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SOCIAL SCIENCES

FTAXP 03.20.00
0. Bonamxan®, JI. Kynvinmair?
LI Yonuxanos ateiapars! Tapux xoHe DTHOIOrUS MHCTUTYTHI,
Anmarsl K., Kazakctan
215 rumHa3us MekTe6i, Anmatsl K., Kazakcran

KAIAJT YE3I KYHAEJIKTI ©OMIPIHAE HOHITA
BAUJIAHBICBIHBIH AJIATBIH OPHBI

Anparna. Makama 1867-1917 xeimpapnarsl Kaman yes3i mormmra
OailJTaHBICBIHBIH JaMy Tapuxbl 3epTTeyre apHanrad. XIX f. II-mi kapThIChl —
XX r. 6acel apanbirbiHaa Kazak mamaceiHAarbl ye3aep Oip yakbITTa JOCTYpIi
aliKpIH KOPIHICTEPMEH Karap, TYCIHIIpyJep MEH HWrepysiepre OeiimiaenreH
KAHAIIBUIIBIKTAp KOPIHIC TamKaH oJIEYMETTIK MOJEHU OpTalbIKTap peTiHIe
KaJIBINTACThl. byJl maTmianblK YKIMETIHIH SCKEpPH-CasiC MaKCaTTapblH JKY3ere
acelpy konbiHma XIX f. [ skapTeichiHaH Oactam oOpHajacy >KaFbIHaH
KOJIAaWJIBUIBIFBIHA YJIKEH MOH OepiireH OCKiHICTep cally OpeKeTiHIH HOTHIKeCi
eni. Ocwl opaiia ayKpIMIbl Ka3aK TEPPUTOPHUACHIHIA MOMITAIBIK OaliaHbIC
OpHATy epeKILeTIKTEePiH KapacThIpy MaHbI3/IbL.

Tyiiin ce3nep: Kaman ye3u, KyHAETIKTI ©Mip, TOILITAa KbI3MET] TAPUXBI.

**k*

AnHoTanus. CTaThd TOCBSIIEHA HCCIEIOBAHUIO UCTOPUU PA3BUTHS
noutoBoi cBsi3u Kananbckoro yesna B 1867 — 1917 rr. Bo Bropo#i nojoBuHe
XIX u B Hauane XX BekoB ye3abl Kazaxckoi crenu BMECTE C TPaIULIMOHHBIMU
MPEACTABICHUSIMHU, PAa3BUBAINCh KaK COLUUAIBHO-KYJIbTYPHBIE LEHTPBI,
KOTOpble ObUIM  TOTOBHl NPHUHMMATh HOBBIE pEHIEHUS B  CBOEH
KHU3ZHEJEATEILHOCTH. ITO OBLIO UTOTOM JICHCTBUIN CTPOUTENHCTBA YKPEIUICHUI,
B LENAX HCIOJHEHUS 3aJay, MOCTaBJIEHHBIX LAPCKOW BJIACTHIO, HAYATOW B
nepBoii monoBuHe XIX Beka, TAe YAEMSUIOCH OONBIIOE BHUMAaHHE UX
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pacnojyiokeHuto. B 3Toil CBA3M Ba)KHO M3Yy4UTh OCOOEHHOCTH YCTAaHOBIJICHHUS
CBSA3U B Ka3aXCKOM CTEIU.
KiaroueBblie ciioBa: Kamanbckuii yes, ObIT, HCTOPUS TOYTOBOM CBS3H.

*k*k

Abstract. This paper reviews the history of the development of the post
service of the Kapal district in 1867 - 1917. In the second half of the XIX and at
the beginning of the XX centuries, the districts of the Kazakh steppe, together
with traditional ideas, developed as socio-cultural centers that were ready to
make new decisions in their life. This was the result of the construction of
fortifications, in order to fulfill the tasks set by the tsarist government, which
began in the first half of the 19th century, where great attention was paid to their
location. In this regard, it is important to study the features of establishing
communication in the Kazakh steppe.

Keywords: Kapal County, life, the history of postal service.

XIX #. [I-1mmi sxapTeicel — XX F. 0acel apanbirbiHaa Kaszak mamaceragars
ye3zaep Oip yakbITTa AOCTYpJil alKbIH KOpPIHICTEpMEH Karap, TYCIHAIpYJep MEH
urepynaepre  OeHiMJAENreH >KaHAIIBULABIKTAp KOpIHIC TamKaH oSJIeyMETTIK
MOJIEHH OpTAJIBIKTap PETIH/E KAJIBINTACThI. byl MaTmanbIk YKIMETIHIH 9CKepH-
casici MakcaTTapbIH Xy3ere acwlpy x)oubiHAa XIX . I skapTeichlHaH OacTan
OpHAJIacy aFblHAH KOJIAWJIBUIBIFBIHA YIKEH MOH OepiuIreH OeKkiHiCTep cany
OpEKETIHIH HOTHXKECI eIl

Kaman XIX racwipasiH ekinmi xapteickiga Oprta Asus MeH Peceit
HMMIICPUSCHIHBIH Tayap OHEPKICIOIHIH JaMybIH/1a €PEeKIlle OPhIH ayFaH. T apuxbl
XIX racwIpapiH opTackiHa Kapail Ka3zakcTaHHBIH OHTYCTIK OOJIBICTapBIH JKOHE
Opta AszusHbl Oip>koJia Kaylam ajy >KOCIapblH JKY3€re achlpyabl Makcat
eTKeH marma ykiMeTiHiH Kanan Oekinicin canran 1847 >kpingaH Oacrajajibl.
Keitinnen,  1848-1850  »ok.  KOHBIC  ayJapylIbLIapAblH — aJFaliKbl
MapTUSIIApPbIHBIH KeyiMeH «CTaHulara», lne Amaray eyikeciH OarbIHABIPY
MakcaTbIH/Ia XKiOepiIeTiH AKCIIC TUITHSIIAPABIH OapJIbIFbI Kananna
KacakTaJlaThIHABIKTaH o7 1850 >xpuimaH Oactam MaHBI3ABI JCKEPU TIPEKKE
aitHangel. Kaman ockepu okpyri Kypeutran 1854 »kbuibl alfMakTBhIK Kaa
neHreiline xerepuireH. 1867 »xputel 11 minpene Oekitrinren «Kerticy koHe
Ceipmapuss obOnbicTapblH 0ackapy Typallbl YyaKbITIIa epeke» OoWbIHIIA
Kaman ye3i optansifel TamkeHT Kamackl OoJbil TaObLIaThiH TypKicTaH
reHepai-ryoepHaTOpIIbIFbIHA, OHBIH imiHAe JXKeTicy oOnbIcbIHA KapacThl 0OJIIbI
[1].

1867 xbUBl k00a OoiibiHIIA TYpKICTaH ©JIKEeCiHAE ACKEepH KoHE
a3aMaTThIK OWIIKTI OIpIKTIpUIIN, OKIMIIUIIK OWIIK TIeHepal—TyOepHaTopFa
kewmipingi. Kaman yesiHae ry0epHaTOpPIBIKTBIH OacThl KTl ye3[iK OacIibl
6osFaH. Ye3 ockepiH 6acKapy, THIHBIIITHIKTHI CaKTay, XKepriTikTi OKIMILILTIK eH
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COTTap KbI3METTEPiH OaKplIay, CaIbIKTap MEH aJlbIMAAP/Ibl dKUHAY, KOJIIAp MEH
KOMIpJIepAiH CalbIHYbIH, XaJbIKTBIK aFapTYIIBUIBIK JKOHE KOHBICTaHY
KO3FaJIBICTAPbIH KaJlarajay, ye3/Ieri OHEpKACill IeH cayJaHbl JaMbITy iCTepiHe
XKayanTbel OosiFaH ye3 OacHIbICBIHBIH MiHAeTiHe 1877 skpuiman O6acran Kaman
KaJachlH 0acKapy >KYMBICTapbl KOCBLIFaH.

Kanaun ye3i okiMmrisik 6ackapy TYPFBICBIHAH €Ki yJacKeleH TYpFaH:

1. Kanan yuacrorin ye3 6acmibicel Oackapradn. OHbIH KypaMbiaaa Karman
xoHe CapkaH Ka3zak cTaHunainapbl, Apacan, AGakymoB, Akcy, backan xaHa
ayblIIapbl MEH Ka3ak O0sbICTBIKTaphl: Ak, Apacan, backan-Capkan, byiien-
Axcy, byiien-Kynannel, Kynneii-XKyma0aii, Temenri Akcy, Capsitac;

2. AnteiH Emenzie ydackenmik mpucTaB jxayanTel OonraH. Kekcy xoHe
Kapa-Oynak kazax cranunanapsl, Koranbl, Ilomyrueiii, Iapuumzck,
XKanrerzaram, Kaparan sxana aybuinapsl. ['aBpusoBck neH JIyrosoii nep6ec exi
aybUIIBIK Iapya crapiblHaapbl. Kazak OonblcThIKTapeiHaH AnTbiH Ewmern,
Anpacos, banrainel, XKorapel Kapa-tan, Taynel XKanaiisip, Ine banxam, Kymrik,
Myp3aunck, Temenri Kaparan, Ceimaraes, Tas, [y, Uynakos, OHTycTik bamxamr
[2].

1867 xbUTBl ye3/IK OKIMIIUTIK KypaMbl CaHAyJbl IITATTaH TYPFaH: ye3
OacuIbl-ChIHBIH €K1 KOMEKIIICI, dCKepHu cana OoiibiHIma Oip obep-oduiep,
KEHCeJle €Kl I1C JKYpP-TI3yIl JKOHE €pIKTI TYpAe KalJaHFaH €Kl ayJapMallbl.
VYe3nik gopirep MeH KiHIIK MIemie, ye3aiK COTThI KOCHITT KapacThIPFaH 1a KaJIIlbl
ye3 OoibIHIIIA OKIMIIUTIKTIK KBI3METKEpJIEp KaTapblH Kepyre Oomaapl. Ye3
OacIIbLIapBIHBIH KOJIBIHAA OKIMIIIUTIK )KOHE a3aMaTThIK OMIIIKTIH MIOFBIPIAHYBI
Opta Asusimarsl OpbIc OMITITIHIH 9711 1€ TYpaKTaHOaFaH yKaFaibIHBIH HOTHXKEC]
JIeN TYCIHTeH TmaTmaigblK OmmK 1871 >KbIIFBI KOOANIBIK epexxe OOWbIHIIA ye3
OacmibLIapbIiH 9CKepAl Oackapy MiHjAeTiHeH OocaTkaH. Aumaiina, Kaman yesinge
oy epexxe XIX racweipaprH 80-1111 )KbUTIAPbIHA ISHIH KYIITIHE €HOCT].

