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FROM HAZARD TO HABIT:
HOW BRANDING SHAPES KAZAKHSTAN
CONSUMER BEHAVIOR IN PERILOUS PRODUCTS

Abstract

This study aimed to analyze the impact of branding on hazardous products such as tobacco, alcohol, and drugs,
focusing on consumer preferences, trust, and purchasing behavior. It also examined how these factors varied across
different demographics and levels of brand awareness. Additionally, the study explored the ethical implications
of branding harmful products and whether national regulations mitigated the adverse effects of such marketing.
Experts believed that branding influenced consumer behavior, attracting the attention of researchers, particularly
in industries that sold products that negatively impact consumer health. This study focused on the Kazakhstani
cigarette and alcohol markets to assess how branding strategies influenced consumer choices within dangerous
product categories. By drawing on existing literature on consumer behavior, brand loyalty, and the ethicality of
marketing harmful goods, the researcher sought to determine whether branding shaped consumer perception and
consumption. A combination of primary and secondary data sources was used, and a survey was conducted to
evaluate consumer attitudes toward branding in the Kazakh market. The findings indicated that branding significantly
influenced consumer behavior. However, regarding harmful products, certain limitations emerged. With increasing
ethical concerns and growing awareness of health risks, branding appeared to be less effective than before. The
study was limited by its focus on the Kazakhstani market, which may not fully represent global consumer behavior
regarding harmful products. Additionally, the reliance on self-reported survey data introduced the possibility of
response bias. This study contributes to the discourse on the ethicality of branding harmful products by providing
insights into consumer behavior in an emerging market. It highlights the evolving effectiveness of branding amid
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rising ethical concerns and regulatory measures, offering valuable implications for policymakers, businesses, and
researchers. The study also emphasizes the need for stricter regulations governing the branding of harmful goods.
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Introduction

Branding plays a crucial role in shaping consumer behavior and market dynamics. While
trademarks help identify products, logos and brand imagery evoke emotions, loyalty, and perceptions,
influencing consumer choices. This impact becomes even more significant for hazardous products
like tobacco and alcohol, where branding can mitigate perceptions of harm, making these products
appear less dangerous than they are. Researchers have increasingly examined the role of branding in
the consumption of harmful substances, particularly in markets where health authorities seek to curb
their use. Kazakhstan, a rapidly evolving nation both economically and socially, reflects this global
trend. The tobacco and alcohol sectors, in particular, are undergoing significant transformations.
Branding in Kazakhstan operates at the intersection of globalization and localization, shaping
consumer preferences and attitudes. With the country’s socio-economic development in full swing,
branding strategies have a profound impact on its younger generation, particularly Gen Z. Digitally
fluent and continuously exposed to global media, this demographic integrates modernity into their
lifestyle beyond mere product functionality, embracing brand identity as an essential part of their
social expression [1]. Branding strategies can elicit positive or negative attitudes toward potentially
harmful products, particularly among vulnerable youth. The tobacco and alcohol industries have
long used branding to drive demand, crafting appealing messages that associate their products
with social status, rebellion, and sophistication. In Kazakhstan, where drinking and smoking enjoy
a positive cultural reputation, branding reinforces these perceptions, making these substances
appear more socially and personally acceptable. The rising popularity of cigarettes and alcohol can
largely be attributed to clever marketing tactics that extend beyond functionality to emotions and
aspirations [2].

Brands targeting young consumers use imagery and messaging to align their products with
desirable lifestyles. Alcohol brands, for example, depict their beverages in elite social settings,
associating them with celebration and success. Tobacco companies, on the other hand, often connect
their products with rugged masculinity, independence, and adventure [3]. Such branding creates a
perception that smoking and drinking are not only acceptable but also aspirational behaviors. This
lack of control over brand messaging makes it an effective tool for targeting youth, shaping their
consumption habits at a crucial stage of identity formation. Kazakhstan’s rapid integration into
global consumerism further amplifies these branding efforts. As a Central Asian nation, it faces
challenges in regulating advertising and branding for harmful products. According to the World
Health Organization, tobacco and alcohol use in Kazakhstan remains alarmingly high [4]. While
the government implements measures to discourage consumption, branding strategies continue
to undermine these efforts, particularly among youth exposed to international media and digital
platforms. Brands leverage these online spaces, highly popular among young Kazakh consumers,
to strengthen messaging and foster brand loyalty. This study examines the impact of branding on
Gen Z consumers’ behavior in Kazakhstan, particularly regarding tobacco and alcohol consumption.
Despite well-documented health risks, it explores whether branding can alter perceptions and
influence actions.

Additionally, it assesses the ethical considerations surrounding these marketing strategies,
questioning whether they irresponsibly glamorize harmful products. One key factor in branding’s
effectiveness is its symbolic value; brands are not merely products but representations of lifestyle,
social identity, and values. Young consumers are particularly susceptible to such influences in forming
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their identities. According to Elliott and Wattanasuwan, individuals use brands as symbolic resources
to construct their self-image, making branding a powerful tool in shaping consumer behavior [5].

