factor”
and reducing the share of defects in the implementation of high-tech projects.
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KA3AKCTAHIAFBI HU®PIBIK MAPKETUHI' TEXHOJIOT'UAJIAPBIH
KOJAAHY APKBIJIBI 7KOFAPBI TEXHOJIOTI' USAJIBIK
KOBAJIAPIAT'BI CAITAHBI BACKAPY

AnjiaTna

byn makananelH Makcarbl — KazakcTaHaarbl JKOFapbl TEXHOJIOTHSUIBIK OHIMAEP/IH CarlachlH apTThIpyFa
IUQPIBIK MAapKeTHHT TEXHOJOTHSIIAPBIHBIH KOCKAH YIJECIH aHBIKTay, COHJai-aK HH(QPIBIK MapKETHHT OSici
apkpuTbl  KazakcTaHmarbsl JKOFaphl TEXHOJOTHSUIBIK KOOajapAarbl camaHbl OackKapy TOXKIpHOECIH IKeTinmipy
OonamareiH aiikerHaay. IMD sxone WIPO-abIH 2013-2022 K. XaJIbIKapaJblK CTATUCTUKACBIHA CYHEHE OTBIPHIIL,
KOPPEJSIIMSUIBIK  Tajay ofici apkpuibl KaszakcraHmarbl KOFapbl TEXHOJOTHSUIBIK JKOOAnapipl Ky3ere achipy
HOTHOKEJIepi carlaHbl 0acKkapy/ia MapKeTHHTKe Oanama tociinepai (upibIk skoHe I pra AeiiHri) KoiaHy apKbLIbl
casblcThIpblIbl. Herisri KopbeiTeiHabl — KaszakcTanma >Korapbl TEXHOJOTHSUIBIK JKoOanapia camaHbl HH(QPIIBIK
MapKeTHHITIK TEXHOJIOTHsUIapIbl Maiaanana OTBIPBIN OacKapraH KeH. OnapIblH Herisri GarbITTapbl: HepcoHal
MapKeTHHT1, 6HIM MapKeTHHT1 OHE IPOIECC MApKETHHTI. ANBIHFAH HOTIKEICPAIH TCOPUSIIBIK MaHBI3IBIIBIFEI
KazakcraHHBIH IHQPIIBIK SKOHOMHUKACBIH/A JKOFapbl TEXHOJIOTHIBIK JK00aIapAbl JKy3ere achlpy Ke3iHIe calaHbl
Oackapy TpolecTepiH KalTa KapacTblpyFa MYMKIHIIK Oeprenpuirinie, conpaii-ak Al, IoT, Big Data, unrepHer,
MOOMJIBIII KYPBUIFBLIAp, YaT-00TTap, MalIMHAIBIK KOpy, «aKbUIIbD» KEHECIIUIEp MEH BHPTYalbl KOMEKIIJIep
(VR/AR) Herizinzeri nepcrieKTHBaIbl IUQPIBIK MapKETHMHI TEXHOJOTWSUIAPBIH allbIll KOPCETKeHIIriH/IE.
ToxipuOernik MaHBI3IBUTBIFBI — MAPKETHHTTIH TaMbIFaH IUQPIBIK TocT Ka3zakcTaHIars! )KOFaphl TEXHOIOTHSIIBIK
JKobanmapaa camaHbl 0acKapy ToXipHOeciH sKeTurmipyre MyMKiHAIK Oeperi. ABTOpnbeIK Tocin KazakcTaumarbl
OUOPIBIK MapKeTHHITIK TEXHOJIOTUSIApIbl IaiianaHa OTBIPBIN, JKOFaphl TEXHOJOIHMSUIBIK JKoOalapia caraHbl
Oackapy MapKETHHITIK KeIICHIH KaMThIbl. by Tocin conmaii-ak Kasakcranmars! high-tech sxobanapbiina camaHsl
OackapynblH YHBIMIBIK-TEXHOJIOTHSUIBIK ACIHEKTIICPIH LUQPIBIK MApKETHHT TACUTIH KOJJaHYy apKbUIbl allbIl
KepceTei.