Kaman ye3i TeppuropuscbiHa IIeKapaiac OEKITUIreH Ke3iHeH Oepi
Oipranail e3repTyliep MEH TOJBIKTBIPYJIap CHI3UITeH. OUTKEeHI, KopIIi ye3aep
OOJIBICTHIK-TAPBIMEH apa/iaFbl JKepre KaThICThI JayJapMeH OaillaHbICThI OOJIJIBI.
[TaTtmanelK OKIMIIUTIKTIH TMiKipiHIIEe TeoTrpadUsUIbIK TYPFBIIAH KYPri3iireH
HieKapanap >KeprulikTi Ka3aKTapblH PYJIbIK 06JiHICTEPIMEH COMKEC KeIMEreH.
OpbICc HIEHEYHIKTEpl MEH 9CcKepliepi, KemecTep, Ka3akrap, Tarapiap, caprrap,
KaJIMBIKTAp KOHE KEPruUTIKTi Ka3aKTap TYPFhIHAApHI 00BN ecenTenerin Kaman
ye31HIH KYHIENIKTI eMIipiHe dTHUKAIBIK KOHE TalMapalblK KaHIIbUIBIKTAp KUl
0ot aneim TypraH. Tarap KemecTepiHiH ToHamybl, Ka3zakrapaelH wMan
OacTapblHBIH KOFAIIybl, Ka3aKTap MEH Ka3aKTapIblH KAKTHIFBICYBI KOHE T.C.C.
IIUENIHICTIK KaFgailiapaa Ka3akTap[blH KYKBIKTBIK KOPFAHCBHI3IBIFBI ailKbIH
ce3uIin oTeIp/bl. byH1all KyHAETIKT1 eMip/ie K1l Ke3AeceTiH KaFaaiinap >kaiibl
MOJIIMETTEp/Il COJ Ke3Aeri Mep3iMaiK OachulbIMIapJaH Ke3aecTipyre 0oJiaibl

[3].
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1867 >xputbl Herizi kamanraH JKericy oOJNBICBIHBIH Oec yesiHiH Oipi
KanangslH YJITTBIK KYpaMBIHBIH JIeMOTpadusuIbIK KapTHHACK! XIX FachIpIbIH
eKiHmi >kapTeichl MeH XX . Oac ke3zepiHae 0ol anmFaH casicH JKOHE
SKOHOMHKAJIBIK ©3repicTep MeH cumnaTtTaiaisl. Kamanm ye3i XaJKbIHBIH CaHBI
MEH YJTTHIK KYpPaMbIHBIH KaiblnTacyblHa 1867-1868 k. pedopmanapasiH
ocepi KymTi Ooyapl. OUTKEH], )Kep MEMIIEKETTIH MEHIIIri peTiHJe TaHBLIBIMI,
UMITEPUSHBIH OPTAIBIK T'yOepHUsIapbIHAH KOHBIC ayJapylibuiap JIeri KemTen
kenai [4].

XKanmer Typkictan enkeci OOWBIHIIA JKYPri3UITeH XaJIbIK XaJIbIK CAHAFbI
HaKThl OoJMaraHIbIKTaH 1872 KbInFbl yakpITKa Jeiin Kaman yesinjge xanina
XaJIbIK OOJIFaHJIBIFBIH JQJI alTy KUBIH. JlereHMeH, cosl Ke3aepjeri OepuireH
CTAaTUCTUKAJIBIK €cenTepre CyleHeTiH Ooscak, mamameH, Kamam yesi
TYPFBIHAAPBIHBIH  caHbl-100952 sxerken. JKammbr yesmiH >xep Kenemi-632
HIapuIbl MAKBIPHIM. THIFBI3ABIFBI OIp MIap-IIbl MIAKBIPHIM 168 afaMHaH KelreH
[5]. Kanan yesinzme ep agamaap caHbl Kom O0JFaH. OUTKEeH1 Ka3aK oCKepIepiHiH
KONTEN OPHAJIACTBIPBLIYBIL, XKOHE KEPriTiKT1 XaJbIKTap/a /1a, KeJIIMCEK OpbIcTap
apacpelHIa /a TYy MOCEJECIHAEC €p JKBIHBICHIHBIH OachIMIBUIBIFBI OOJIFaH.
Macenen, 1868 xbumrsl MamiMerTep Ooiibiama Kaman yesi xankeiasiH 60.199 -
ep, 59.416 - oiienaep Oosran. Kazak orOachurapeiHAa AYHUETE KEITeH ep
Oamamap casbl - 9,616 (53%), an kb3 Oanamap - 8,670 (47%) Gonran. oM
KYPBUIBIMBI OOMBIHIIIA: TTIPOBOCIIABHE - €p afgamaap canbl 3.239, oltennep Oosica
- 2.021; xaromukrep - 35,1; mporectant - 5; mycbuiMangap - 53.730 epiep,
46.735 oviennep; saspryHuKTEp - 403 ep, 292 - oilen. bapabIFbl:
57422/49.052=106.474.

1914 xwute ye3ae 203770 TypFbIHBI OOJFaH, OJIAPABIH YITTHIK KYpaMbl
TeMeHieriiei: opric:16447/14084; kazak:94629/73990;  tapanmisi:13/10;
tarap: 1576/1595. backa yirrap: 763 [6].

Kaman ye3i con ke3ge Peceiimin JKericynmarbl MaHBI3IBI O€KiHIC1
OONFaHIBIKTAH IIAPYallIbUIBIK, SKOHOMHKAIIBIK, QJICYMETTIK, MOJCHU cajaja
namu Oactampl. XIX FaceIpAplH €KIHINI JKapThIChIHIA Peceliaiy cascu -
CTPATETUSJIBIK, OCKEPH, SKOHOMHUKAIBIK KAKETTUIIKTEPMIH HeEri3iHae OO
ketepreH Kaman JKericy oOnbIChIHBIH KypaMmbiHAa 1867 kbuiiaH KeiliH ye3aik
Kajla MOpTeOeCiH aifaH MEKEH MOIITANBIK KbI3METI apHalbl epeKeMEH KYMBIC
icTereH.

[Toura-Tenerpad Kamanm kamaceiMmeH BepHbI O€KiHICIH apaIbIFbIH
KaMTUTBIH NOIITAIBIK TPAKTHI allIbUIBIT )KYMBIC icTereH. Kaman noura-renerpad
KOHTOPBIHBIH XaT-Xabapiaplel JKeTKi3yne epekiie opHbl Oonasl. Kamanma
Kananblk Oackapma KypbUtFaH. Otaprnay casicaThlH TEepeHIETy MaKcaTbhIHa
apHaiiel TomorpadTap xibepinm, XKericy kepiepiHe 3epTTeyiep Kyprisim,
MOJTIMETTEp aJbIll OTHIPFaH.

XKericy o06mbIchl OOMBIHIIA KYPTI3UITeH MOMITANBIK >KoaapasiH  Kanan
ye3i TepputopusicbiMer xyprizinyl Typkicran, Cibip, KpiTaiimMen xoHe imiki
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OaiimanpicTap YUIIH MaHBI3BL 30p OosFaHAbIFbIH JKeTicy OOJBICHIHIAFBI
MOIITANBIK TOPANTAp KAkl MATIMETTEepre Hasap ayJaapy apKbUibl OaliKayra
0oJ1azibl:

Kecme 1
Kanai ye3i TeppUTOpHACHIMEH KYPTi3UITeH MoITa TopadTapbl
p/c [Tomrra TpakTinepiHin [Tomrra [TakpipbIM
aTaynapbl CTaHUUSIAPBIHBIH KeJieMi
CaHbI
1 Cepruornois cTanumace — | 42 1040 Y2

— Kanan — Bepuii —
[Mimmek —  Kapabanra
TIOIITA CTAHITUSICHI

2 | Cepruomnoins cranumacel — | 11 278 Ya
Ypxap  craHHDAacel @ —
baxTe1 6ekiHici

3 ANTBIH Emen nomTa | 8 172 %
craHuusacel — JKapkeHT —
Xaproc ceaocel

4 ITimmex xkamacel — ToxMmak | 14 371 %
cenocel  —  IlIpxkeBanck
Kajacel

5 AGaKyMOBCK momra | 3 92 %
cTaHIMACH — Jlernci Kaimacel
Kyremansi moiura | 6 155 %
craHuusicel —  Hapbin
OekiHici
Bbapibirb 84 2111

Kecrene xepcerinrenmeid Kamam ye3i apKpLibl OTKI3UITGH IIOIITA
TopaOTapbiHbIH Heri3ruiepi: CepruomnoJsib craHunackiHaH Oactan  Kaman,
Bepnsiii, Ilimmek apkbuibl Kapabanra moimra cTaHIUSACHIHA JCHIH CO3BLUIFAH
OipiHIIi XoHe eH OacThl momTa TpakTici; Exinmrici, AnteiH Emen momra
CTaHIMsICHIHAH Oactay ajbin JKapKeHT apKbUIbl Xaprocka CO3bUIFaH IOIITa
Topadbl; YrriHmrici, AOGaKyMOBCK IIOIIa CTAHLMSACHIHAH OacTajblll, KepIii
*aTkaH Jlerci ye3i opranblFbiHa JEHIHT1 momTa xoibl. Kanan e3iniH OekiHic
OoNbII  CaJbIHYy KE3IHEH JKOJ  TOpanTapblHbIH  TYHICKEH  JKepiHAae
OpHaJacKaHAbIFbIMEH epekinenenreH. COHIBIKTaH, ye3/diH OONbICTaFrbl 0acThl
Oaifianplc altMaKTapbIHBIH 0ipi 00JIybIMEH €pEKILEIEHTeH.

bapnblk  MemuiekeTTik OalyaHpicTap 1IMIKi ICTEp MMHHUCTPIIriHIH
KypamblIHa Kip/ii. Ye3e nomra-TenerpadThiK KeHcenepIiH 0emiMaepi aybUIbIK
Keplepae-ToliTa-TenerpaQTblK TIpeKTep peTiHae ymbic icremi. Kammbl
Peceeit ummepusicel OolibIHINIA mMOMITA-TeNerpadThIK OalmaHBIC cajachlHIA

9



SDU Bulletin: Social Sciences. 2020/1 (52).