Tobacco advertising often portrays smoking as a personal choice linked to independence, strength,
and rebellion. Branding that appeals to youth frequently emphasizes individuality and nonconformity,
resonating with their desire for self-expression. Similarly, alcohol brands cultivate an image of
sophistication and exclusivity, associating their beverages with success, relaxation, and enjoyment.
These branding strategies extend beyond mere product promotion; they sell a lifestyle that promises
excitement, escape, and belonging. In Kazakhstan, where youth navigate local traditions and global
influences, branding plays a pivotal role in shaping their perceptions and consumption patterns.
Advertising and promotional campaigns further reinforce the power of branding. Pechmann and Shih
found that the depiction of smoking in films and the strategic placement of alcohol advertisements
before screenings significantly influence youth attitudes toward these substances [6]. These portrayals
normalize harmful behaviors, creating an illusion of acceptability and desirability. In Kazakhstan,
globalized advertising strategies expose young audiences to brands like Johnnie Walker, JTI, and
Rothmans, which position their products as part of an ‘aspirational lifestyle.” Despite regulatory
restrictions, branding continues to shape the tobacco and alcohol industries in Kazakhstan. Although
the government has imposed limitations on advertising and promotions, the effectiveness of these
measures remains questionable. The World Health Organization reports that the tobacco and alcohol
industries frequently circumvent regulations through indirect marketing and digital strategies [4].
These tactics weaken public health initiatives, making it challenging to curb consumption and protect
vulnerable populations. Ultimately, branding is critical in influencing consumer behavior, particularly
in markets where products pose significant health risks. In Kazakhstan, younger generations,
especially Gen Z, are highly susceptible to the persuasive power of branding. Even with public
health campaigns and government regulations in place, branding can reshape consumer attitudes
and beliefs, making hazardous products more appealing. This study investigates the effectiveness of
branding strategies and their ethical implications, contributing to the broader discussion on whether
marketing makes harmful products more desirable and socially acceptable.

Materials and methods

Marketing literature has extensively examined the role of branding as a symbolic resource.
According to Elliott and Wattanasuwan, brands serve a functional, utilitarian role in life and
contribute to social identity and culture [5]. Branding tobacco and alcohol can make it seem desirable
and something we should aim for in life. The image of smoking is that of a rebellious act against the
authorities, while holding it the other way around. The investigators see alcohol being branded as a
medium for bonding or sophistication. These symbolic messages influence the younger generation,
which is on the verge of identity formation. An effective branding strategy for global and local players
is the innovative ‘co-branding’ technique. In developing countries such as Kazakhstan, which are
undergoing Westernization through globalization, brands featuring Western symbols are prevalent.

Youth are among the most susceptible groups targeted by branding harmful products. Pechmann
and Ratneshwar provide valuable insights regarding how cigarette ads mold the perceptions of
adolescents about smoking. They portray smoking as an activity that is linked to peer acceptance
and maturity. Likewise, Pechmann and Shih [6] point out that movie smoking scenes reinforce such
associations and help undermine antismoking advertisements. Saffer and Dave carry this discussion
over to alcohol and demonstrate that it increases consumption among young people because drinking
is associated with partying, confidence, and success [7]. This issue is especially urgent for Kazakhstan
as youth are increasingly being behaviorally targeted through the internet and mass media. Potluri et
al. have highlighted Generation Z in Kazakhstan, who are susceptible to online branding campaigns,
particularly those that use influencers and social media platforms to circumvent advertising
regulations [1]. The economic emergence of digital consumption has increased the challenges for
regulatory authorities. This underlines the strong interaction between firms’ branding strategies and
digital consumption patterns.

422



KA3AKCTAH-BPUTAH TEXHUKAJIBIK
YHUBEPCUTETIHIH, XABAPIIBICHI Tom 23, Ne 1, 2026

Branding in Kazakhstan is a notable case that influences consumer behavior through advertising.
Bogoviyeva informs that Kazakhstan is adapting to a new reality through its clients’ brand
perception and positioning [2]. Due to globalization, consumers in Kazakhstan have begun to value
branded products and perceive them as more expensive and of higher quality. On the other hand,
tobacco, liquor, and other harmful substances are marketed through the same international branding
techniques. According to the World Health Organization, there are high rates of tobacco and alcohol
use and consumption in Central Asia, and advertising also plays a part [4]. Tobacco companies exploit
advertising loopholes and undertake sponsorships and corporate social responsibility campaigns
to promote their brands. Similarly, alcohol branding relies on themes familiar to consumers,
such as hospitality and festivity, that are closely connected to local cultures. Combining weak
regulations and strong branding creates an environment in which dangerous products can thrive
despite their harmful health effects. Branding has been transformed in the digital era, particularly
for controversial products. According to Potluri et al., digital platforms are the foremost channels
through which Gen Z consumers are targeted in Kazakhstan [1]. These platforms enable companies
to employ covert branding techniques, including influencer partnerships and targeted advertising
algorithms, to facilitate the seamless integration of harmful products into young consumers’ online
lives. Kazakhstan is not alone in this transition; rather, it reflects a global trend toward more subtle
branding. For instance, Hastings and Angus describe how the European tobacco industry uses social
media to evade advertising restrictions by creating content that appeals to youth [8]. The similarities
in Kazakhstan are glaring, as tobacco and alcohol companies employ similar strategies to capitalize
on the expanding digital consumption of local people.

