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ABSTRACT

The Purpose of this research is to identify, within contemporary scientific literature, assessment of the
impact of Country of Origin (COO) factors and ethical appeals on sustainable consumer behaviour and brand
equity in the food market of Kazakhstan. The purpose of this systematic literature review caused by the search
the dominant influencing factors and to assess the sufficienc of existing research methodologies within the
stated geographic context.

Methodology. The study uses a systematic analysis protocol, as well as sources and literature screening
from databases Google Scholar and ScienceDirect. The materials were systematically analysed and classified
according to the research methodology (quantitative, qualitative, and mixed methods) and their relevance to
the Kazakhstani food market.

Originality/value. The review is the first scientific synthesis of the literature on country of Origin (COO)
and ethical appeals, especially in relation to the food market in Kazakhstan. It clearly identifies and justifies a
critical geographic gap in research, highlighting the discrepancy between global research frameworks and the
need to obtain localized consumer insights in Central Asian markets.

Findings. The analysis shows that the Country of Origin is the dominant factor shaping consumption per-
ception and brand equity in the food sector, while ethical appeals play a secondary, reinforcing role. An
important finding is the lack of research on these consumer behaviour factors in the context of Kazakhstan,
demonstrating that modern methodological approaches are insufficien to fill this knowledge gap in geographi-
cal context, despite the fact that mixed methods are the most prevalent approach in the broader literature.

Keywords: country of origin, brand equity, ethical appeals, sustainable consumer behaviour, food market,
systematic literature review, Kazakhstan.

INTRODUCTION

Market competition resulting from globalization has integrated imports into domestic markets. As a result,
consumers have greater access to a broader range of products and services, giving them more flexibility in their
decision making [1]. With this market diversification, consumers no longer classify products just by traditional
standards such as quality or price, but have also begun to consider other factors, such as ethical responsibility
and national identity [2].

For instance, ethical narratives such as green/eco-friendly practices, fair-trade certification, locally sourced
products and other charitable initiatives, along with the country-of-origin effect, are increasingly influencing
consumer preferences and purchasing decisions [3; 4]. Therefore, it is also crucial for companies to thoroughly
understand consumers’ needs and wants, as well as the cultural dynamics of the market in order to develop
their sustainable competitive advantage and refine their marketing strategies [5; 6].

In Kazakhstan, a developing market economy with low tariff barriers, there is a growing trend of national eco-
nomic protectionism alongside ethical consumption [7]. This is particularly evident in the food market, where sup-
porting local food production is increasingly viewed as a source of national pride and marker of credibility [5; 7].

The primary research problem is the lack of exploration into how ethical appeals and country-of-origin
influence the development of domestic brand equity in Kazakhstan’s food market. Most studies on ethical
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appeals, such as those by Zhanakova et al. [8] and Rasulova et al. [9], tend to focus on issues like food security,
policy reforms, and trade tariffs within the Kazakhstani food market. On the other hand, research on country-
of-origin related to cultural and national identity in Kazakhstan— exemplified by the studies of Spehr and
Kassenova [10]—primarily addresses the Kazakh language, civil identity, and politics, with limited attention
to how these factors influence the development of the food market.

Similarly, the research exploring customer behavior in connection to the food industry is scarce. The re-
search conducted by Aitzhanova et al. [7] on Generation Z consumer behaviour in Kazakhstan considered the
effects of country-of-origin on home appliance products. However, food products remain a major area for ex-
ploration, as they are essential products consumed daily worldwide and form a crucial part of most consumers'
lives, regardless of their living conditions and economic circumstances. Very few research studies measure the
combined effect of ethical appeals and country-of-origin on domestic brand equity, especially related to food
markets of emerging countries like Kazakhstan.

The critical analysis of existing literature identifies crucial factors of influencing Kazakhstani consumers’
behaviour in choosing between local (or even regional) and international food products. More specifically,
we aim to establish whether the primary motivational factor for the consumer behaviour is country-of-origin
effect or ethical aspects such as fair trade and sustainability, as well as which of these two applies a stronger
influence on consumer decision-making. To analyse studies in this field, the literature is sourced from Google
Scholar and Science Direct databases. The selected studies are further examined based on their contexts, year,
and the methods employed. This step is fundamental as it determines whether the methods currently used by
authors in the field are sufficien to fill research gaps or if alternate methods should be explored to resolve the
research problem.

From this perspective, the research questions that need to be addressed through systematic literature review:

1. What research methods are employed by authors to examine customer preferences related to the country-
of-origin effect and ethical appeals, and their effect on brand equity

2. How is the literature distributed in relation to methods used in ScienceDirect and Google Scholar regard-
ing the impact of country of origin and ethical appeals in food market, and which of these methods have been
utilized the most?

3. Are these methods sufficien to fill the existing research gap in identifying customer preferences toward
country-of-origin and ethical appeals?

4. Based on systematic literature review, and further analysis of the selected literature, which factors,
country-of-origin or ethical appeals like sustainability or fair trade is more dominant?

MAIN PART

The research uses a systematic literature review to build a complex understanding of the interrelation be-
tween country-of-origin effects, ethical appeals and their impact on brand equity.

The systematic literature review refers to a scientific research methodology that involves the systematic
identification, synthesis, and critical analysis of existing studies within a specific field, and its aim is to accu-
mulate and evaluate all existing empirical evidences according to predetermined inclusion criteria, paving the
way for a comprehensive foundation in reference to a specific question or hypothesis [11].