KYMBIC ICTEUTIHAEPAIH XapThicbiHaH Ke0i [IM mieneyHikTepi OOJFaHIBIFBI
KOHE JIe OJapJbIH MAaTmia YKIMETIHIH IICeH[I dJeMiHE KATBICTBUIBIFBI OCINTiIi.
Baiinaneic MekeMenepiHaeri eHOCKTIH MPHHIIMITI ePeKIIeTiKTepiHe KeJCek,
aNJbIMeH, OaillaHBICIIBUIAP/IBIH )KOFAPBI aKIapaTTaHIbIPHUTYBIHA TOKTAIAMBI3.
HlapyambIIbIKTBl  TaHWLATAP, CEJIEHUENep, OOJIBICTBIKTap MEH — aybul
TYPFBIHAAPBIHBIH HET13T1 Maccachl aybI3IIa aKmapaTrtap/ sl OepyMeH eMip CypreH
Ke3ze, OalaHBICIIBUIAP/BIH OpPTAChIHAA TYPHIC aKmaparrap OachIMABLIBIK
penmai oiHamel. AKNApaTThUIBIK OOWBIHIIA TEK Oacmambliap MEH OacraxaHa
KYMBICIIBUTAPHl  OallaHBICHIBUIAPIBIH ~ JEHTeWiHe  KeTepinmi. by
OaimaHpICIIBIIApABI  OapiIbIK OKHFAIapAbl epTe jkKoHe OacKalapIaH KaKCh
OuIeTiHAIriHE Opail, IIeT alMakrarbl OIpJeCTIKTEpJeri HEri3ri eKulaeplieH
Oenai. OnapaeiH eHOEK IIapTTapbl a epekiie Ooibin Kanabl. bip sxarbiHaH
eHOeK Oip capbIHIbI 00J/bI KoHE (PU3MKAIBIK KYIITep OOMBIHINA JKYMBICIIBI-
CTAaHOKIIBLIAD KYMBICBIHA OepinmMeni. backa >kaFblHaH HaKThl MOJICHH
JeHreiiert TeXHUKaNbIK OuIripiaikTi Tadam erri. Tenerpadibl KbI3METIHE
KaHIUAATTHIKKA KaObLIAayAbIH OIpiHIII MIAPTTaphl: 4 KIIacCThl (TMMHA3USIIBIK)
OUTIM, KYKaTTapMEH >KYMBICTBIH OIpIHIIUTIK JaFJbIChl, Y3apThUIFaH alfHaJIbIM
aFBIMBIH/IAFBI ANITIAPATTAPMEH KYMBIC ICTEYT'€ TICHXOJIOTHSUTBIK JalbIH/IBIK )KOHE
neHcayablk Oomybl Tajmanm eruireH. XIX FachIpAbIH COHBIHAA TOMITAJIBIK
OaiinaHbic canacblHAa OOM amFaH KapKbIHABI kKyMbIcThl Kamam yes3i moiira
KOHTOPBI KbI3METIHEH OaKbLIIalMBI3.

Kanain xanaceiima opHaackaH KOHTOP TMOIITa KaObUIIayra ja, xxioepyre
ne OeiiMaepreH, oOJbIC, Kaja JKOHE XallbIKapaiblK OaiymaHbicTapnaa «210»
HHACKCIMEH Oenrini OonraH. XaJIbIKKa aKbBLIbl, aKbICHI3 HEri3Je KbI3MET
KepceTkeH. Mpicansl, 1895 xbutbl akpuIbl HeTi3ae 4671, akpichi3 Herizae 9381,
264 ambIK KYTTBIKTAy XaT, 172 kapamailbiM opamaxat >xibepinren. Ilomra
KOHTOPBIHBIH KbI3METIH TOJIBIFBIPAK TYCIHY MaKCaThIHAA TOMEHIET1IEH KecTere
Hazap ayaapy Kaxer.
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Kecme 2
Kaman nomra-tenerpad KoHTOPBIHBIH 1895 k. OobIHIIIA
KOPPECTOHICHIIUSIIAP KO3FAJIBICHI

TTomrranelk
AKIIIa xoHe Kibepyrep Tenerpammainap
KYH/JIbI (mocelIKanap)
MMAKETTEP Kynasr
— s} — =
3 = 2, 2 | &
= |z |z |z |8 |& |8 |&|8
= |E B |5 |3 i =
O & O Z Z
JKene | 2408 11187 | 183 3146 | - 2101 | 179
JITUITE 92
H 4 466
KaObun | 2294 33092 | 427 1267 | 427 2067 | 311 2
aHFa 1 3
H

Kecrteneri mamimeTTepre CyiieHe OTBIPHIII, IMOIITAa KOHTOPBIHBIH KBI3MET1
TEK, XaTTapMeH ajiMacy FaHa eMec, COHbIMEH Karap ye3 TYpFbIHIapblHa aKIiia
KoHEe KYHJIIbI Kara3Japlbl J>KeHENTyre HeMmece KaObLijam aiyra, 3arTai
XKeHenTynep (MochUIKa), Keaea Telerpammainap apKplUibl XabapiiamaiapMeH
anMacyra MYMKIHJIIK OepreH.

EHnpairine ocel momrTa KOHTOpPBIHAA KbI3METKEpJEpiHiH Oip KyHIHE
cunartama oepcek: Tanrbl 8-00-men 10-00-re neitin — xabap Tapary, 10-00-nen
12-00-re neitin — oHbIH cypbiniTanysl, 12-nen 19-00-re aeifin exiHii peT Tapary,
19-00-men 21-00-re neitin — cypblliTay KoHE Xalaplbl KeIIKi >KOHENTYyre
naeiaaay [7].

[Tomrra >xonmapsiMeH Oipre xyprizinres texerpad xeninepi. Kanan yesi
TEPPUTOPHUSACHIHA KATBICTHI Teerpad xemiepi:

1. ©3eH-0Oyak MOIITa CTAHIUACKIHAH O6acTanbin AGaKyMOBCKKE JCHIHT1
KOJIBl KAMTUTBIH KEi;

2. AGakyMOBCK TIOIITa CTaHIMICHIHAH OacTanbin BepHblll KamackiMeH
asKTalIaThIH JKeTli;

3. Antein Emen momrTa cranuusceiHaH Oacrtanein Kymkara peiiin
CO3BLIATHIH Kelll.
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[Toura-tenerpad Kaman kamaceiMen BepHbili OeKiHICIH apaybIFbIH
KaMTHUTBIH NOIITAJIBIK TPAKTHI allIBUIBII )KYMBIC icTereH. Kanai nmoura-renerpad
KOHTOPBIHBIH XaT-Xa0apiaapabl )KETKI3yle epeKIIe OPHbI OOJIIBI.
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MANAGING CHANGES AT A CATERING BUSINESS

Abstract. This article analyzes management approaches and decisions
of a public catering establishment in Almaty city, the Republic of Kazakhstan.
The authors of the study used qualitative research methods in order to examine
the current situation and business processes of the object of the study. The model
of three-stage change process by Kurt Lewin was used as a theoretical basis, and
such types of analysis as the affinity diagram, the stakeholder analysis, the
interrelationship diagram, and the Pareto diagram were used in order to interpret
and understand challenges in the company functioning. The main objective of
the article is to study the activities of the research object and offer
recommendations for improving its operational activities on the market. The
authors of the article claim that changes must be managed, they also state that it
is important to know how to manage successful changes.

Keywords: changes, change management, Kurt Lewin’s theory, types
of analysis, Pareto diagram, stakeholder analysis.

**k%k

Anparna. byn wmakamama Kazakcran PecmyOnukachiHbIH ~AJMaThI
KaJachIHJIAFbl KOFaMIIBIK TaMaKTaHJIbIPY OPHBIHBIH OacKapy Tociiaepi MeH
menrimvaepi  tangaHanpl. KYMBICTBIH —aBTOpJapbl 3€pTTeY OOBEKTICIHIH
aFbIMJIAaFbI XKaFJalibIH )KOHE OU3HEC-TIPOIIECTEPIH 3ePTTEY YIIIH caralibl 3epTTey
omictepin kosmanrad. Kypt JIeBMHHIH e3repicTep/liH YII KE3CHIHIH Mouaeni
TEOPUSJIBIK HETi3 PETIHAE KOJIAHBUIBIII, aln Tanjgay TeTiKTepi OOoJbIm
e3repicTep TypJiepiH OacKapy TEOpHUsCHl MEH TOKIpUOECIHC KCHIHEH TapajiFaH
COMKECTIK TrarpaMMachl, MYIJEJl TapanTaplblH Tajlaaybl, ©3apa TOYEeJIUIIK
auarpammachl koHe [lapero amarpammachl alibiHFaH. MaKaJlaHbIH HETi3ri
MakcaThl- 3epTTey OOBEKTICIHIH KbI3METIH 3epJieNiey KOHE KOMITAHHUSIHBIH
OlepanusyIbIK KbI3METIH J>KakcapTy Oo¥bIHIIA YCBIHBICTap Oepy. Makana
aBTOpJaphl e3repTyieplai Aypbic OackapymMeH Karap, COTTI e3repicTep/i
OacKapyAbIH >KOJIJapbIH OUTy KepPEeKTIriH alTaabl.

Tyiiin ce3nep: e3repictep, eo3repicrepai Oackapy, Kypt JleBun
TeOpuUsACHl, Tannay Typiaepi, [lapeTto muarpammacel, MYAJENi TapanTap.bl
TaJIay.
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AHHOTanus. B 3T0#i cTaThe aHaTM3UPYIOTCS YIPaBIEHYECKHUE TI0IX0 b
U pelIeHus 3aBe/IeHHs 00IIeCTBEHHOTO MUTaHus ropoaa Anmarsl, Pecriyonuku
Kazaxcran. ABropamu paboTbl ObLIM HCIHOJIB30BAaHBI KAYECTBEHHBIE METObI
UCCIIEIOBAHUS U1 TOrO, YTOOBbl M3YyYUTh TEKYIIYI0 CHUTyalMi0 U Ou3Hec-
npoueccel 00beKTa H3ydyeHusd. B KauecTBe TeopeTMUECKOH OCHOBBI Oblia
IIPUMEHEHAa MOJENIb Tpex cryneHerd wu3meHeHud Kypra JleBuna, a
AQHAIMTUYECKUMH WHCTPYMEHTAMM BBICTYIWJIM IIMPOKO IPUMEHSEMbIE B
TEOPUM U NPAKTUKE MEHEIKMEHTAa U3MEHEHUH Takue BMJIbl aHAJIM3a KaK —
quarpaMmma appuHUTH, CTEHKXOJIIEPHBIN aHams, JuarpaMmma
B3aumo3aBucumoctu u Ilapero auarpamma. OcHOBHas 3ajgada CTaTbU - 3TO
U3YYUTh AESITEIbHOCTh OOBbEKTa UCCIEOBAHUS U MPEIIOKUTh PEKOMEH TN
[0 YAYYIIEHUIO ONEPAallMOHHON JIEeATEIbHOCTH KOMIAHUHU. ABTOpaMHU CTaTbU
YTBEPKIAETCS, YTO U3MEHEHUSIMU HEOOX0IMMO YIIPaBIISITh, TAK)KE BAXKHO 3HATH
- KaK yIpaBJsSTh YCIEIIHBIMU U3MEHEHHUSIMH.