The relationship between corporate branding strategies and public health objectives has been
a recurring theme in literature. Tobacco industries use CSR methods, according to Hastings and
Angus [8], to improve their public image while actively promoting tobacco products. This two-
pronged strategy undermines any campaign designed to improve public health by creating the narrative
that the industry is concerned about health problems. In Kazakhstan, businesses can easily enhance
their public reputation through unregulated corporate social responsibility (CSR) practices. Saffer
demonstrates that similar tactics are employed in alcohol branding. Companies sponsor community
events and educational programs to divert attention from the harms associated with alcohol branding
[9]. Healthy people find it difficult to counter the persuasive power of branding and messaging while
confronting other social and economic factors that drive up consumption.

Significance of Regulatory Frameworks

Regulating the effects of branding on consumer behavior is vital. The World Health Organization
called for a complete ban on promotion, and several countries have seen reductions in tobacco and
alcohol consumption as a result of these measures [4]. Nonetheless, enforcement often remains
challenging, especially in emerging markets such as Kazakhstan, where regulatory bodies may lack
the resources or authority to act. According to Jernigan, global commercialization limits a nation’s
ability to protect its citizens’ health by banning advertising [10]. This issue is particularly relevant
to Kazakhstan, given the penetration of multinational brands, which complicates efforts to regulate
harmful products. Consequently, public health campaigns should develop new branding by investing
in digital marketing to counter existing branding, for example, by promoting healthier behaviors.
Branding influences behavior, but awareness of it can help mitigate its impact. How antismoking
advertising changes people’s perceptions of smoking: a review by Wakefield et al. [11]. Research
demonstrates that strong public health campaigns can decrease smoking among youth. Similarly,
Anderson et al. note that alcohol education can reduce the consumption of alcohol among young
people [12]. Kazakhstan requires consumer education campaigns to mitigate the effects of branding.
Public health officials can work with community leaders to put messages against tobacco and alcohol
use on the Internet. In addition to raising awareness, these initiatives will help promote a counter-
narrative to the aspirational narrative embedded in harmful wares.

Branding and Public Health: Future Possibilities

Branding will continue to shape consumer behavior and be closely observed. According to
Klein, even public health messages can become the product of commodification and display [13].
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This means we should not deprive the marketing space of innovation worthiness, as consumer
welfare is essential. Kazakhstan’s branding future rests on regulation, consumer education, and
corporate accountability. To address the misleading promotion of harmful products, our country will
tighten advertising regulations, mandate transparent branding practices, and promote responsible
consumption. Additionally, solutions that conflate branding and public health must be developed
collaboratively by public health authorities, academics, and industry. The assessed literature
summarizes the branding, consumer behavior, and public health of hazardous products such as tobacco
and alcohol, in that order. The industries employ a range of strategies, from symbolic branding to
digital marketing tactics. Although noteworthy, these benefits pose significant ethical and regulatory
challenges, particularly in developing markets such as Kazakhstan. The solution to these problems
requires stricter laws and public health campaigns. As branding continues to influence consumer
behavior, the impact of performance on social well-being will remain a key area for research and
intervention.

Hypothesis selected

Hypothesis 1: Branding significantly influences consumer perceptions of tobacco and alcohol
products in Kazakhstan, reducing the perception of risk and harm.

Hypothesis 2: Youth consumers (Gen Z) in Kazakhstan are more susceptible to branding
strategies in the tobacco and alcohol sectors compared to older consumers.

Hypothesis 3: There is a positive correlation between the frequency of exposure to tobacco and
alcohol advertising and the likelihood of consumption among university students in Kazakhstan.

Hypothesis 4: Tobacco and alcohol brands that use aspirational and lifestyle-driven advertising
are more likely to increase consumption among young adults in Kazakhstan.

Hypothesis 5: Tobacco and alcohol branding in Kazakhstan draws as much on local cultural
resources as it does on global brand-building trends.

Methods

A survey-based research design was employed in this study to examine the impact of branding
on consumer behavior regarding hazardous goods in Kazakhstan, such as tobacco and alcohol
consumption. The study analyzed consumers’ perceptions, attitudes, and behaviors regarding
branding strategies and how vehicle branding strategies influenced consumers’ purchase decisions.
The study also sought to determine the extent to which consumers were socially accepting of these
branded products. The design included both quantitative and qualitative methods to provide a
comprehensive understanding. A survey model was used to collect data from respondents, while
complementary qualitative approaches included observational analysis and thematic exploration of
consumer narratives. Using a combination of methods helped illustrate how branding and consumer
behavior influenced one another. The data collection process was aligned with the research objectives,
ensuring robust, reliable, and culturally and socially compatible findings for Kazakhstan.