Currently widely used for systematic literature reviews, the SALSA framework (Search, Appraisal, Syn-
thesis, Analysis) is a comprehensive, sequential method consisting of four main stages: search (formulation of
research question and selection of the database), appraisal (certain inclusion and exclusion criteria to existing
literature along with quality assessment), synthesis (methodically extracting and categorizing the information),
and analysis (interpreting the results and deriving meaningful conclusions). This method helps to reduce bias
by illustrating that the research procedures are clear and systematic, ensuring the findings and conclusion more
reliable for academics and practitioners to support actions and well-reasoned decisions [12].

The use of SALSA framework in this study is presented step by step in the following sections.

Search

To analyse potential opportunities and find answers to the posed research questions concerning the influ
ence of country of origin and ethical appeals on brand development and the formation of sustainable consumer
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perception, data for this systematic review was gathered from well-established academic databases Scien-
ceDirect and Google Scholar. These databases are commonly employed because they help to reduce biases
associated with manual study selection while also providing an organized structure that facilitates exhaustive
and systematic searches [13].

The databases were selected because they offer broad academic coverage across different disciplines while
providing access to high-quality, peer-reviewed publications. For example, ScienceDirect provides access to
a vast number of scientific articles managed by Elsevier and is recognized as one of the most frequently cited
sources in academic research. Meanwhile, Google Scholar, despite a few limitations such as the lack of a com-
prehensive publisher or journal list and an unclear peer-review process, features an advanced search mecha-
nism that makes it highly effective for retrieving citations that may not be included in other databases [12].

The keywords used for the review included “country of origin effect”, “ethical appeals™, “brand equity”,
“dimensions of brand equity”, and “Kazakhstan”, ensuring both topic- specific narrowing and geographic rel-

evance in the search process. A summary of the methodology, including the number of searches conducted, is
provided in the Table 1.

Table 1 — Systematic reviews of the existing literature through main keywords

. . . Number of
Database Searching String Searching Terms articles

Google Scholar Main Searching terms | “country of origin” AND “brand equity” 23,900
(found in article title, “country of origin” AND “brand equity” AND “mixed-method” 1,090
z‘:)stract, keywords) “ethical appeal” AND “brand equity” AND “Kazakhstan” 408
Secondary Searching “ethical appeal” AND “brand equity” 290
terms (found in de- “ethical appeals” AND “brand equity” AND “mixed method” 48
scription and review | “cthical appeals” AND “brand equity” AND “qualitative method” 12
parts) “ethical appeals” AND “brand equity” AND “quantitative methods” 27

“ethical appeal” AND “brand equity” AND “Kazakhstan” 5

“country of origin” AND “brand equity” AND “Kazakhstan” AND

“qualitative method” 3
“country of origin” AND “brand equity” AND "Kazakhstan" AND 37
“mixed method”

“country of origin” AND “brand equity” AND “Kazakhstan” AND 25

“quantitative method”
Science Direct Main Searching terms | “country of origin” AND “brand equity” 437
(found in article title,
abstract, keywords)
(;Lecon dary Searching “country of origin” AND “brand equity” AND “quantitative 27
terms (found in de- methods”

scription and review “country of origin” AND “brand equity” AND “qualitative methods” 17
parts) “country of origin” AND “brand equity” AND “Kazakhstan”
“ethical appeal” AND “brand equity”

“ethical appeals” AND “brand equity” AND “mixed methods”
“ethical appeals” AND “brand equity” AND “quantitative methods”
“ethical appeals” AND “brand equity” AND “qualitative methods”
“ethical appeals” AND “brand equity”” AND “Kazakhstan”

Note — compiled by the authors based on the analysis of data from the specified search database

“country of origin” AND “brand equity” AND “mixed-method” 25

Olo|(o|D|WwW|Wn

As shown in Table 1, search queries for the phrases “country of origin” and “brand equity” yielded 23,900
articles in the Google Scholar system. The highest number of articles selected was 1,090 for the combination of
“country of origin”, “brand equity”, and “mixed method”. This was followed by 408 articles for “ethical appeal,”
“brand equity”, and “Kazakhstan”; 290 for “ethical appeal” and “brand equity”’; and less than 0.2% for other con-
sidered phrase combinations, confirming a very small number of studies on them in the specified search system.
Regarding the Kazakhstani context, the most studies were found for the phrase “ethical appeal”, “brand equity”,
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“Kazakhstan” (408), representing 1.7%. Very few studies were found for the phrases “ethical appeal”, “brand
equity”, and Kazakhstan” — only 5 or 0.02%. This is explained by the fact that scientific interest in the country’s
ethical appeal and its brand equity within this geographical context has only just begun to emerge.

In the ScienceDirect database, only 437 scientific research results were found for the phrases “country of
origin” and “brand equity”. Furthermore, when adding qualitative and mixed methods to these phrases, the
number of articles barely exceeded 6%. For the Kazakhstani context, only 0.02% of articles were found con-
taining the combination of “country of origin”, “brand equity”, and “Kazakhstan”.

Thus, scientific articles on Kazakhstan concerning its ethical appeal and brand equity are notably under-
represented in international databases, indicating a substantial research gap in this area.