KiloueBble cioBa: M3MEHEHHUs, YIpaBICHHE H3MEHEHHUSIMH, TEOPHUS
Kypta JleBuna, Buapl ananu3a, nuarpamma Ilapeto, CTeHKXO0JIIepHBIN aHAIN3.

Introduction

Business conditions change very quickly in many sectors of the modern
economy. Rapid scientific and technological progress leads to the emergence of
new technologies on the basis of which new types of products and services are
developed. Moreover, spontaneous processes occur within enterprises and these
processes erode control structures and systems, violate process standards and
reduce manageability. This way, under the pressure of external and internal
circumstances, business enterprises are forced to change their own strategies,
systems and management practices.

This article is about management of business processes at a public
catering services company. The theory of Kurt Lewin has been taken as a
foundation for research since this theory explains and underscores how changes
happen in various stages of a company development. In addition to the
theoretical framework, some efforts have been applied by the authors of the
article with the aim to study an overall functioning of this catering services
providing company. Moreover, several types of analysis and their interpretation
through tables and diagrams have been used. Data for the analysis were taken
from the archival documents and from interviews with top management and
personnel of the catering services providing company.

Research methods and results

Textbooks and scholarly articles on the topic were the secondary sources
of data for this paper. In addition to it, the company documentation and archival
data served as sources of information and analysis. The authors of the article
conducted several interviews in order to clarify and identify points and agendas
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of this study. Moreover, the theory of Kurt Lewin has been taken as a theoretical
foundation of the article, which in turn provides the model of changes in the
change management field. The three-stage change model of Kurt Lewin
explains what type of changes an organization goes through in the process of its
transformation. Kurt Lewin proposed a three-stage theory of change commonly
referred to as Unfreeze, Change, Freeze (or Refreeze) [1, 2]. Therefore, taken as
a theoretical framework, the theory of Kurt Lewin helped us to analyze and
propose some changes for the object of the study.

First and one of the important stages is — “unfreeze”. This step is about
recognizing the problems of an organization and getting ready to change. It
involves getting to a point of understanding that change is necessary and getting
ready to move away from the current comfort zone. Therefore, it is about being
ready for changes.

The second stage of Lewin’s model is the step of change implementation
or transformation. Employees should also feel a strong connection with the
organization and feel their importance during the transformation period. In other
words, the second stage of the model is the stage of possible changes.

The third step is — “refreeze”. As the name implies, that stage is about
establishing stability in consequence of changes made. It means to refreeze
changes. Therefore, changes must be accepted and become a sign of stability.
Beyond the changes that have been implemented during the “change” phase,
employees also tend to revert to their old habits and routines.
Therefore, companies should respond appropriately and carry out interim
assessments, monitor and adjust in order to cope with this step [3].

“Sanim” café was taken as an object of our research. It is a company that
offers catering services for citizens of Almaty city, the Republic of Kazakhstan.
“Sanim” café was founded in 2014 by Sanim Nabikhan. The history of creation
of this café started when the owner could not find a cozy family-place to have
dinner. This fact inspired him to create his own place with all modern
conveniences. At the beginning, the cafe could accommodate only 60 guests.
Currently, the café has seats for 170 guests. During these years, there were quite
a lot changes in the management system of the enterprise and in its exterior and
interior design. Now there are 16-summer terraces, 20-winter terraces, 2-large
halls and a playground for children. Everything is made specifically for the
convenience of guests. So that, the mission of "Sanim" is to be a place of a
family comfort.

From the economic point of view, the goal of the company is to
maximize its profits by creating a pool of loyal customers. The company is
sustainable economically, has a high daily income and does not have any loans.
The average check per person is 3500 tenge and average turnover of visitors in
the summer season - 400.000 people and in winter time - 300.000 people per
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year. Waiters” wages depend on their performance. Overall, the number of
employees is about 70 people.

The idea of the paper is to reveal the state of the company and identify
essential changes that could be implemented. As stated earlier, the theory of
Kurt Lewin has been taken as a basis to analyze and implement necessary
changes in the company. Since the “unfreeze” stage of the theory implies the
analysis of the current state of affairs at an organization, the following
instruments as the “Affinity diagram”, the “SIPOC-analysis”, the
“Interrelationship Diagram” and “Pareto chart” will be used. These are
analytical tools that help to identify existing problems of the enterprise.

The “change” phase of Kurt Lewin’s theory is about making and doing
changes in the company and the “refreeze” phase refers to standardizing them.
However, since the company under investigation is just an object of research,
implementing and standardizing changes phases should be a prerogative of the
company administration. Our task is to identify challenges in the functioning of
the company and offer possible solutions to these challenges.

This way, the first tool that helps us to analyze the current situation at
“Sanim” café is the affinity diagram. It is a tool that enables brainstorming ideas
and categorizing them into groups and subgroups. The categories (problems) for
brainstorming have been collected from answers of respondents. We asked the
workers at “Sanim” café about these problems and categorized them into
groups. As a result, five main categories of problems that the enterprise
encountered with emerged (see table 1).

Table 1: Affinity table

Facilities Kitchen Service Marketing Location
There isno Wi- | Quality  of | Long- Design of | No parking
Fi. meals. waiting interior could | zone

time be better

There are no | Quality of | Bar service | There is no | Entrance is
sockets  and | food could | could be | advertisement | not seen

power-banks be better. better
for cell phones.

There is no ice- | Not sure if | There is no
machine. kitchen menu  for
equipment is | children
of high
quality

Note: compiled by the authors based on data provided by the company

As seen in the table 1, there are five main categories of problems that
have been derived from brainstorming and answers of the respondents. Each
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category has a subcategory. The workers of the café noted that there were issues
with wi-fi and with charging the clients’ telephones, they also questioned the
quality of meals and that due to lack of personnel - the time for the meal order
was long. Moreover, they stated that marketing activities were not held properly
and that the design of the interior could be better.

One more analysis tool is the “SIPOC-analysis”. The “SIPOC-analysis”
is an abbreviation and stands for “suppliers”, “inputs”, “process”, “outputs” and
“customers”. The main purpose of “SIPOC analysis” is to identify the inputs
and outputs, as well as main stakeholders (suppliers and clients) of the company.

During this analysis, it turns out that the cafe has a sufficient number of
suppliers and a corresponding number of inputs as seen in the figure-1.

Suppliers Inputs Customers
» Employees and staff * Marketing *No activity « All type of
(external) « Human in social customers
+ Customers (external) Resources media / No (external)
« Suppliers of goods - Management of dNeglvery/ . stud_epts
(external) administration commercials T [amilies
« Standards of the process L *  handymen
Ministry of Labor and « Facility / - «  businessmen
Social Protection of Building
the RK (external) eHmph'Oyee /
+ Medical permission tulrgr]mver o
» Standards of el
Ministry of National RS
Economy of the RK /' No
(external) branches /
No
franchising

Note: compiled by the authors based on data provided by the company
Figure 1: The SIPOC-analysis

Data for this analysis were collected by means of interviewing the owner
ofthe café. This way, in the “suppliers” section there is a large number of people
and companies who are somehow involved in the cafe functioning according to
all standards. This list includes everyone from staff to individuals who
contribute to the daily operation of the company indirectly. Meanwhile, relying
on the “customers” section, we can observe a usual customers list. Based on the
location of the cafe, it is determined that the cafe is mainly visited by people
who live, study or work near this area. In other words, the percentage of visitors
who purposefully come to the cafe is quite small. On the other hand, there are
some inputs and outputs that the organization tries to do in order to improve its
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working conditions. As for the invested inputs, it seems that there are no
expected outputs. First and one of the main input is - marketing activities that
the organization does. Even so, as an output we have gotten such kind of things
like: no activity in social media, no delivery, no commercials, no joint projects.
These problems could be due to other problems as low motivation of employees,
lack of knowledge and could relate to a high rate of employee turnover. In one
words, the human resources function of the company must be improved. Also,
it can be inferred from the analysis that “Sanim” cafe is not customer-oriented
enough.

Now we are gradually moving to the “interrelationship diagram” which
shows the relationships between existing problems. We have collected problems
from the previous tools and organized them in such a fashion in order to
determine which one has a stronger influence. We have found out that poor
management and incompetent personnel are driving factors that inhibit the
development of the company and other problems are indirect consequences of
the above mentioned problems. Therefore, it has become obvious that the
company management should reconsider its approaches in managing café and
revisit its hiring practices because there are complaints related to personnel
performance (see Figure 2).

a) absence of
bar service

b) Poor
management

d) Absence
of children
menu

c) Long
waiting time

Figure 2. Interrelationship diagram

“Pareto chart” is a tool that allows the company to distribute efforts to
resolve problems and identify the main reasons why the company needs to
change something. The data for the Pareto chart has been taken from the
previous tools (see Figure 3).
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[ 0,
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10 — 14
— 10 %

Location  Advertisement Facilities General look Price

Figure 3. Pareto chart

We have identified that the following five problems — location,
advertisement, facilities, general look and price could be used to begin our
analysis. We asked for the logbook of the company and literally counted the
number of complaints of the clients to each stated problem. Overall, we looked
at 166 complaints in the loghook of the cafe and found out that 78 complaints
that constituted 47% of all complaints generated by the café clients was location.
Majority of clients stated that the location of the café was a problem, it was not
easy for them to get there, it was almost hidden among other buildings and that
this was a challenge for them to get there. Other clients were not glad about the
marketing aspect of the cafe, they stated that it was an occasional coincidence
for them to learn about this café (34 complaints and the percentage share is
20%). Fifteen clients complained on the facilities and on the absence of wi-fi
zones in the café and this comprised 16% of all studied problems.

This way, it can be concluded that by resolving these three problems, the
café management can settle down 85% of all problems identified by the Pareto
chart. Such problems as — general look and prices seem to be minor problems
and can be managed accordingly.

Discussion and Recommendation

As stated earlier, the theory of Kurt Lewin was a theoretical foundation
for this article. We have relied on Kurt Lewin’s three step change model. We
have identified that only the first step (“unfreeze”) of this model could be
applicable in our research attempt since no one of us make decisions on
implementing changes that have emerged after analysis of the company
functioning. The “unfreeze” stage implies understanding the current situation
regarding operational processes at an organization. We have been able to do so
by means of analytical tools as - the “Affinity diagram”, the “SIPOC-analysis”,
the “Interrelationship Diagram” and the “Pareto chart”. The results of this
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analysis are showcased in the form of recommendations and they are as
following:

1. One of the main recommendations is to try to change management
system at “Sanim”. The analysis revealed that there were some gaps in the café
management. Well-organized and developed management system could be a
reason for other positive changes at the cafe.