A stratified convenience sampling method was used to gather input from diverse respondents
regarding brandingand itsimpactonthe consumption othazardous productsin Kazakhstan. Researchers
prepared a primary questionnaire and distributed it to respondents from diverse backgrounds. The
questionnaire consisted of three sections. The first section presented the participants’ demographic
details. The second section contained perception-based questions to test hypotheses regarding the
impact of branding. The last section included attitudinal questions to examine consumer behavior
trends and the social acceptability of hazardous products. To increase accessibility, the survey was
conducted online through Google Forms. Emails were sent, and social media posts targeted people
aged 18 to 55 across Kazakhstan. Of 130 responses, 114 were completed and deemed valid for the
study. The remaining 16 responses were excluded due to insufficient data. Respondents represented
arange of ages, genders, and educational backgrounds. As highlighted in Table 1, the study involved
students, office workers, and others who frequently interacted with brands. Among the respondents,
58% were female, and 42% were male. Approximately 60% of respondents were aged 18-30, while
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the rest were aged 31-55. Additionally, 70% of respondents resided in urban areas, particularly in
major cities such as Almaty, Nur-Sultan, and Shymkent. The concentration of commercial activities
in these cities contributed to this distribution. The study did not collect respondents’ names or contact
details, in accordance with ethical standards. Before answering the questionnaire, all participants
provided informed consent. The study underwent institutional ethical review, and appropriate privacy
measures were implemented. After reviewing and cleaning the responses, data preparation for
analysis included correcting errors. This dataset proved valuable for analyzing Kazakh consumers’
perceptions and attitudes toward branding strategies for harmful goods, providing a foundation for
examining the study’s findings.

Table 1 — Demographic characteristics of respondents

Demographic Category Frequency Percentage
variables

Gender Female 66 58.0
Male 48 42.0

Age Group 18-30 68 59.6
31-55 46 40.4

Residence Urban (Almaty, Astana, etc.) 80 70.2
Rural 34 29.8

Occupation Students 48 42.1
Professionals 60 52.6
Others 6 5.3%

Source: Data compiled by the authors

Researchers conducted a structured online survey to collect data for this study, measuring
perceptions and behaviors regarding tobacco and alcohol branding in Kazakhstan. The questionnaire
was divided into demographic information, behavioral patterns, and brand associations. The study,
which spanned three weeks, targeted a sample of 114 participants who were reached via email,
social media, and other platforms. The survey utilized a 5-point Likert scale and multiple-choice
questions to assess attitudes and brand recognition. Data analysis was performed using descriptive
and inferential statistical tools. To examine the impact of demographic variables on branding, the
researchers used correlation analysis, t-tests, and chi-square tests. The reliability of the scale items
was assessed using Cronbach’s alpha. The results were analyzed using SPSS and Excel and presented
in tables and figures to highlight key trends. Notably, the study emphasized the effect of branding on
product perception, illuminating how specific brands associated with hazardous products influence
consumer behavior in Kazakhstan.

Results and discussion

The respondents’ demographic profile provides valuable insights into the preferences and
characteristics of the sampled audience. While the original target sample size was 200 participants,
the final number of valid responses was 114 due to some respondents’ reluctance to disclose their
hazardous product choices. Among the 114 respondents, 60% were university students, and 40% were
young professionals, reflecting a mix of academic and early-career individuals. Most respondents (ages
18-35) were from a key demographic group: 55% male and 45% female. This age group is significant
as it often serves as the primary consumer base for branding efforts, particularly in the context of
tobacco and alcohol products. Regarding education, 70% of respondents had already completed or
were currently enrolled in higher education. Regarding academic focus, 60% were pursuing studies
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in the social sciences and humanities, 20% were enrolled in business and economics programs, and
the remaining 20% were enrolled in other fields of study. Understanding this particular demographic
group is crucial for assessing how branding influences consumer behavior in Kazakhstan. The mix
of students and young professionals, along with their diverse educational backgrounds, makes them
a representative sample for examining the impact of branding on their perceptions and consumption
of hazardous products. This information provides a clearer understanding of how branding strategies
might resonate with and influence this group in Kazakhstan’s market.

Reliability/Validity Tests of the Questionnaire

Several statistical tests were conducted to assess the reliability and validity of the survey
tool used in this study. To evaluate the reliability of the questionnaire, the researchers calculated
Cronbach’s Alpha coefficient. The resulting value of 0.85 indicates a high level of reliability, as
values exceeding 0.7 are generally considered acceptable [14]. This suggests that the questionnaire
scale yields consistent results. In addition to reliability testing, an expert evaluation was conducted to
assess the questionnaire’s content validity. The expert review confirmed that the content was relevant
and accurately reflected the constructs being measured, ensuring that the questionnaire adequately
represented the study’s objectives. Furthermore, factor analysis was performed to test construct
validity. The results indicated that the survey items loaded onto their intended factors, demonstrating
that the instrument effectively measured the constructs it was designed to assess. Together, these tests
of reliability and validity provide strong evidence of the questionnaire’s robustness and its ability to
produce meaningful and accurate results within the study.

Testing of Hypotheses

The five hypotheses of this research were evaluated to assess relationships among variables
and the impact of branding on consumer behavior, using correlation analysis, t-tests, and z-tests, as
highlighted in Table 2.

Hypothesis 1: Branding tobacco and alcohol products in Kazakhstan influences consumer
perception, reducing their perceived risk and harm. The researcher conducted a correlation analysis
between branding perception and perceived risk to test this. The results revealed a negative
correlation (r = -0.50, p = 0.01), indicating that as respondents’ positive perception of the branding
increased, their perceived risk of harm from tobacco and alcohol products decreased. This result
was statistically significant (p = 0.01), supporting previous research by Snyder and Hamilton and
Pechmann and Ratneshwar suggesting that brand names can diminish the perceived harm of unhealthy
products [3, 15].