Appraisal

The evaluation of the studies, based on inclusion and exclusion criteria, initially involves reviewing the
title, abstract, and keywords provided by the authors presenting such research results [14]. At the next stage
of applying the SALSA method, the full article or source is carefully examined through a manual review. A
flowchart describing the literature selection process following PRISMA guidelines (Figure 1) would enhance
the research study’s outcomes by presenting a clear and systematic approach [15].

To evaluate articles on the research topic, records from Google Scholar and ScienceDirect were used.

In the preliminary identificat on stage, 23900 articles related to the Country of Origin (COO) context were
discovered via Google Scholar, which was then filtered down to 290 articles specifically related to Kazakh-
stan. In contrast, for the Ethical Appeals (EA) topic, no further filtration was required, as its database already
provided a manageable set of 290 articles.

A slightly different strategy was applied for ScienceDirect, in which for COO and brand equity topics, the
search was broadened beyond Kazakhstan to include more general studies. For example, the search for ethi-
cal appeals originally returned only three articles, requiring minimal further filtration. During the screening
phase, the dataset was refined based on the research methods employed in the articles- qualitative, quantitative,
or mixed methods. Additionally, for some categories, we added a “Related to Kazakhstan filter during the
screening to narrow the data as some initial searches did not include this criterion.

( Identification of via

Records removed before
screening.
Google Scholar: for COO,
Records not related to

Records identified from™:
Scholar
for COO and n= 290 EA — Kazakhstan removed (n
& Science Direct (n = 437 for =23492)
= COO and n=3 for EA)
—J
l Records sub-divided for COO:
Google Scholar: Records sub-divided for EA:

Mixed Method (n = 37) Google Scholar:
Qualitative Method (n= 31) Mixed Method (n = 48)
Quantitative Method (n=25) <: Qualitative Method (n = 12)
» | Science Direct: Quantitative Method (n = 27)
Science Direct (n = 437 for Mixed Method (n = 25) Related to Kazakhstan (n=5)
COO and n=3 for EA) Qualitative Method (n= 17) Science Direct

l Quantitative Method (n=27) Total (n=3)

Records screened
Google Scholar (n = 408 for
COO and n = 290 EA]

Related to Kazakhstan (n=5)

Reports sought for retrieval
Scholar (n =93 for COO Reports not retrieved:

and n = 92 for EA) Scholar:

Science Direct (n = 74 for COO * | For EA, duplicated with other methods (n =18)

and n=3 for EA) For COO, duplicated with other methods (n=12)

Screening

Included

l Direct: Du in Google Scholar

and with other methods (n=21)

Reports assessed for eligibility
Scholar (n = 74 for EA

and n=81 for COO)

Science Direct (n = 53 for COO

and n=3 for EA)

l
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Studies included in review
Google Scholar(n = 16 for EA
and n=23 for COO and n=4 out of
these 23 related to Kazakhstan)
Science Direct (n=3 for EA and
n=9 for COO)

Reports excluded:

For EA-

Google Scholar: Reason 1: not related
to the field (n =43)

Reason 2: in another language besides
English (n =15)

Science Direct: none (n=3)

For COQ:

Google Scholar: R n 1: not related
to the field (n =50)

Reason 2: in another language besides
English (n =3)

Science Direct: Reason 1: not related
to the field (n=32)

Reason 2: cannot be accessed (n=2)

Figure 1 - PRISMA Flowchart
Note — compiled by the authors based on [15]
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Furthermore, to ensure the relevance of studies and data integrity, duplicate articles that appeared in both
Google Scholar and ScienceDirect or within each dataset were removed. It assures a clean set of unique records
that is related to this study. Articles outside the marketing domain, those not in the English, or those inaccessible
for full review were also excluded during the final screening. As a result, the final dataset consists of 13 articles
specifically related to COO, and 19 articles related to EA contexts, aligning closely with the aim of this research.
Therefore, as a result of the appraisal stage of the SALSA method, based on the inclusion and exclusion criteria,
a total of 32 articles on broader COO-related research were selected for the systematic literature review.

Synthesis — Summary of the SALSA Method

The synthesis part includes extracting and categorizing the relevant information from the selected papers
to gain insights and generate conclusions. The process integrates the thorough collection of core data from the
selected studies based on criteria such as the year of publication, types of research methods employed - either
quantitative, qualitative, or mixed - and the country where the study was conducted [12]. Table 2 depicts the
key variables for summarizing the selected articles and their description.

Table 2 — Synthesis of the selected articles based on the SALSA Method

# Criteria Categories Justificatio
1 2 3 4
1 Year of Publication |Before a specific yea Studies published before 1990 were discarded to ensure relevance of the data.
2 | Method Mixed, qualitative, or To gain insights into methodological trends and improve contextual
quantitative understanding.
3 Study Origin Countries involved in the | To describe the geographical distribution of the studies:
research Mixed-method research primarily focuses on Kazakhstan, whereas qualitative
and quantitative studies involve other regions due the limited scope before
filtering to Kazakhstan, as shown in the appraisal section
Note — compiled by the authors based on [12]

This synthesis primarily focuses on articles published after 1990 that studies countries, where Kazakhstan
is partially considered a country of origin for research objects or is compared with other states. Ultimately,
our main analysis concerns the type of research methodology used - either qualitative, quantitative, or mixed
methods - and compares their applications in the selected articles.