2. The human resource side of the café is also suffering. The only
motivation for the most of employees is salary. Employees of the café are not
motivated enough and are not developing at all. In order to solve the problem,
it is recommended to provide workshops related to learning the customer
psychology and motivation. Teambuildings can also improve good relationships
among staff and in turn, will increase employee performance.

3. As for marketing, the café should begin its campaign and presence in
social networks. It has been identified that “Sanim” is not involved in the
development of social networks, and this fact automatically reduces the number
of its potential customers. Nowadays, social media is one of the main sources
of clients, so that using this channel of communication could bring changes into
café performance and profits.

4. To make changes in the menu is one more recommendation to consider.
The café does have a menu for children. Since the café is family oriented, the
inclusion of items of dishes for children must be attended to.

5. Moreover, adding a food delivery service may have a positive influence
on the company outreach and popularity among citizens of Almaty city.
Therefore, the café administration may consider undertaking projects related to
collaboration with delivery companies or organizing its own food delivery
services for clients.

Conclusion

To sum up, it could be said that this research project aimed at identifying
weaknesses in the operational activities and opportunities for development at
“Sanim” café. As a theoretical framework, the theory of Kurt Lewin was taken in
order to support this research. Kurt Lewin’s three step change model is widely
known theory that explains how changes at an organization are diagnosed and
implemented. The “unfreeze” step is about recognizing the problems of an
organization and getting ready to change. It involves getting to a point of
understanding that change is necessary and getting ready to move away from a
company’s current comfort zone. Therefore, it is about being ready for changes.
The “change” step is about understanding how and what is essential to do. In other
words, the second stage is the step of change implementation or transformation
[4]. The third step the “refreeze” stage is about establishing stability in the course
of changes. Changes must be accepted and become a sign of stability. During this
step companies carry out interim assessments, monitor and adjust their processes
and procedures to changes [5].
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It is noteworthy to mention that Kurt Lewin’s “change” and “refreeze”
steps have not been analyzed in the article because these steps imply implementing
and standardizing changes. The café management is in charge of realizing
necessary changes and hopefully the results of this small research project would
be taken into account in the future.

Since the object of the study was “Sanim” café and its operational
processes and activities, the authors of the article decided to conduct interviews
with top management and workers of this catering services company. Data taken
from the interviews were analyzed by means of the affinity diagram, the SIPOC-
analysis, the interrelationship diagram and the Pareto chart. This way, the
“unfreeze” step that was carried out through above mentioned analytical tools
identified factors and problems that inhibited the company’s further development.
Identified problems were related to the management system, menu gaps,
marketing drawbacks, as well as to the problems related to staff and their
motivation. Finally, the article concludes with recommendations for change and
the focus is on the recommendation for top management and administration to
revisit and reconsider its management practices and approaches in the daily
operations.
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REFERENCE PRICE, PRICE PERCEPTION AND
WILLINGNESS TO PAY

Abstract. The product price plays a strategical role for both
organizations, in terms of profitability and consumer lives in terms of utility-
maximizing. However, it is difficult to predict consumer behavior toward
established prices by firms. The research works predict that consumer price
perception and willingness to pay are different. Also, a consequence of price has
been analyzed under three theories (1) Adaptation theory (2) assimilation theory
and (3) transaction utility theory. In addition to that, this work shows five types
of price perception (positive and negative price perceptions) and consumer
model of willingness to pay.

Keywords: reference price, price perception, willingness to pay.

**k%k

AnHoTanus. [{eHa mpoayKTa HTrpaeT CTPATETHIECKYIO POJIb IS 00enX
OpraHu3aIiii C TOYKH 3PCHUSI MPUOBLILHOCTH | KU3HU NOTPEOUTEIICH C TOUKH
3peHHsI MAaKCUMU3AINH oJIe3HOCTH. OJHAKO TPYAHO IMpElCKa3aTh MOBEIACHUE
noTpeOuTeNieii B OTHOIICHWH YCTAHOBJIGHHBIX IIEH CO CTOPOHBI (UpPM.
HccnenoBanus TOKa3bIBAIOT, YTO BOCHPHATHE TOTPEOUTENBCKUX IIEH U
TOTOBHOCTh IUIATUTh OTJIMYAOTCS. Kpome Toro, cieacTBue IEHBI OBLIO
MpoaHaNMM3UpPOBaHO B Tpex Teopusx (1) Tteopus amantaruu (2) Teopus
accuMwsInud | (3) Teopus MOJIE3HOCTH TpaH3aKIuid. B momosHeHne Kk 3ToMy,
3Ta paboTa IMOKAa3bIBACT ISITh THIIOB BOCIPHUSTHS IICHBI (IMOJIOXKHUTEIBHOE U
OTPHIIATEIILHOE BOCHPHUATHE ILIEHBI) M TOTPEOUTENbCKAs MOJEIb TOTOBHOCTH
TUTATUTh.

KawueBble cioBa: crnpaBovHas II€Ha, IICHOBOE BOCIPUSTHE,
TOTOBHOCTb IUIATUT.

**k*k

AnpaTna. OHiM O6arachl YHbIM YIIIH TaOBICBIH apTThIPY YIIIH, XKOHE JIe
TYTHIHYIIBIIBIKTBI apTThIPy TYPFBICBIHAH TYTHILIIYIIbIFA YJIKEH PO aTKapasbl.
Anaiina, QupmanmapMeH OenriieHreH Oaranapra KaTbhICThl TYTHIHYIIBUIBIK
opeKeTiH OIpKesKi eMec. 3epTTey KYMbICTapbl TYTHIHYIIBUIBIK OaFraHbl Oaranay
KOHE TeJey/l eKi op TypJli KOHCENT peTiHze Oosrkaiiel. baraHblH cannapsl yiu
Teopus OoibiHINA TanmmaHasl (1) Oelimaeny Teopwsichl (2) aCCUMUIISIIHS
TEOPHICHI JkaHe (3) TpaH3aKIMs NaiJanblIbIK Teopusichl. COHbBIMEH Katap, Oy
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XKYMbIC OaraHbl KaObulgayablH Oec TypiH (OaraHbl OH KQHE Tepic TYCIHY)
KepceTe/ll, )KOHE TeJIeyre TalbIHABUIBIK MOACTIH KapacThIPa/Ibl.

Tyiiinai ce3mep: aHbikTamanblK Oara, OaraHbl KaObUIiay, Teyeyre
NaUBIHIBUIBIK,.

Introduction

The price cue is presented in all purchase transactions, on the other
words, it is the amount of economic outlay that has to be sacrificed to get
something. Consumer price perception is the relevant field of studying both
academic researchers and practitioners. The price perception is interlinked with
the consumer intention to purchase (Monroe K., 1973), moreover, the recent
studies analyzed the relationship between price and pricing strategy on consumer
food choice (Steenhuis, Waterlander, & Mul, 2011), on shopping behavior
(Lichtenstein, Ridgway, & Netemeyer, 1993) also the price of food was the
determinant of the food choice same time with a taste and quality (Cassady,
Jetter, & Culp, 2007). In terms of organizational context, pricing is a central tool
for profit maximization (Soon, 2011). The organizations to decrease the price
competition, usually, adopt asymmetric sampling strategies. It means perceived
product differentiation leads the consumer to switch from one product to another
(Lingli Wu, 2017). The systematic review of (Mendoza, 2016) represents the
price perception formed based on consumer believes, attitudes, experiences, also
it may change by the contexts. He emphasized the existence of a discrepancy
between willingness to pay and purchase intention. The given reference price
may be interpreted differently according to customer perception. This paper
provides a relevant literature review for consumer behavior toward price
references under different theories.

Main part

Since the impact of price references is dependent on contextual factors,
there was examined the impact of store type, brand familiarity, and
advertisement. While most works focused on the antecedents of consumer
behavior, the moderating role of individual variables that affect the relationship
between antecedents and price perception were ignored. The individual variable
may moderate the relationship between the reference price and the outcome
variable (Alford & Biswas, 2002). This examined the integration role of price
consciousness and sale proneness with reference price framework. The study of
(Biswas, 1992) empirically examined the moderating role of brand familiarity
on relationship reference prices on price perception and behavioral intention.
Most researches focused on the identification of price perception formation and
antecedents. The future works suggested to investigate the model between
product information and purchase intention (Chang & Wildt, 1994), additionally,
the relationship between consumer perception and response should be specified
and discriminate (Lichtenstein, Ridgway, & Netemeyer, 1993). Furthermore, a
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systematic review of (Mendoza, 2016) represents, price perception is cyclical,
and it is an antecedent of willingness to pay and purchase behavior. Additionally,
it assumes the existence of differences in price perception, and these differences
may be affected by different variables. From the matter of consumer perception,
the higher price tends to negatively affect on consumer purchases, however,
several studies support the positive effect of higher prices, in which consumers
define the quality of the product proportionally to it (Erickson & Johansson,
1985) (Lichtenstein, R., Bloch, & Black, 1988) (Tellis & Gaeth, 1990). The
current study suggests, the differences in a price perception may the result of
product-related characteristics, in addition to that, the previous works examined
the moderating role of product design newness in the relationship between
product learning and evaluation (Mugge & Dahl, 2013), moreover, there was
found the moderating role of visual aesthetics design of stores in consumer
intentions (Vieira, 2010). This study focuses on the role of product-related
characteristics on the relationship between price reference and perception, which
leads to a willingness to pay.

The systematic work of (Mendoza, 2016) offers a relevant model of how
price perceived and affects consumer behavior. He assumes that the price
perception of customers is cyclical, where the perception results after the
purchasing occur and the consumer experiences it. He also proposed that there
is a difference between price perception and willingness to pay. According to the
table above, there is given that the price perception is the antecedent of
willingness to pay. Even after the price perception formulated, the willingness
to pay may differ even the price was reasonably perceived. The broad literature
shows the price perception of consumers tends to influenced by Reference
Prices, Quality Perception, Brand Awareness, Brand Loyalty, Product
Familiarity, Price Memories, and Information Assymmetics. The numerous
work tested the relationship between the Reference price and Price Perception.
Also, it was the central research field for Marketing researchers. The effects of
reference prices usually come from 3 complementary theories:
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Figure 1. Model of Price Perception and Willingness to pay

(1) Adaptation theory (2) assimilation theory and (3) transaction utility
theory. The first two explain the external reference price, offer price and
internal range of price (Lichtenstein & Bearden, 1989), and the
transaction utility theory explains the interrelation between the adjusted
internal price range with the perception of value and search.