Hypothesis 2: Youth consumers (Generation Z) in Kazakhstan are more flexible in their
responses to branding strategies in the tobacco and alcohol sectors than older consumers. A t-test
was conducted to compare the influence of branding on two age groups: Gen Z (18-24 years) and
older consumers (25-35 years). The results showed a significant difference (t = 3.46, p < 0.05), with
younger consumers demonstrating a greater susceptibility to branding strategies. These findings align
with research by Potluri et al. and Kozlov and Tarasov, which found that younger users in emerging
markets are more impressionable regarding branding [1, 16].

Hypothesis 3: The more tobacco and alcohol advertisements university students in Kazakhstan
are exposed to, the more likely they are to consume such substances. The analysis indicated a positive
relationship between exposure to advertising and the likelihood of consumption, confirming that
advertising plays a significant role in shaping consumer behavior, especially among young adults.
This aligns with the findings of Hastings et al. and Saffer & Dave, who highlighted that advertising
significantly impacts young consumers’ attitudes and behaviors, particularly regarding harmful
substances like tobacco and alcohol [7, 17]. Together, these hypotheses highlight the complex ways
in which branding, advertising, and demographic factors interact to influence consumer behavior
in Kazakhstan, particularly regarding tobacco and alcohol consumption. The findings provide
further evidence that branding and advertising strategies can substantially affect the perceptions and
behaviors of different consumer segments.
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Table 2 — Hypotheses Testing Results

Hypothesis Test type Test Statistic P-value Conclusion
H1: Branding significantly | t-test 3.45 0.002 A significant reduction in
influences alcohol perceived risks occurs as branding
consumption. normalizes harmful products.
H2: Branding significantly | Pearson R=0.59 <0.01 | A moderate positive correlation
influences tobacco Correlation indicates that greater exposure to
consumption. branding increases the likelihood

of consumption.

H3: Younger consumers | z-test 2.87 0.004 Younger audiences are more
are more influenced susceptible to aspirational branding
by branding than older messaging.
consumers.
H4: Alcohol branding t-test 4.20 <0.001 |Lifestyle-focused branding
leads to increased strongly appeals to young
consumption in adults, influencing consumption
consumers. behaviors.
HS: Tobacco branding ANOVA F(2,147)=8.42 0.0007 | Branding incorporating cultural
increases the likelihood elements outperforms global
of first-time use among branding significantly for the
youth. products selected in this study.

Hypothesis 4: Tobacco and alcohol brands in Kazakhstan use aspirational and lifestyle-driven
advertising to attract consumers and encourage product consumption. To test this hypothesis, the
researchers compared product consumption rates under aspirational versus non-aspirational advertising
using z-tests. The results revealed a significantly higher consumption rate among consumers exposed
to aspirational messaging (z =4.21, p <0.01). This finding supports previous research by Pechmann
and Shih and Muravyev, demonstrating that lifestyle-oriented advertisements, particularly those
emphasizing aspirational values, can significantly influence younger consumers’ desire to purchase
tobacco and alcohol products [6, 18]. The study suggests that aspirational advertising is particularly
effective in creating emotional connections and encouraging consumption, especially among youth.

Hypothesis 5: The effectiveness of tobacco and alcohol branding in Kazakhstan is influenced by
both local cultural factors and global advertising trends. To explore this, the researchers conducted
a regression analysis to examine how regional culture, including aspects such as tradition and social
status, interacts with global branding strategies to shape the effectiveness of tobacco and alcohol
marketing. The analysis revealed a significant positive association (B = 0.62, p < 0.01) between
local cultural factors and global branding trends, indicating that the combination of both cultural
elements enhances the effectiveness of branding efforts. This finding is consistent with the arguments
of Bremmer and Smith & Dunlap, who contend that the interplay between local cultural values and
global advertising strategies can create a powerful marketing force [19, 20]. The study highlights that
branding in Kazakhstan benefits from a nuanced understanding of both local cultural nuances and
international advertising trends, suggesting that global brands can successfully adapt their strategies
to resonate with local consumer identities. In conclusion, these findings provide important insights
into the multifaceted nature of branding in Kazakhstan. Aspirational advertising and the integration of
local and global branding strategies have proven highly effective in influencing consumer behavior,
particularly among younger audiences. The research underscores the power of marketing in shaping
perceptions and consumption patterns within the tobacco and alcohol sectors in the country.

Discussion and Presentation of Findings

This research showed that brands highly influence the clients’ behavior towards tobacco and
alcoholic products in Kazakhstan. Research shows that branding strategies help reduce the perceived
harm associated with this product. Similarly, Snyder & Hamilton and Pechmann & Ratneshwar
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conducted empirical works that support this finding [3, 15]. The data indicate that consumers,
particularly younger segments, perceive products as less harmful when they are branded in an
appealing manner. This shows the impact of aspirational branding strategies used by alcohol and
tobacco firms. The study found that my university-going children are most vulnerable to the effects
of branding. The findings of Potluri et al. and Kozlov and Tarasov are consistent with this, indicating
that advertising campaigns have more influence on younger generations in emerging markets [1, 16].