Analysis

At this of the SALSA method, a comparative analysis of the selected literature is conducted, describing the
similarities and differences in methodological approaches and key findings. In accordance with the established
practice of conducting systematic reviews [12], the analysis in the SALSA method serves to identify strengths
and gaps in existing methodologies, forming a cost-effective basis for developing a theoretical model. Key
sources relevant to this research topic are analysed in Table 3.

Table 3 — Analysis of the key sources

Ne Autll;g:eand Source Research Objective Methodology Findings
1 2 3 4 5 6
Achabou, The effect o ..
Dekhili, & Journal pf COO on COO significantly affect
1 Strategic . Survey preference
Hamdoun Marketin consumer preferences for ecological for ecological products
(2021) [16] & products in developing states gical produ
European , .
) Rasulova et al. Research Competitiveness analysis of food Comparative Ifoajlaljtlisttiiz EuftO;)t(iillni Zrme:nl:
(2018) [9] Studies market in Kazakhstan statistical analysis p .
fragile
Journal
. American . .
Asgari & Journal of | Study on the effect of COO on purchase o OO image copmder'ably
3 Borzooei . . . Quantitative survey | affects purchase intentions of
Marketing intention of halal brands
(2015) [17] Research halal products

Ne 2 (167) 39 Volume 2 No. 167




YJITTBIK SKOHOMUKA: TAMY BAT'BITTAPHI
NATIONAL ECONOMY: DEVELOPMENT VECTORS

Nurgaliyeva, D.
(2023) [7]

in Kazakhstan's home appliance market

Ne Autll;(;:eand Source Research Objective Methodology Findings
1 2 3 4 5 6
Universal .
. The influenc
Azadi, .Youseﬁ, Joumal.Of of COO Positive COO image
4 & Eydi (2015) Industrial . . .
. image on brand equity enhances overall brand equity
[18] and Business in sports apparels Survey
Management P PP
The impact of COO on food
Schnettler et al. FQOd The role of COO in food consumption consum.ptlon. preferences
5 (2008) [19] Quality and (case of developing country) Survey (especially in a case of
Preference ping Ty similar/ identical products
with similar attributes)
The role of COO as a
Bal.<er & Journal pf The effect of COO as a competitive strong positioning strat.egy
6 Ballington Strategic advantace Conceptual paper | /Consumer ethnocentrism
(2002) [1] Marketing & influence purchasing local
brands
0,
. NielsenlQ o Nearly 75% of global
Nielsen (2016) . Brand origin's impact on global consumers consider COO
7 (industry . . Consumer survey . .
[20] purchases and buying intentions crucial in purchasing
report) .
decisions
Journal of Consumers’ willingness to pay is Consumers are willing to pay
8 Park (2018) [3] | Consumer related Quantitative survey | more for ethically conscious
Marketing to their moral causes products
Consumers choose local and
9 McEachern et Journal' of Emphasis on farmers' markets and local Interviews / ethlcally.sourced food bgsed
Marketing . on the idea of supporting
al. (2010) [21] consumerism surveys .
Management local economic development
. Journal of | Brand local integration & the impact of Consumers resist brands that
Kipnis et al. . . 4. o . .
10 (2012) [13] Marketing | ethnocentrism on consumers’ decision | Qualitative study either overly integrate or
Management making ignore local culture
International
Jain & Bariar Jourr}al of The mediation effect of COO on brand SEM . | COO effect partially mediates
2019y 27 | Business equity formation (structural equation brand equit
and Data quity modelling) quity
Analytics
Balabanis & There is misperception
. Journal of . . . .
Diaman- . . . Classification of brand identity; Many
12 International | How consumers perceive brand origin . .. . :
topoulos (2008) Marketin based experiment | misidentify COO, affecting
[23] & brand identity formation
. . . . Main factors such as national
Ostrovskiy, . Examines socio- psychological o . . .
The Service . . Quantitative survey | identity, patriotism, country-
Garkavenko, & . factors affecting consumer purchasing . L .
13 . Industries . and statistical of-origin effect influenc
Rybina (2019) behaviour in Kazakhstan . RO .
[5] Journal analysis consumers’ decision-making
process
W., Liao, T.-T., | Journal of To explore the factors that create a . P
14 . . - . Survey between consumers' national
& Lin, T. M. Y. | Marketing patriotic brand image identity and their purchase
(2020) [24] | and Logistics yand e p
intentions
Aitzhanova, 25 aratnal sssesoment of
D., Kim, L., To examine the country-of-origin effect . .
. KazGUU . . . .. o perceived quality based
15 | Niyetbek, A., & . on Generation Z's purchasing decisions | Quantitative survey , .
Repository on a country's reputation

and an emotional, patriotic
drive to buy local

Note — compiled by the authors based on [12], [14]
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Based on the analysis of the 15 selected literature in Table 3 (both related to Kazakhstani context and global
practices), it can be concluded that the data strongly suggest that the country of origin (COO) is the dominant
and more fundamental factor. Numerous studies confirm that the country of origin (COO) significantly influ
ences consumer preferences, purchase intentions, and brand value, and this conclusion is especially relevant
in the context of Kazakhstan, where factors such as national identity and patriotism shape consumer choice.