Adaptation
theory

Transaction Assimilation
utility theory theory

Figure 2. Theories for Reference price

Adaptation theory means consumer behavior depends on adaptation to

organic (physiological and psychological processes), focal (consumer direct
response) and contextual signals (other incentives within focal cues). This theory
suggests consumers evaluate the stimuli as incoming pricing information in
terms of internet standards. This standard of pricing may be considered as the
average price of the previously observed market price. Incoming information
related to the price divided into higher, acceptable and lower comparable with
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adaptation level pricing. The externally offered price may adjust even to change
the consumer adaptation level of price.

Assimilation theory explains the consumer can set the price belief by
their own (Sherif, 1963; Sherif and Hovland, 1961). The reference price supplied
by suppliers falling into the latitude of consumers' price range considered as
plausible by individual and acceptable according to the internal expected price
range. In contrast, if the price exceeds the expected price range, it deemed not
plausible by individuals and will not affect an internal range of price. The main
point of this theory external reference price can be fallen either into or contrasted
against the consumer internal price range (Biswas et al., 1999), resulting in value
perception and purchase evaluation.

In the matter of transaction utility theory, which explains the value and
dignity of the deal. Consumer compares the internal reference price with
suggested as being “fair” or expected price (Klein and Oglethorpe, 1987;
Monroe,1990; Thaler, 1985). The higher advertised price tends to increase the
consumer perception of fair price, by increasing the transaction utility and
obtained value from the deal.

The role of how consumer’s memory the price in the theories explained
the works on reference prices come from the comparing the actual price with
some set of prices which regarding internal reference prices, where consumers
learn by past paid (Winer, 1986), or external reference price, where consumers
compare the actual given price with other relevant brands (Hardie et al., 1993).
Casielles and Alvarez (2007) listed reference price models, in which the
reference price obtained by stimulus or observation, where consumers randomly
select a product available and use it as a reference. Also, it related to the current
prices, where a consumer uses the given price of the brand to compare with
others. Another model is Past Prices which come from memory, where a
consumer uses the price of paid in the past to compare the price of other brands.
The last, Brand Specific Past Prices, which also related to the memory of pricing,
where consumer memorizes the price of a specific brand to compare with others.
Moreover, (Klein and Oglethorpe, 1987) described the reference price according
to the past, existing and expected reference prices. Expected means, aspiration
prices, where the price that consumer prefers to pay. In terms of existing price,
which related to the market price, particularly the price that the consumer has
heard. Historical price is related to the last experiences of consumers that they
tent to pay.

Price perception

Price perception can be identified as the consumer’s subjective
perceptual representation of the given price of the product (Jacoby & Olson,
1977). As the price mostly cited associated with the quality, value, and consumer
purchase intention, price perception defined as an intermediate variable among
price-quality relationships (Monroe & Chapman, 1987). The work suggests
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during the making decision, consumers mostly compare the given price with the
internal reference price which results in price perception. To evaluate consumer
product evaluation regarding given objective price and reference prices two
theories are used to describe (Assimilation/contrast theory and adaptation-level
theory) (Lichtenstein & Bearden, 1989). Even there is no purchase, by the
association with psychological contrast can cause of price perception (Mendoza,
2016). The systematic literature review of (Mendoza, 2016) found the formation
and measurement of price perception from different approaches. Regarding the
(Lichtenstein, Ridgway, & Netemeyer, 1993), value consciousness deemed as
the ratio of quality that consumer perceives to the price paid. This also can be
proved the value consumer perceived from paid price according to the (Aaker,
1992) (Zeithaml, 1988). It is the consumer concern for the price paid for the
quantity received (Lichtenstein, Ridgway, & Netemeyer, 1993). Moreover, the
value-conscious consumer has a negative impact on purchase probability. In
other words, the consumer seeks a higher quality at a lower price in a competitive
market (Zeithaml, 1988). (Mendoza, 2016) listed the factors that influence the
price perception formations. The systematic works as antecedents proposed Prior
Beliefs, Prior reference prices, Prior experiences, Price consciousness, Price
sensitivity, Cultural Factor and Consumer Characteristics which cause the
differences in price perception

Previously, there was found the relationship between price perception
and purchase behavior (Monroe K. , 1973) (Chandon, 2005), also it influences
consumer willingness to pay (Adaval & Wyer Robert, 2011). The sequence of
effect price perception and consumer willingness to pay affected by several
external and internal factors (Mendoza, 2016). The relationship between price
and consumer demand for that product is a well-defined topic in research. The
cost of the product is considered as an important factor in consumer food
selection, especially for the lower social groups as students, unemployed and the
retired ones (Reicks, Randall, & Haynes, 1994). Above it was mentioned the
positive and negative roles of the price, and researches face different results
regarding consumer price perception. The review study of (Lichtenstein, R.,
Bloch, & Black, 1988) proposed five constructs (value consciousness, price
consciousness, coupon proneness, sale proneness, price mavenism) with a
negative role of price perception, which means the higher price may cause to
decline in a purchase probability and two contrasts (price-quality schema,
prestige sensitivity) as a positive, where the higher price may lead to an increase
in purchase probability. With regards to Price consciousness, the author uses this
notion as to which extent the consumer focuses on paying the lower price. In
terms of coupon proneness, it is concerned with a form that the price is presented.
The price reduction in the form of coupon leads to an increase in consumer
response, which afterward may result in a lower response to noncoupon price.
The term coupon defined as an increment tendency to a purchase offer, cause
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this form to positively leads to consumer purchase (Lichtenstein, Netemeyer, &
Burton, 1990). In the matter of sale proneness, similar to the coupon form, it is
a tendency to respond to a purchase offer, this form positively affects the
consumer purchase assessment. The last, price mavenism, it means people are
tending to be informed about the market prices and transmit it to others.
According to that people have a desire to be informed about low price
information. Consequently, people who have a desire to be informed about the
price information may have access to many kinds of products and places to buy
it at a lower price initiates the discussion with consumers which spread it to other
consumers.

Conclusion

The paper shows how established prices can be perceived by consumers
and lead to a willingness to pay. The literature shows that the price perception
and willingness to pay are not the same concepts, consumers purchasing
behavior may differ among different price perceptions. The reference price may
have an effect on consumers under three theories: (1) Adaptation theory (2)
assimilation theory and (3) transaction utility. Also, the consumer’s perception
of price may be both negative and positive. Research shows five constructs
(value consciousness, price consciousness, coupon proneness, sale proneness,
price mavenism) with a negative role of price perception, which means the
higher price may cause to decline in a purchase probability and two contrasts
(price-quality schema, prestige sensitivity) as a positive, where the higher price
may lead to an increase in purchase probability.
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WHEN COMPETITORS MATTER?

Abstract. This review paper focuses to define broadly when the
companies pay attention to their competitors from the logic of multimarket
strategy theory. The theory assumes that firms usually intentionally enters to
rivals market to decrease the rivalry. According to Mutual Forbearance logic,
when competitors are operating in several markets simultaneously, it reduces the
intensive competition, so one rival attack in one market might cause to be
attacked by that firm in another market. So due to that firms usually have less
motivation in hostile actions and enters each other’s market by creating
multimarket contact. Also, this paper emphasizes that the multimarket strategy
usually causes not intentional strategies of the firms, also due to the chance of
multimarket contacts (MMC). This research distinguishes the notions of naive
MMC and purposive MMC depending on competitor awareness.

Keywords: Multimarket strategy, multimarket contact (MMC), mutual
forbearance.

**k%x

AHHOTaNUsA. DTOT OO30pHBIH JOKYMEHT TIOCBAIICH HIHPOKOMY
OTIPENICIICHUIO0, KOTJa KOMITAaHUH 00paIiaroT BHUMaHUE Ha CBOUX KOHKYPEHTOB
C TOYKH 3pEHHS JIOTHKH TEOPUH MYJIbTHMAPKETHHIOBBIX CTpaTeruii. Teopus
Mpernosaraet, 4ro (pupMbl OOBIYHO HAMEPEHHO BBIXOJST HA KOHKYPEHTHBIH
PBIHOK, YTOOBI YMEHBIIMTH KOHKYpeHIUI0. COrlacHO JIOTHMKE B3aHMMHOTO
TEpIIEHUs, KOI/la KOHKYPEHTHl pPal0OTalOT OJHOBPEMEHHO Ha HECKOJIBKHX
pPBIHKaX, 93TO CHW)KAaeT WHTCHCHUBHYIO KOHKYPCHIIMIO, II0O3TOMY OJHA
KOHKYpPCHTHAsi aTaka Ha OJIHOM PBIHKE MOXKET CTaTh NPUYMHOM aTaku STOH
(bupMBI Ha APYroM peiHKe. TakuMm 00pa3oM, u3-3a 3Toro GUPMbI OOBIYHO HMEIOT
MEHBIIIYI0 MOTHBAIIUIO K BPXKICOHBIM JCUCTBUSAM U BBIXOJST HAa PHIHOK JPYyT
Jpyra, co3JlaBasi MHOTOPBIHOYHBIC KOHTaKThl. Kpome Toro, B 3TOH cTarhe
MOTYCPKUBACTCS, YTO MYJIbTHMAPKETUHIOBAsl CTPATETUsi OOBIYHO MPHUBOIUT K
HEYMBIIIUICHHBIM ~CTpaTerussMm (upM, B TOM UYHUCIIE H3-3a BEPOSTHOCTH
MyJIbTUMapKeTHHIOBbIX KOHTakTOB (MMK). D10 wuccrnenoBanue pasznuyaet
nougtus HansHOt MMK n nenesoit MMK B 3aBHCHMOCTH OT OCBEIOMIEHHOCTH
KOHKYpEHTA.

KiroueBble cjioBa: MynbTUMapKeTHAsl CTPATETHs, MyJIbTUMAPKETHBIN
koHTakT (MMK), B3aumHoe TeprieHue.

30



SDU Bulletin: Social Sciences. 2020/1 (52).