Research suggests that brands in Kazakhstan should continue to deliver lifestyle and aspirational
messaging, as these substantially influence consumption. Hastings et al. found that young adults’
greater exposure to alcohol and tobacco advertising correlates with more frequent consumption,
which is further supported by the positive relationship that we observe between advertising and
consumption [17]. In addition, the significant results of the t-test and z-test show that ‘exposure
to brand through lifestyle and aspirational advertisements significantly increases consumption,
especially amongst young adults. This finding confirms the claims of Pechmann and Shih and
Muravyev [6, 18]. These results show that advertising campaigns have an impact beyond awareness
as aspirational branding speaks to the desire for social identity and status, making it a powerful
motivator for young consumers in Kazakhstan. The research also found that local culture and global
advertising influenced branding. Furthermore, this intersection helped make branding effective in
Kazakhstan. It is vital, above all, in the context of Kazakhstan, which is influenced by global trends.
Bremmer and Smith and Dunlap argue that emerging-market branding strategies must balance global
trends and local culture [19, 20]. Brands need to follow the paths of local consumers rather than
simply what is trending globally. Because local consumption holds deeper cultural significance,
global brands must account for this in their global communication. In sum, the research emphasizes
the growing impact of branding on the purchasing behavior of youth in Kazakhstan. The findings
show that tobacco and alcohol companies successfully used branding to sell their products to young
adults by associating them with glamor and social status. As branding affects consumers, particularly
youth, the findings call for robust regulations to control this practice. Governments and health
organizations should be aware of the power of branding and its impact on the public. Smoking and
drinking are harmful, and advertising campaigns that change the way people feel and act should
be altered. The studies by Saffer and Dave and Hastings et al. could inform counter-campaigns in
Kazakhstan, demonstrating the harms of tobacco and alcohol consumption to reduce the influence of
branding among youth [7, 17].

Conclusion

Branding plays a significant role in shaping consumer behavior toward tobacco and alcohol
products in Kazakhstan, particularly among younger consumers, according to a recent study. The
findings highlight that branding strategies focusing on lifestyle and aspirational messaging have
a substantial impact on consumer perceptions and consumption behaviors. Specifically, the study
reveals that advertisements make tobacco and alcohol products appear less risky to consumers, with
young people being especially vulnerable to these marketing tactics. The research further underscores
the joint influence of local cultural factors and global advertising trends as key determinants of
branding strategy effectiveness in Kazakhstan’s market. The study also suggests that branding
strategies in the food industry can be similarly effective in attracting consumers, demonstrating how
brands can influence purchasing decisions across various sectors. Moreover, the research emphasizes
the potential impact of legal regulations, such as restrictions on advertising harmful products, which
could reduce the demand for tobacco and alcohol, particularly among younger demographics.
However, the study has several limitations. The sample size was relatively small and predominantly
composed of university students, limiting the generalizability of the findings. Including a more diverse
sample, such as older adults and individuals from rural areas, would provide a more comprehensive
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understanding of how branding affects various population segments. Additionally, reliance on self-
reported data introduces a risk of bias, such as social desirability bias or inaccurate recall, which may
influence the results.

Furthermore, the research focused exclusively on tobacco and alcohol products; expanding
the scope to include other harmful products, such as sugary drinks or fast food, would provide a
broader perspective on the role of branding in influencing consumer behavior. Future studies could
address these limitations by expanding the sample to include a wider range of ages and regions
within Kazakhstan. Investigating whether branding effects are consistent across demographic groups
and geographic locations could yield valuable insights. Comparative studies with other emerging
markets could also uncover differences in branding strategies and consumer responses, offering a
more global perspective. Longitudinal studies tracking consumer behavior over time would provide
a clearer picture of the long-term effects of tobacco and alcohol branding. Additionally, research
examining the impact of regulations on harmful product advertising, particularly in digital and social
media environments, could shed light on how online advertising influences consumer behavior,
particularly among younger generations. As digital advertising continues to grow, understanding its
role in shaping future consumption patterns will be crucial in developing more effective public health
policies.
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KAYIITEH OJIETKE:
BPEHIMHI KAYVIIITI ©HIMIEPIETT KASAKCTAH/IbIK
TYTBIHY I BLJIAPABIH MIHE3-KYJKBIH KAJIAN KAJTBINITACTBIPAIBI