While ethical appeals are recognized as an important factor, research shows that consumers are willing
to pay more for moral considerations and locally produced products. However, this is seen as a secondary
topic in the literature. Thus, the review positions the country of origin (COO) as the main driving force in this
market, while ethical requirements like fair trade and sustainable attributes are likely to act as an additional
distinguishing factor that can add value to the brand once the critical aspect of its origin is positively identified

CONCLUSIONS

The systematic literature review was based on four key research questions aimed at defining the method-
ological framework for identifying the impact of country of origin (COO) and ethical appeals (EA) on brand
equity. The results of the analysis of databases such as Google Scholar and Science Direct provide a clear
picture of current research trends and, more importantly, identify a significant and specific gap that this study
also aims to address.

In the literature review, the first research question aimed to identify which research methods are utilized to
investigate customer preferences regarding the influence of country-of-origin and ethical appeals, as well as
their impact on brand equity. The review reveals that research in this direction primarily centre on three signifi
cant methodologies. The literature draws upon a combination of quantitative, qualitative, and mixed-methods
approaches. This indicates that the complex relationship between country of origin (COO), ethical appeals like
sustainability and fair trade, and consumer perceptions requires both statistical generalizability and a thorough
contextual understanding.

The second research question of this systematic review concerned the distribution of the literature and the
most utilized methods in ScienceDirect and Google Scholar search engines. The data reveals distinct meth-
odological distributions and preferences in given databases. The investigation found that a mixed-methods
approach is the most widely used, with 110 studies employing this strategy. This is followed by quantitative
(79 studies) and qualitative (60 studies) methods. The dominance of mixed-methods reflects a consensus on
the importance of combining numerical data with thorough qualitative insights to provide a more complete
understanding of the marketing phenomena. Moreover, Google Scholar yielded significantly more pertinent
records than ScienceDirect, indicating its wider adoption as a source in this field of study.

Nevertheless, the results obtained allow us to draw a definitive conclusion regarding the third research
question of the study: whether these methods are sufficien to fill the existing research gap. The small number
of studies devoted to Kazakhstan shows that these methods have been properly applied in particular context, as
a result of which the preferences of local consumers have not been studied to a large extent. While the chosen
methodologies are rigorous, their application has not been fully leveraged to address a critical geographical
and contextual shortcoming. The verification procedure required the elimination of 23,492 entries retrieved
from Google Scholar as they were unrelated to Kazakhstan. Ultimately, only a small part of the included stud-
ies (for example, 4 for country of origin and 5 for ethical appeals in Google Scholar) were dedicated to the Ka-
zakhstani context. Therefore, this apparent discrepancy highlights a significant gap in research on Kazakhstani
consumer preferences. The existing methodologies, despite their adequate structure, have not been sufficientl
used to study the unique cultural, economic and social factors that shape consumer preferences in Kazakhstan.

In conclusion, this systematic review answers the fourth research question that the country of origin (COO)
is the dominant and more fundamental factor influencing consumer perception and brand reputation, while
ethical requirements play a secondary but valuable and reinforcing role. The literature convincingly indicates
that the country of origin acts as the main heuristic factor that largely shapes purchase intentions and perceived
value, which is especially important in the context of Kazakhstan, where national identity and patriotism
actively influence consumer choice [5; 7; 17]. Despite the fact that ethical principles, including environment
friendliness and fair trades, are recognized as influenced — often justifying price increases and promoting
loyalty — they are positioned in the literature as a secondly differentiating factor [3; 18].
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Thus, for the Kazakhstani market, a positive perception of the origin of a product is an essential prerequi-
site. Ethical qualities of the product subsequently become a powerful factor that can enhance brand value once
fundamental criterion of the country of origin (COO) is met [2; 5].

However, given conclusions are constrained by certain limitations inherent in this review. The main ob-
stacle is the limited amount of existing literature specifica ly dedicated to Kazakhstan, which has necessitated
heavy reliance on global research and, consequently, on a small final sample of articles directly relevant to the
country. This limitation does not negate the main findings, but emphasize the preliminary nature of the findings
and highlight the urgent need for preliminary local research to gain a clearer and more detailed understanding
of this market.

In order to address the research gap on the impact country of origin factors and ethical appeals on sustain-
able consumer behaviour and brand equity in Kazakhstan’s food market, future studies must adopt a strictly
contextualized approach with mixed methods. This involves developing a consistent study, starting with a
quantitative survey to assess the prevalence of country of origin (COO) and EA influence on brand equity
indicators and sustainable consumption metrics, followed by qualitative focus groups to explore the cultural,
social, and economic factors underlying these preferences. By adapting the research tool to Kazakhstan’s
conditions and using a stratified sampling strategy, the study would provide detailed information necessary to
promote both academic discourse and marketing practices in this emerging market.

Overall, the results of given research will also contribute to the advancement of knowledge by systemati-
cally categorizing and analysing the existing literature on how cultural and ethical appeals affect consumer
behaviour and brand equity in under-researched emerging markets with transitional economies, such as
Kazakhstan [18]. It is also necessary to understand which factors Kazakhstani consumers prioritize: either
intrinsic product attributes like price and quality or brand image and status symbol [7]. As a result, the study
will address a significant gap in the country-of-origin (COO) and ethical consumerism by providing relevant
evidence regarding local consumer preferences in demographic profiles and their co-creation of such equity
in home brands.