Tipexk co3nep: canansl 6ackapy, high-tech sxobanapsl, TUPIIBIK MAPKETHHITIK TeXHONIOTHsAIap, KazakcTaHHBIH
U (PIBIK SKOHOMHKACHI
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'Kazaxckuii HaMOHAIBHBIN YHUBEPCUTET UMEHH anb-Dapadmu,
050000, . Anmartsl, Kazaxcran
Nk yauBepcuteT, T. CtamOyn, Typrus

YIIPABJIEHUE KAYECTBOM B BBICOKOTEXHOJIOI'MYHBIX
MPOEKTAX C HCIIOJIb30OBAHUEM TEXHOJIOT U
OU®POBOI'O MAPKETHUHI'A B KASAXCTAHE

AHHOTALMA

Lenbto 3TO# cTaThy SBISICTCS ONpEeNieHne BKIIaa HU(PPOBBIX MAPKETHHTOBBIX TEXHOJIOTHH B MOBBIIICHUE
KauecTBa BEICOKOTEXHOIOTUYHOM mponykiuu B Kasaxcrane, a Takke BBIIBIEHUE MEPCIEKTHB COBEPIIEHCTBOBAHUS
MIPAaKTHKH YIIPABICHHS Ka9€CTBOM B BBICOKOTEXHOJOTMYHBIX poekTax B Kazaxcrane ¢ momomipro udpoBoro moa-
xona k MapketuHry. C onopoii Ha MexayHapoaHyto ctatucTuky IMD u WIPO 3a 2013-2022 rr. ¢ nomo1sto Meroaa
KOPPEISIMOHHOTO aHAJIN3a COMOCTAaBICHBI PE3yIbTAThl PEATM3ANH BEICOKOTEXHOJIOTHIHBIX ITPOEKTOB TPH yIIPaB-
JICHUHM KaueCTBOM C HCIIOIb30BAHUEM aJIbTEPHATUBHBIX MOAXOA0B (LU(PPOBOro U AONKU(PPOBOTO) K MAPKETUHTY B
Kazaxcrane. KiroueBoii BbIBOJL COCTOUT B TOM, 4T0 B KazaxcraHe mpeArnouTUTeIbHO yIpaBieHne kadectBoM B high-
tech mpoexrax ¢ MoMoIIBI0 HUPPOBBIX MAPKETHHTOBBIX TEXHOIOTHH. KiTFoUeBBIMU M3 HUX SIBISIFOTCSI: MAapKETHHT
NepcoHala, MapKeTHHT NMPOAYKTa U MAPKETHUHT MpoLieccoB. TeopeTnueckas 3HaYMMOCTb [TOJTYYEHHBIX Pe3ylbTaToB
COCTOHT B TOM, YTO OHH ITO3BOJIMJIM TIEPEOCMBICIINTD MTPOLECCH YIPABICHNS Ka9€CTBOM IIPH PEaIn3aliii BBICOKO-
TEXHOJIOTHYHBIX MPOEKTOB B YCIOBUAX IU(POBOH 3KoHOMHKM KazaxcraHa, a TakKe pacKpbUIM MEPCTIEKTHBHBIC
U(POBBIE MAPKETHHTOBBIE TexHoJoruu ¢ onopoit Ha Al, IoT, bonbmmue nannasie, IHTEepHET, MOOUIBHBIE YCTPOIi-
CTBa, 4ar-00ThI, MAIIMHHOE 3pPEHHE, YMHBIX» KOHCYJIBTAHTOB M BUPTyalbHbIX oMouHUKOB (VR/AR). Ilpakru-
Yyeckasl 3HAaYMMOCTh CBsI3aHa C TEM, UTO pa3padOoTaHHbBIH HU(PPOBO MOAXO0/ K MAPKETHHTY ITO3BOJISICT YCOBEPILCH-
CTBOBATh MPAKTUKY YIIpaBieHHs KadecTBoM B high-tech mpoekrax B Kazaxcrane. ABTOpPCKHI TOIXO/ BKIIIOYAET
B ce0sl MapKEeTHHI MHKC yIIpaBieHHs kadecTBoM B high-tech mpoekrax ¢ momomipio MU(POBBIX MAapKETHHTOBBIX
texHonoruii B Kazaxcrane. [Togxon Taxke pacKpbIBacT OPraHU3AMOHHO-TEXHOJIOTHIECKHUE aCTIEKThI YIPaBICHUS
kagecTBoM B high-tech mpoekrax B Kazaxcrane npu nudpoBoM moaxone K MapKeTHHTY.

KuroueBble cioBa: ympaBieHue kadecTBoM, high-tech mpoexTsl, mudppoBsle MapKETHHTOBBIC TEXHOJOTHH,
udposast sxonomuka Kazaxcrana.
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