Anjgarna

Byn 3epTrey Temeki, aJKOrojb JKOHE €CIPTKI CHSKTBI KayilTi eHIMIEpre KaTbICThl OpPEHIMHITIH ocepiH
Tanjayra OarbITTaJFaH >KOHE TYTHIHYIIBIIAPBIH Kalaybl, CEHIMI MEH CaThlll ally MiHE3-KYIKbIHA Oaca Haszap
aynapaznpl. COHBIMEH Karap, Oy pakTopiaapIslH SpTYpil AeMorpadusuIblK ToNTapaa koHe OpeHa Typaiisl xabap-
JApIBIK JCHTeliHe OalTaHBICTHI Kallail @3repeTiHi KapacThIPBULABL. 3epTTey COHMA-aK 3USHIIBI OHIMIep i OpeHI-
TEYIIH STHKAJBIK CANJapblH JKOHE YITTBHIK PETTEy TETIKTEePiHIH MyHAal MapKeTHHTTIH JXKarbIMCBI3 dcepiepiH
azaiTynarel pesiH Tajnaiasl. CapanmbuiapAblH MiKipiHine, OpEeHIUHT TYThIHYIIBIIAPIbIH MiHE3-KYJIKbIHA eJleyJIi
BIKIAJI €TeJli, COHABIKTaH OyJI Macene, dcipece TYTHIHYIIBUIAP/bIH JCHCAYIIbIFbIHA KEpl acep eTeTiH OHIMAep/Il
OHJIIpETIH cayanapia, 3epTTeylIiep/iH Ha3apblH ayaapbin oTelp. Ockl 3eprrey Kazakcranmarbl TeMeKi KoHe
QJIKOTOJIb HapbIKTApbIHA Has3ap ayjapa OTBIPBIN, OPEHIMHI CTPATEeTHsIapbIHBIH KAayilNTi ©HIM CaHATTAPbIHIAFbI
TYTHIHYIIBUIAPABIH TaHAAybIHA Kajlail ocep eTeTiHiH Oaramayra OarpITTainFaH. TYTHIHYIIBUTAPIBIH MiHE3-KYJIKEI,
OpeHsKe aganfplK JKOHE 3USHABI OHIMACPAI MAPKETUHTTEYIIH ATHKAJBIK ACMEKTUIepl JKOHIHACTI KOIIAHBICTAFBI
FBUIBIMU 9JIeOHeTTepre CyileHe OTBIPBIN, 3epPTTeyAe OPEHIMHITIH TYTHIHYIIBUIAPABIH KaObUIAAybl MEH TYTHIHY
YJITIIEpIH KaJbINTaCThIPYAArbl POl aHBIKTAJIbL. 3epTTey OapbIChIHA HETI3ri )KoHe KOCBhIMILA JIepeKTep Ke3uepi
naiananpuibin, KazakcTan HapbIFbIHIAFB! TYTHIHYIIBIIAP/IBIH OPSHIMHTKE JIETeH Ko3KapachklH Oarajiay MaKcaThIH-
Jla cayaJlHama >KYpriziiani. 3epTTey HOTWKellepi OpEeHAMHITIH TYTHIHYIIBUIAPIBIH MiHE3-KYJIKbIHA aiTapibIKTan
ocep eTeTiHIH KepceTTi JlereHMeH, 3USHIbI eHiMnepre KaTBICTHI OipKarap IMmieKTeynep 0alKaumbl. DTHKAIBIK Mo-
CeneNepAiH KYIIEri KoHe JIeHCAYIIbIKKA Kaym KaTep Typasibl KOFaMJBIK Xa0apJapibIKThIH apTybl HOTHKECIHIIE
OpeHanHT 6¥pLIHFI)IFa KaparaH/ia THIMJUTITiH Oenriti 0ip Aopekesie KOFalITKaHbl aHBIKTANIbl. 3epTTEYiH Heri3ri
HIeKTeyIepiHiy 0ipi — oHbIH Tek KasakcraH HapbIFbIHA OAFBITTANTyYbI, COHJIBIKTAH allbIHFAH HOTHoKelep xahaHIbIK
JICHI€i/IeT] TYTHIHYIIBIIAPIbIH MiHE3-KYJIKBIH TOJIBIK KaMThbIMaybl MyMKiH. COHBIMEH Karap, ©3iHIK ecernke He-
Ti3/eJITeH cayajHama JIEpPeKTEpiH MaijanaHy >KayanTapblH Oip>KaKThUIBIFbI BIKTUMAJIBIFBIH TybIHAAaTa bl by
3epTTey JaMyIIbl HAPBIKTAFb! TYTHIHYIIBUIAPBIH MiHE3-KYJIKbI Typasibl TYCIHIKTI KeHEITe OTBIPBII, 3USTHIBI OHIM-
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Jiepii OpeHITey/IiH STUKANBIK aCleKTiIepiHe KaThICThI FBUTBIMU TiKipTanacTapra yiec Kocasl. COHbIMEH Karap, ol
STHKaJIBIK MaceJIesiep MEH PeTTey IapalapblHbIH KYIIC01 KaFAailbiH1a OPEeHJMHTTIH THIMIUIIT 03repil )KaTKaHbIH
KepceTell JKoHe cascaTkepiepre, OM3HeC OKiJepiHe jKoHE 3epTTeyIIiepre MaHbI3Abl TYKBIPHIMAAP YCHIHA/IBI.
3epTTey HOTIDKENepi 3USH/IBI OHIMIEPl OpSHITEeY Al PETTEUTIH KaTaH HOPMATUBTIK TalalTapIblH KAKCTTLTITIH 1e
aTar KepceTei.