*k*k

Anjaarna. Byn AKYMBICTa KOMITaHUsIIap MYJIbTUMapKET
CTpATETHACHIHBIH JIOTMKACBIHAH ©3/CPiHIH 0oceKesIecTepiHe KalllalbIKThl KOHLT
OeJIeTIHIIT iH HBIKTayFa OarpITTanFan. Teopus ¢pupmanap oneTTe 09CeKenecTiKTi
TOMEHJICTY YIIIH Oocekelec HapbIKKa oneii Kipemi men OoJpkaiimel. O3apa
TO3IMILTIK JIOTUKACH! OOMbIHIIA, OdceKkenecTep OipHelle HapbhIKTa Oip yakbpITTa
KYMBIC icTece, OV KapKbIHIBI OOCEKENECTIKTI a3alTajabl, COHABIKTAH Oip
HapbIKTarel Oip OocekenecTiH MmalyblIbl 0acka (UpMaHBIH OCHl (UPMaHBIH
malyplTbiHa  OKenyl MYMKiH. OcbiFaH OaimaHbeIcThl  QupManmap oneTTe
IYIITTAaHABIK OPEKeTTepre a3 bIHTAJTaHIBIPAIbl KOHE MYIBTUMAPKETTHIK
OaiinaHbIc jkacay apKbulbl Olp-OipiHIH HapbIiFblHA HIbIFaabl. CoHpali-ak, Oy
KYMBICTa MYJbTHMAPKET CTPATETUSCHIHBIH O/IeTTE (UpMaNapIblH MaKCaTChi3
CTpaTerusuiapbl, COHBIMEH Karap My/lbTHUMapKeTik Oaiinansictap (MMB)
MYMKIH/IIIHEe OaiJIaHbICThI TYBIHIANUTHIHABIFEI Oaca aiTeuIFaH. byn 3eprrey
OocekenecTepiiH xabapaapibiFbiHa OaiiaHbIcTel Makcarchis MMDbB  koHe
MakcaTTel MMDbB yFeiMaapbIH axsipaTapl.

Tyliin  ce3gep: MyIbTUMapKeT CTPAaTErHsiChl, MYJIbTHUMAPKETIK
Oaitmanpic (MMB), e3apa Te3IMIIITIK.

Introduction

To be successful in the marketplace and gain superior performance vis-
a-vis competitors, firms need to have an effective strategy toward achieving
competitive advantage (Porter, 1980). The competitor analyses and interfirm
rivalry plays a central role in strategy formulation. It can be described as
information gathering and analyzing present and future competitors from the
point of weaknesses, threats, and opportunities (Porter, 1980). Those ability to
predict future competitors helps to define the competitive environment and build
ways to achieve competitive advantage (Porter, 1980) (Chen, 1996).
Organizational growth often leads companies to operate in more than one distinct
industry. Moreover, already defined by firm competitors might be viewed as
multimarket competitors and leads to having multimarket competition.
Multimarket competition simply can be described as two firms simultaneously
compete in more than one market and how they engaging with each other
(Karnani & Wernerfelt, 1985). It concerns both having multimarket contact
(MMC), where the firms face with each other in more than one market, and how
they are engaging in the interfirm rivalry. Most of the researches tested the
consequences of having MMC, defining the mutually beneficial effects on both
firms’ outcomes. Multimarket competition has long been researched field in
Strategic Management and Industrial Organization (I0) scholars. As strategic
management scholars defined the main reasons for organizations to go beyond a
single market in the face of intense competition in the same market with rivals
and interdependence with each other. The organizations in order to decrease the
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dependence and intensity of rivalry trying to operate in several markets. Scholars
empirically tested the effects and outcomes of multimarket contact, where
suggested firms find contacts deliberate, intentionally attempting to create MMC
in order to forbear from strong retaliation in one single market, which scholars
call mutual forbearance (Korn & Baum, 1999) (Scott, Purposive diversification
as a motive for merger, 1989). However, the question arises, whether always
firm’s behaviors and gaining Multimarket contact (MMC) explained by
competitors' behavior? Scholars in Strategic Management debate in terms of
antecedents of MMC, where ones argue MMC results if the competitors
intentionally seek for that outcome, others argue rather it may be a result of
chance interactions. After getting aware of each other's behavior in common
markets, the competitors formulate mutual forbearance, where they start to
behave dependent on a competitor’s action and avoid rival’s retaliation. This
work focuses on defining how the firms’ behavior in multimarket competition
and competitor awareness interrelated to each other.
Research purpose
o The purpose of this work is to clarify the relationship between a
multimarket competition and competitor identification.

Literature review

Mutual Forbearance theory

All competitors' actions and activities have a direct impact on the
company’s profitability. Most studies found that multimarket contact (MMC)
positively related to firm performance and outcomes (Scott, 1991) (Barnett,
Greve, & Park, 1994) (Baum & Korn, Chance, imitative, and strategic
antecedents of multimarket contact., 1999) (Haveman & Nonnemaker, 2000).
Basically, the ultimate purpose of having MMC is the decrease in the
interdependence of rivals in one market, decrease the risk of broad retaliation,
and act less aggressively to each other (Chen, 1996). The actions of rivals in one
market may initiate responses not only that market but also in others where both
firms operate, that’s why price war in one market may be responded by the
competitor in another one (Evans & Kessides, 1994) (Haveman & Nonnemaker,
2000) (Feinberg, 1984). This concept first developed by (Edwards, 1955), who
suggested that firms operating in several markets may avoid fighting intensively
because the prospect of gain does not worth having warfare. Thus, as the
competitors operating in several markets will extend their interdependence,
where expected one competitive move in one market may result in the response
of the rival in another. In Industrial Organization (I0) perspective, the firm
maximizes its profit by taking into account the strategy of the rivals. A recent
study of (DeSarbo, Grewal, & Wind, 2006) explores the asymmetric model of
competitor identification, under different contexts firm behavior may differ (e.g.
Firm A may compete with Firm B, however, Firm B does not compete with Firm
A). Study of (Bernheim & Whinston, 1990) analyzed the relationship between
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MMC and tacit collusion, within homogenous markets and products, where are
identical firms, identical markets, the constant return to scale technology, there
was not a consequential relationship between MMC and mutual forbearance.
Following this study, most scholars assumed that mutual forbearance mostly
results in heterogeneous markets, where the firms have asymmetric markets and
competitive positions (Gimeno, 2002), and the competitive advantage may differ
by markets. Consequently, the firms more engaged in increasing joint profit
maximization strategy through following mutual forbearance. To measure the
effects of mutual forbearance, researchers examined it in several contexts. The
interesting thing to emphasize here, most research findings show the various
outcomes of MMC. Researchers also examined the relationship between market
entry and exit with multimarket contact, where they find the negative
relationship, where market entry decreases when exists MMC in one study
(Baum & Korn, 1996), also inverted U-shaped relationship between them (Korn
& Baum, 1999) (Haveman & Nonnemaker, 2000), yet some studies found no
relationship (Korn & Baum, 1999). This evidence shows us, the firms will enter
the market until the multimarket contact will be established. After establishment,
the firms' entry rates decrease due to the presence of a dyadic level relationship
between competitors, where they try to move strategically, depending on others.
Empirical work of (Smith & Wilson, 1995) found that the incumbent frequently
does not respond to the entry moves of a multimarket competitor, second
frequently action which held by the incumbent is to raise the price, the third
frequent action was countermove of an incumbent to the competitor. However,
mutual awareness is not the only factor that deters the firm’s behavior. (Greve,
2000) tested the main drives of market entry decisions, where he found that
among with mutual forbearance, a density dependence, intra-organizational
learning and inter-organizational imitation results in niche market moves. He
found an inverted U-shaped relationship between organizational density and
niche attraction, where he suggested that the organization avoids the
undiscovered markets and crowded markets, moreover he found large firms are
imitated by smaller ones according to the mimetic isomorphism theory.
Moreover, the recent dissertation work of (Iglesias, 2010) helped to expand the
multimarket theory, by contributing behavioral view into the multimarket
competition. She proposed that the firm’s behavior mostly depends on how the
managers interpret the current environment and position of the organization. She
found that under the conditions of low and moderate levels of MMC, firms look
for incentives for deterrence capability. After achieving the threshold, the firms
recognize the high interdependence and become more risk-averse (inverted U-
shaped relationship). She also found firms tend to take a risk (deterrence) when
the performance of the organization does not achieve aspiration level.
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Competitor identification

Currently, in most industries firms tend to not operate as a monopolist
and have to survive in competitive markets. It is not sufficient to gain a benefit
from the mutual forbearance without first identifying each other as multimarket
competitors. Historically, competitor identification has been a streaming
research area for management, marketing, 10 (Industrial Organization)
disciplines (Chen, 1996) (Thomas & Pollock, 1999). Also, it has been
conceptualized according to market-based, product-based, and perceptional
(manager-oriented)  perspectives (Gur & Greckhamer, 2018). The
conceptualization of competitors may differ relying on different firms (Porac &
Thomas, 1990). The primary purpose of competitor analysis is competitor
identification, behavior prediction and positioning vis-a-vis rivals (Porter, 1980).
Previously the scholars focused on the positioning of the firm vis-a-vis
competitors in a single market by structural analysis (Porter, 1980). (Chen, 1996)
fist integrated the concepts of competitor analysis and interfirm rivalry
proposing the concepts of market commonality and resource similarity for
competitor identification. More precisely, he assumed the competitor
identification may rely upon which extend the firms operate in similar markets
and possess similar resources. If the firms share similar markets and have similar
resources, it considered as direct competitors. If the competitor operates in a
similar market and has dissimilar resources, it may be perceived as an indirect
competitor. And if the firms operate in different industries, however possessing
high resource similarity deemed as a potential competitor. This framework
helped to make a roadmap to find whether the competitors are direct or indirect
for future scholars. According to the AMC theory (Awareness, Motivation,
Conduct), thus firms with greater strategic similarity tend to find each other as
competitors (Chen, 1996). Once they find each other as competitors, it can be
assumed that they are multimarket competitors. However, it is difficult to
identify the multimarket competitors who have different resources and dissimilar
value chains. Because of these factors, naive multimarket contact may be created
until market commonality will be established (Korn & Rock, 2001). Moreover,
he suggests that even if the market commonality emerges, they may not view
each other as multimarket competitors because the market commonality was not
intended outcome, and their value chain and behavior may diverge. It this
context, it can be deemed as mutual forbearance, the reason for that they are not
competing intensively against each other. Once the competitor identified,
managers may start to analyze them and behave according to it. As a result of
competitor identification, they can expand their scope of the business by
coordinated entering the markets where competitors exist (thus increasing
MMC).
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Competitive advantage

(Korn & Rock, 2001) also proposed the idea of the competitor
identification in multimarket strategy may differ depends on a view of the firm
to competitive advantage, whether it is externally oriented (market-based) or
whether the firm focuses on internal driven competitive advantage (input-based).
They suggested, market-based publications, sources of information will increase
the likelihood of the firm awareness of competitors. In addition to that, as they
assumed only the information related factors, | argue that it also affects resource-
related factors. Whether managers focus more on input related factors like the
capability of R&D, employee ability, technological advance, or market-based
factors, like a niche market, etc. As aforementioned above, if competitors with
similar strategic similarities tend to define each other as direct competitors,
further strategical moves will be explained based on competitors' move. From
the work of (Greve, 2000) found, that focusing on a niche market, firms seek
external competitive driven advantage, where firms more aware of competitors'
behavior, and moves according to it. Besides, if the managers focus on input-
based incentives like R&D, technological advances, the firm does not pay more
attention to competitors moves, because it leads to thinking, that the firm owns
the most advanced technology rather than competitors (it may be due to lack of
information about the external market). Similar to that, among researchers of
strategic management, there has been debating whether to pursue Porter’s
positioning view (industry-structural view), which focus on external competitive
advantage, where the firms try to achieve competitive advantage by superior
position in the market or RBV (Resource Based View) schools, which
concentrated on internal driven competitive advantage, mostly focusing on
dyadic level of competition, where firms compete on inimitability of resources.