The practical significance of given systematic review on the impact of country of origin (COO) factors and
ethical appeals on sustainable consumer behaviour and brand equity in Kazakhstan’s food market is crucial
for both international marketers and local Kazakhstani companies. By convincingly identifying the lack of
context-specific research, this review signals to practitioners that applying global data on the country-origin
and ethical standards in the Kazakhstani market is a high-risk strategy. For international brands, this highlights
the need to invest in local market research to understand which countries of origin are perceived positively
and which ethical values, such as support for local communities or concern for the environment, resonate most
deeply with Kazakhstani consumers. These ethical practices encompass sustainable consumption, which in-
cludes environmental protection and waste reduction [3].

The practical context of the current systematic review equally covers vital aspects such as social justice, fair
labour practices, community support, and religious observance (such as Halal certification) [17]. Moreover, it
provides a recommendation for domestic companies to strengthen their brand reputation by strategically em-
phasizing their “Made in Kazakhstan” status and effective y conveying ethical standards aligned with national
values [5]. Ultimately, this study serves as an important guideline for transitioning business strategies from
assumptions towards evidence-based and culturally-sensitive marketing practices in Kazakhstan.
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KA3AKCTAHHBIH A3BIK-TYJIIK HAPBIFBIH/IAFBI TYPAKTbBI TYThIHY IIBIJIBIK
MIHE3-KYJIBIKTAFbI TAYAPbIH LIBIKKAH EJII MEH 9TUKAJIBIK HOPMAJUIAP

9. . Tokceitit!", JI. K. Baiimaramoerona’
"Hapxo3 YuusepcureTti, Anmmarsl, Kazakcran PecryOaukacsr

AHIATIA

Byn sepmmeydiy maxcamer Kazipri FeUIBIMHU 97icOMeTTepAe Tayap eHAipeTiH en pakropnapeiHbH (Country
of origin - COQ) 3xoHe 3TUKAJIBIK HOpMAIAPAbIH TYTHIHYIIBUIAPABIH TYPAKThl MiHE3-KYJIKbIHA JKoHE OpeHITIH
KazakcTanHBIH a3bIK-TYJIIK HApBIFBIHAAFE OcfelliHe ocepiH Oaranay Oomblm TaObuTamel. Jlepexke3mepii
XKYHeI IOMybIH MaKcaTbl 0ackiM ocep eTylnl (akTopiap/bl i3/eyre *KoHE MOIIMIICITCH TeorpadusIIbIK
KOHTEKCTT1 €CKepe OTBIPBII, KOJAaHBICTAFbl 3ePTTEY dJiCTeMeNepiHiH KEeTKUTIKTUIIrH Oaranayabl aHbIKTayFa
0aliIaHBICTHI.

9dicHamacsl. 3epTTeyae XKyieni Tanmay xarramachl, coHmai-ak Google Scholar xone ScienceDirect
JIEPEKKOpIIapbIHAH JICPEKKO3/Iep MEH ojIeOMeTTep/i ipiKTey KOJIaHbUIbl. Marepuangap xkykeni Typle
TaJIIaHIbl )KOHE 3ePTTeY 9JiCHaMachIHa (CaH/IbIK, CaajibIK )KOHE apajac 9[IicTep) )KOHE OJlapbIH Ka3aKCTaH IbIK
A3bIK-TYJIIK HApBIFbI YIIiH ©3CKTUTITHE COUKEC JKIKTEII].
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3epmmeyoiy Oipeeetinici / KynOwiwiewl. by mony mbikkad eii (COO) xoHe STHKAJIBIK HOpMasiap Typaibl,
ocipece KazakcraHnarbl a3bIK-TYJIK HapbIFbIHA KATBHICTHI 9/ICOMETTEP/II AJIFAIIKBl FHUIBIMU JKAJIbLIAY OOJBII
taObanel. O skahaHAbIK 3epTTey Kyihenepl MeH OpTanblk A3Hs HAPBIKTAPBIHAAFBI TYTHIHYIIBUIAP TYPajbl
aKnapar ajxy KaKeTTiIri apachlHAAFbl COMKECCI3MIKTI KOPCETETIH 3epTTeyepAeri MaHbI3Ibl TeorpadUsIIbIK
AJIIAKTBIKTEl HAKTHI aHBIKTANIbI KOHE HET13 eI,

3epmmey nomuoicenepi. Tannay xepceTKeHAeH, MIBIKKaH €1 TYTBIHYJbl KaObLIIay bl JKOHE a3bIK-TYJIIK
CEKTOPBIHJAFbl OPEHATIH OCENiH KalbINTacThIpaThiH OachiM (hakTop OOJIBINT TaObUIAABI, Al STHKAJIBIK
TananTap Killiripim, KymenTeTiH pe aTkapausl. Apanac dficTep HEFYpIIbIM KeH 9Ae0HeTTe HeFYpIIbIM KeH
TapaJiFaH Tocia O0JIbIN TaObUIATHIHBIHA KapaMacTaH, Ka3ipri 3aMaHfbl 9[iCHAMAJIBIK TACUIIED reorpadusibik
KOHTEKCTe Olnmimzieri OyJI OJKBUIBIKTHIH OPHBIH TONTHIPY YIIIH KETKIJIKCI3 eKeHiH KepceTeTiH KaszakcraH
OOMBIHIIIA TYTHIHYIIBUIAPABIH MiHE3-KYJIKBIHBIH atanFad (akropyapbl OOWBIHINA 3epPTTEYJICp/AiH OOJIMayhI
MaHBI3/IbI TY>KBIPHIM OOJIBIT TAOBLIAIbI.