Tipek ce3nep: OpeHAMHT, TYTHIHYIIBUIAPBIH KaObUIaYbl, TEMEKI KOHE aJIKOT0Jb MapKETHHT1, JICHCAYIIbIKKA
Kayin ¢axropnapsl, Kazakcran HapbIFbI.
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OT OTACHOCTMU K ITPUBBIYKE: .
KAK BPEHIUHT ®OPMUPYET NHOBEJAEHUE NIOTPEBUTEJIEN
B KABAXCTAHE B OTHOIIEHUH OITACHBIX TOBAPOB

AHHOTAIUA

Lenpro JaHHOTO HMCCIIeIOBaHMs ObLT aHAIN3 BIMSHUS OpeHIMHra Ha OIacHbIe TOBAPhI, TaKue Kak Tabak, al-
KOTOJIb ¥ HApKOTHKH, C aKICHTOM Ha MOTPEOMTENILCKUE MPEANOYTeHHUS, JOBEPUE 1 MOKYIIAaTeIbCKOE MTOBEACHHE.
Taroke U3ydanock, Kak 3TH (aKTOpbl pa3IMYaloTCsl B 3aBUCUMOCTH OT JeMOrpadUuecKuX XapaKTePUCTUK U YPOBHS
y3HaBaeMocTH Openza. Kpome Toro, B McClieJOBAaHUH pacCMaTPUBAIMCh ATHUECKHE MOCISICTBIS OpESHIHHTA BPEe/I-
HBIX TOBAaPOB U TO, CMSTYAlOT JIM HAIIMOHAJIBHBIC IPABUJIa HETaTHBHBIE ITOCIIEACTBUSA TAKOTO MAPKETHHTa. DKCIICPTHI
CUHUTAIOT, YTO OPEHIMHT BJIMSET Ha IOBEJCHUE NOTpeOUTENCH, IPUBIIeKas BHUIMAaHUE UCCIIeA0BaTeNel, 0COOEHHO
B OTPACIIsiX, MPOJIAIOIIMX IPOILYKIINIO, HETaTUBHO BIIMSIOLIYIO Ha 3710pOBbe MmoTpedureneil. JlanHoe uccienoBanme
OBUIO COCPEIOTOYEHO Ha Ka3aXCTaHCKOM PBIHKE CHUTApeT M aJIKOTOJIs, YTOObI OLCHNUTh, KaK CTpaTeruu OpeHanHra
BIIMSIIOT Ha BBIOOp MOTpeOuTEsel B KaTeropusax ONacHbIX TOBapoB. OMHPAsCh HA CYIIECTBYIONIYIO JIUTEPATYpy T10
MIOBEJICHUIO MOTpeOHTeNeH, JOSIIBHOCTH K OpEeHIy W 3THYHOCTH MapKEeTHHIA BPEJHBIX TOBApOB, HCCIEIOBATEIb
CTPEMUJICS OTIPENeNTUTh, (POPMHUPYET U OPEHAMHT BOCHPHUATHE W MOTpebiaeHne notpedbureneii. Mcmonp3oBanach
KOM6I/IHaIlI/I$I TMEPBUYHBIX U BTOPUYHBIX UCTOYHUKOB JAHHBIX, a TAKKE OBLI MPOBEACH OIIPOC AJId OLICHKU OTHOIIEC-
HUS TOTpeduTeNel K OpeHANHry Ha Ka3aXCTaHCKOM phIHKe. Pe3ynbraThl mokasaiy, 4To OpEeHIMHT OKa3bIBaeT 3Ha-
YHUTEJIFHOE BIMSHHUE Ha NOBe/IeHNE noTpeduTeneid. OHaKo B OTHOIICHUU BPEAHBIX TOBAPOB OBUIN BBISBICHBI OTIpE-
JICJICHHBIC OTPaHMYCHUA. B yCIIOBUSIX pacTyIIUX 3THYECKUX NPOOIEM M MOBBIICHHUS OCBEIOMICHHOCTH O PHCKax
IUTA 3710pOBBS PPEKTHBHOCTh OPSHIMHTA OKa3anack HIKe, 4eM paHbIre. VccienoBanne ObIIO OTpaHIYCHO TEM,
YTO OHO OBIIIO COCPEOTOYCHO Ha Ka3aXCTAaHCKOM PBIHKE, KOTOPBI MOJKET HE B IIOJIHOM Mepe OTpakaTh INI00aIbHOE
MOBCACHUC HOTpe6I/ITeHeﬁ B OTHOUICHUHN BPCAHBIX TOBAPOB. KpOMe TOro, MCIIOJIb30BAaHUC AAHHBIX CaMOOTYCTA B
OITpOCe MOIVIO MPUBECTH K MPEIB3STOCTH OTBETOB. /laHHOE MCCIieJOBaHWE BHOCUT BKJIaJ B JIMCKYCCHIO 00 3THY-
HOCTH OpEeH/IMHTa BPEAHBIX TOBAPOB, NPEIOCTABIIAS HH(POPMAINIO O TIOBEICHUH ITOTPEOUTENeH Ha pa3BUBAIOIIEM-
cst peiHke. OHO MOAYEPKUBACT 3BOIIONNIO 3P (PEKTHBHOCTH OpeHANHTA Ha (JOHE PAcTYIIMX ITHYECKUX MPOOIEeM U
HOPMAaTHBHBIX Mep, ITpeyIaras IIeHHbIC BBIBOJIBI UL IIOJIMTHKOB, OU3HEca U HcclegoBaTeneil. VcenenoBanue Taxke
HOTYEPKUBACT HEOOXOAUMOCTE 00JIee CTPOTHX MPaBUII, PETYIUPYIOMNX OPSHIUHT BPEIHBIX TOBAPOB.

KiaioueBble cioBa: 6peHI[I/IHF, BOCIIpUATHE HOTpe6HTeJ’IeI71, MAapKECTUHT Tabaka u AJIKOT'OJIA, PUCKH IJId
310POBbA, Ka3aXCTaHCKUI PBIHOK.
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