Tyuin co30ep: MWBIKKAH eIi, OPEeH I KalluTalbl, STHKAIBIK YHICYJIEP, TYTHIHYIIBUIAPIBIH TYPAKThl MiHE3-
KYJIKBI, a3bIK-TYJIIK HApBIFbI, oie0neTTepre xyieni moiy, KazakcraH.

CTPAHA ITPOUCXOXKIEHUSA U STUUYECKHUE HOPMbI B YCTOMYUBOM
HOTPEBUTEJIBCKOM NOBEAEHUHN HA ITPOJ1OBOJIbCTBEHHOM PBIHKE
KA3AXCTAHA

9. JI. Tokceiiir!", JI. K. Baiimaraméerona’
"Vuusepcurer Hapxo3, Anmatsl, Pecniyonuka Kasaxcran

AHHOTALOUSA

Lenvio 0anno20 ucciedo6anus ABISETCS BbIBICHUE B COBPEMEHHON HAyUHON JINTEPATyPe OLIEHKU BIUSHUS
(dakxTopoB crpanbl npoucxoxaeHus topapa (Country of origin - COO) u 3THYECKHX HOPM Ha yCTOWYHMBOE
[IOBEJICHUE II0TpeduTelell U penyTanuo OpeHa Ha Ipo10BoIbCTBEHHOM phiHKe Kazaxcrana. Llens naHHoro
CHCTEMaTH4YecKoro 0030pa MCTOYHHKOB OOYCIIOBJIEHA MOMCKOM JOMUHHPYIONIMX BIHSIOIUX (AKTOPOB H
OIIpeJe/ICHUs OLEHKH JOCTaTOYHOCTU CYILECTBYIOIIUX METOMOJOIHH HCCIeJOBaHUs C YUE€TOM 3asIBICHHOIO
reorpaguyeckoro KOHTEKCTa.

Memooonoeua. B ucciaeqoBaHUM HCIONB30BAINCH IIPOTOKOJI CUCTEMATHYECKOIO aHalu3a, a TaKke
BBIOOpKa MCTOYHHMKOB W JIUTEpaTyphl U3 0a3 maHHbIX, Google Scholar u ScienceDirect. Marepuanbl Obln
CHCTEMaTHYeCKH MPOAHATM3UPOBAHBI M KIACCU(UIIMPOBAHBI B COOTBETCTBHU C METOIOJIOTHEN HCCIIeIOBAHUS
(KonMUYecTBEHHBIE, KAYECTBEHHBIE M CMEIIAHHBIE METOJIbI) U UX aKTyaJIbHOCTBIO JUISl Ka3aXCTaHCKOT'O PHIHKA
MIPOIYKTOB TIUTAHHS.

Opuzunanvrnocmu/yennocms uccneoosanus. O030p SBISETCS EPBBIM HayYHBIM 0000IIEHHEM JINTEPATY PhI
o crpane npoucxoxaerus (COO) u 3THIECKUX HOPMax, 0COOCHHO B OTHOILIEHUH PBHIHKA MPOAYKTOB MMUTAHUS
B Kazaxcrane. B HeM deTko ompenensercss 1 000CHOBBIBACTCSI KPUTHUYCCKHU Teorpad)uuecKuil paspbiB B
HCCIIEIOBAHUSX, TIOTYEPKUBAIOIINI HECOOTBETCTBUE MEXKTY TII00aTbHBIMH HCCIIEJOBATEILCKUMH CHCTEMaMHU
1 He0OXOAMMOCTBIO MONTyueHHsT HHpOpMaIMK 0 IOTPeOUTEINsIX Ha peiHKax LleHTpanbHOi A3uu.

Pesynomamul uccnedosanus. AHaIN3 NOKa3bIBACT, YTO CTPAaHA IIPOUCXOKACHUS SIBJIETCS JOMUHUPYIOLIUM
(hakTopom, OPMUPYIOIINM BOCTIPUATHE TOTPeOICHNS U PelyTalfio OpeHa B IPOI0BOJILCTBEHHOM CEKTOpE,
B TO BpeMsI KaK dTHUECKHE TPeOOBAaHUS UTPAIOT BTOPOCTEIICHHYIO, YCHIIMBAIOIILYIO POJIb. BakHBIM BBIBOZIOM
SIBIISIETCSL OTCYTCTBHE HCCIEIOBAHMI yKa3aHHBIX (DAaKTOPOB MOBeleHHs moTpeduteneit mo Kazaxcrany,
JEMOHCTPUPYIOIINX, YTO COBPEMEHHBIEC METOA0JIOTUIECKUE TIOAXO0/IbI HEJIOCTATOYHBI JJISl BOCIIOTHEHUS ATOTO
npo0era B 3HAHUSX B reorpadMuecKoM KOHTEKCTE, HECMOTPS Ha TOT (DakT, YTO CMEIIAHHBIC METOBI SIBIISTIOTCS
HanboJiee pacIIpOCTPAHEHHBIM ITOIX00M B OoJiee IUPOKOI IuTeparype.

Kniouesvie cnoea: crpaHa NPOUCXOXKICHUS, KamnuTal OpeHJa, STUYEeCKUe TpeOoBaHUs, YCTOHUUBOE
MOTPEeOUTENBCKOE TOBEICHUE, IPOJIOBOJILCTBEHHBIN PBIHOK, CHCTEMAaTHIECKUIT 0030p TuTeparypsl, Kazaxcran.
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ESG-TPAHC®OPMALIUSA YHUBEPCUTETTEPIIH
BOCEKEI'E KABIVIETTIVIII'THIH ®AKTOPBI PETIH/IE

A. T. YckenenoBa'', A. Haypoizoexosa?, K. Y. CeBuHOB®

'on-®apabu areiHaarel Kazak yiTThIK yHUBepcHuTeTi, AnMatbl, Kaszaxcran
2XK.A. Tamenes atsinnarsl yauBepcureti, Llsivkent, Kaszaxcran

STamkeHTCKUI roCcy1apCTBEHHBIN TeXHUUECKUil yHIBepeuTeT nMeHn Mcenama Kapumosa,
TamxkenT, Y30ekucran

AHHOTALNMUS

3eprrey ESG yHHBEepCHTETTEPiHIH CTPATETHSUIBIK, TYPAKTHI JaMybIHA SKOJOTHSIIBIK, OJIEYMETTIK JKOHE
Oackapy IPUHIMITEPIH OIPIKTIPY KAXKETTUTITIHEH TYBIHAANABI. BYJ1 oapaeiH 6ocekere KaOUIETTIIITIH apTThI-
pazsl, 6ipak COHBIMEH Oipre jkaHa Kap KbIIBIK, YHBIMIACTHIPYIIBUIBIK KOHE OSIeN Il TOyeKeIIep i Ty AbIpaIbl.
Toyekennepai 6ackapyra MyMKIHIIIK OEpeTiH jkoHe OuTiM Oepy HapbIFBIHAAFB YHUBEPCUTECTTEPAIH MO3UIINS-
CBIH KYIIEHTETIH TpaHChOopMaIiis MOICIIIH 931pJiey 63¢KTi MiHAET OOJIBIT TaOBLTAIbI JKOHE TYPAKTHI JaMy MEH
CTPATETHSIIBIK OacKapyFa KyHen Ke3KapacThl KAMTaMachl3 €Te/Ii.

3epmmeyoiy maxcamol — ESG KarmmaTTapblH, THIMII TOYEKeIIepai 0acKapyabl )KOHE TYPAKTHI JaMy Mak-
caTTapbIHa KOJI XKETKI3y i OIpIKTIpy apKbUIbI OJapIbIH 0ocekere KaOiIeTTUIIrH apTThIPY YIIiH Ka3aKCTaHIbIK
YHHBEPCUTETTEPIiH TpaHChOopMaIHs MOAEIIH 93ipiey.

3epmmey a0icmemeci. 3epTTey Ka3aKCTaHJbIK YHUBEPCHUTETTEPJIIH TYPAKTHI JaMyblHa JIETCH Ke3Kapac-
TapbIH Tajlnayabl xoHe onapasiH ESG KaruaTTapblH €HTi3yre JalbIHIBIFBIH Oaranaynbl KaMThiabl. Herisri
IKOJIOTHSIIBIK, SJIEYMETTIK JKoHE OacKapy ToyeKelepi, COHIali-aK XalbIKapajblK apeHa a YHUBEPCUTETTEPAIH
Oacekere KabIETTUTITIH apTThIpaThIH (hakTopiap aHbIKTanabl. Tangay Herizinae ESG-Hi cTpaTerusibik xoc-
napiiayfa, COHBIH IMIIHAE JKayanThl pecypcTapibl 0acKapyabl, dJIeyMETTiK OarnapiiaMaiapibl, allbIKTBIKTHI
apTTHIPY/IBI KOHE 0acKapy ATHKAChIH OipiKTipy OOMBIHINA YCHIHBICTAp YCBHIHBUIABI. OJIEYMETTIK HHKIO-
3UBTUTIKTI, 9KOJIOTHSUIBIK TYPAKTBUIBIKTHI )KOHE IHUQPIBIK TpaHC(HOPMAIUSHBI apTTHIPYFa OarbITTAIFaH Xallbl-
KapaJbIK TOXKIprOe MeH )KePTUTiKTI epeKIIeNiKTep i €CKepEeTiH YHUBEPCUTETTEP/1 TpaHChopMaIusiay MOl
o3ipieH i, OYIT oJTapAbIH 09ceKere KaOlIeTTIIIr MEH KapKbUTBIK TYPAKTBUIBIFBIH KAMTaMachI3 €TE/I.

3epmmeyoiy 03in0ik epexutenici (Kynowiibl2bl). 3epTTey 0ocekere KaOUIETTITIKTI )KOHE OPHBIKTHI JaMy bl
apTTeIpy yiniH KazakcTaHHBIH XallbIKapajIblK TOKIpHOECi MEH epeKIIeNiKTepiH eCKepeTiH TayeKenaepai 6ac-
Kapy MeH ESG-karmmatrapslH OipiKTipeTiH YHUBEPCUTETTEP I TpaHCHOopMaIusIay MOACITIH YChIHABI.

Hotmxenep 5KOIOTHSIIBIK TYPAKTBUIBIK, dJICYMETTIK KayarnKepIliTiK jKOHe THKAIBIK 0acKapy YHHUBEPCH-
TETTEPIiH OeneriHe, HHBECTHIMSUIBIK TapTHIMABUIBIFBIHA KOHE KAPKBUIBIK TYPAKTHUIBIFBIHA oCcep €TETiH 09o-
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