The scholars in recent research in multimarket competition proposed that
there is an effect of the intentionality of strategic moves behind the emergence
of MMC (Jayachandran, Gimeno, & Varadarajan, 1999). MMC may arise from
naive (unintended) contacts among competitors which results in uncoordinated
market entry strategies, as well as purposive contacts, where they intentionally
seek mutual forbearance with rivals. The aggressiveness of the rivals may
depend on the perception of the firm’s potential for retaliation. Based on this
evidence, it can be supposed the perceptions of managers and their intentionality
effects on firm outcomes. The firm by expanding the scope of the business by
entering the other market to achieve economies of scope, which is unrelated to
mutual forbearance perspective, may ignore the potential rivals' response and
risks of retaliation. Therefore it was argued that mutual forbearance may be
achieved if both firms strategically look for that and induce such consequences
(Korn & Baum, 1999). The work of (Gimeno, 2002) empirically showed that the
firms may follow uncoordinated goals in expansion strategies as well as
purposive goals to intentionally achieve mutual forbearance with rivals.
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Moreover, there was no difference in performance, both have a positive
relationship, whether the firm following uncoordinated and purposive strategies.
Also, market-based and firm based factors have been defined as antecedents of
MMC. It was found an oligopoly firm reacts immediately to competitor moves,
by following “follow the leader” strategy, in order to create and maintain MMC
and competitive parity (Knickerbocker, 1973). Another study finds the size
effect on intentional MMC, where larger firms more tended to seek for purposive
contacts, additionally, small firms may not seek for mutual forbearance (Greve,
2000). The work of (Stephan, Murmann, Boeker, & Goodstein, 2003) examined
the risk preference on mutual forbearance theory, where he argued the different
risk references relying on the roles CEO. As, during the oligopoly, firms tend to
be interdependent to each other, and competitive move of focal firm directly
focuses on external competitor behavior, in similar cases, as large firms know
about large competitors, maybe due to information availability or historical
clashes, where all resource focuses on competitor moves, the competitive moves
based on externally driven advantage. Additionally, (Stephan, Murmann,
Boeker, & Goodstein, 2003), found that longer-tenured CEOs are more sensitive
to risk-taking than newer ones.

Conclusion

The idea of the competitor identification in multimarket strategy may
differ depends on a view of the firm to competitive situation and advantage.
According to the mutual forbearance logic, firms purposively enter each other’s
market to increase the interference. So it means one rivalry attack in one market
cause counterattack by a rival in another one. Also, the MMC cause due to the
naive MMC, where firms entering to each other’s markets by pursuing its
interest, not taking into account the competitor’s position and that cause to have
MMC with a rival. It is explained by views on market-based or whether the firm
focuses on an internal driven competitive advantage (input-based). They
suggested, market-based publications, sources of information will increase the
likelihood of the firm awareness of competitors. If the firm is highly involved in
an internal driven competitive advantage, it might cause a decrease in a
competitor awareness, so increase the probability of naive MMC.
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EHBEK HIAPTBIH )K¥MbIC BEPYIIIIHIH BACTAMACBI
BOWBIHIIIA B¥Y3Y HETI3AEP/IIH, ’KAJIIbI EPEXXEJIEPI

Angatna. Kaszipri SKOHOMUKAaIBIK JKaFjaiiaapaa €HOCK KaThIHACTApBIH
TOKTAaTy MoceJieci epekine ©3eKTi 0onbin Tabbutanbl. EHOEK KaTbiHAcTapbiH
PETTENUTIH epekenep apachlHia eHOEK MapThl HHCTUTYThI €peKIle OPbIH alajibl.
byn uHCTUTYT KypaMmblHIa — €HOEK IIapThIH TOKTATy KoHE Oy3y epexenepi
MaHbI3Abl ponal uemzaeHeni. Ocblnaiiina, aTaJFfaH HOPMa AapKbUIbI SKYMBIC
Oepymii MeH OJKYMBICKEAIH KYKBIKTapbl MEH MYIIENEpiH  Koprayibl
KaJIBINTACTRIpaabl. ATanm aWTKaHaa, eHOeK MmapThl Oy3bUTFAaH  Ke3Jie
KbI3BMETKEp/IH KYKbIKTapbl MEH MYIIeNepiH KOopralTelH Oerimi  Oip
KenuigeMmenepre colikec kenexdl. Jlemek, eHOeK MIapThIH 0y3y €HOEK KYKbIFbI
MHCTUTYTBHIHBIH MaHBI3/bl MOceenepiHiH 01p1 O0JIbIN TabbLIa bl )KOHE SpKallaH
FAJIBIMJIap MEH 3aH LIbIFapyIIbuIap Ha3apblHAa 00JaThIH KYOBLIbIC.

Tyiiin ce3aep: >Xymbic Oepyili, >KYMBICKEp, €HOEK IIapThl, €HOeK
KaTbhIHACTaphI, )KYMBIC OepyIIiHiH O6acTaMachl OOWBIHINA, €HOEK IIapThIH OY3Y,
AKYMBbICTaH 00caTy, KbI3METKEp.

**k%k

AHHOTanus. B cloxuBmencs 3KOHOMHYECKOW CHUTyallud Tpodiema
YBOJIbHEHUSI 0COOCHHO akTyajbHa. Cpenu MpaBuil, PeryaupyoUuX TPYJAOBbIe
OTHOIICHHUSI, UHCTUTYT TPYJOBOTO JOTOBOpa 3aHMMaeT ocoboe mecto. [IpaBuna
MPEKPALEHUE U PACTOPKEHHE UTPAIOT BAXKHYIO POJIb B OTOM YUPEKIACHHH.
Takum oOpasom, 3Ta HOpMa ¢dopMUpYET 3allMTy IMpaB M HMHTEPECOB
pabortonatens W paboTHHKA. B dYacTHOCTH, Ha HEro pacHpoOCTPaHAIOTCA
oTpeJieNieHHbIe TapaHTUM, 3allMIIAIONINEe MpaBa W HMHTEpPEeChl pabOTHUKA B
cllydae pacTOpKEHHs TpyAoBOro noroBopa. IlosTomy yBoJibHEHUE SBIIsSETCS
OJIHUM U3 B@KHEWIIMX BOINPOCOB MHCTUTYTa TPYAOBOIO IpaBa M Bcerjaa
HaXOJUTCS B [ICHTPE BHUMAHUS YUEHBIX U 3aKOHOIaTENICH.

KialoueBble ciaoBa: pabotomartens, pabOTHHK, TpPYAOBOM J0OTOBOD,
TPYIOBBIE OTHOUIEHHUS, IO WHUIUATHBE paboTodarens, pacTOp:KEHHE
TPYAOBOI'O JOTOBOPO, YBOJIbHEHHE.

**k*

Abstract. In the current economic situation, the problem of dismissal is
especially relevant. Among the rules governing labor relations, the institution of
an employment contract occupies a special place. Termination and dissmisal
rules play an important role in this institution. Thus, this norm forms the
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protection of the rights and interests of the employer and employee. In particular,
it is subject to certain guarantees protecting the rights and interests of the
employee in case of termination of the employment contract. Therefore, the
dismissal is one of the most important issues of the institution of labor law and
is always in the focus of attention of scientists and lawmakers.

Keywords: employer, employee, labor contract, labor relations, at the
initiative of the employer, termination of employment contract, dismissal.

Kazipri Tanma, eHOEK KaTbIHACTaphl agaM OMIpiHIeri MaHbI3IbI
aneMeHTTepliH O0ipi Oonbin ecentenel. [lluenenicin TypraH 1 3KOHOMUKAChIHA
’KOHE DKOHOMMKAJIBIK KaThIHACTAP KYWECIHIe epeKIIe OpeIHAbl nemaeHneai. Coi
ce0erTi e, eHO0EK KaThIHACTaphbl dKYMbIC OEpyIlll MEH )KYMBICKEP/IIH MY LIeNIepiH
KOpFay/bl Ky3ere acwipagsl. EHOEK KaThIHACTapBIHBIH MAaKCcaThl — y3aK
Mep3iM/IeT1 KYKBIKTBIK KaThIHACTBI KAMTAaMaChI3 €Ty OOJIBITI TaObLIaIbI.

EnbGex maptel - xKymMmbIc Oepylll MeH >KYMBICKEp/iH apachblHAa Maiina
OonatblH  KenmiciMHIH Oip Typi. byn kemiciv  OtaHaplk  3aHHaMana
Kepceruirenne 9 Heriz OoibiHIIAa Oy3buianbl. OnapiaslH Oipi - KYMBIC
OepyuriHiH Oactamachl OOMBIHINA, SIFHU Ka3ipri yakKbITTaFrbl ©3€KTI Macele.
AWTBUTFaH HeET13 OOWBIHINA, TEK TEOPHUSIIBIK TYPFBIIBI FaHA €MeC, COHIai-aK
MPaKTUKAJIBIK TYPFBIJIA 1a ©3€KT1 Mocesie OOJIbII ecenTemNe/l.

EnGex mapteiH jxymbic OepymniHiH Oactamachl OoifbiHIIA Oy3y TeEK
3aHHaMajia KepCETUIreH TOJBIK TI3IMHIH HET131HIEC FaHa MYMKIH OOJajbl, SSFHU
3aHMEH OCNITUICHTeH >KYMBICTaH OocaTyablH OCNriIeHreH TopTiOi OoJsiFaH
JKaF/Iaiiia FaHa xKy3ere achipbliaabl. JKyMbic OepymniHiH 6acTamachkl OOMBIHITIA
eHOeKk mapTeiH Oy3y ymiiH Herizmemenep KP ExOex xoaekciniH 52-6a0biHaa
KOPCETUITEH.

XKymbic 6epyiiri MeH eHOeK KaThIHACTapbhlHJa TYPFaH KbI3METKEp, epTe Me,
KeIll e YWBIMMEH OyJI KaThIHACTAp/bl 63 OCTIHIIIEe HEeMeCe JKYMBIC OepyIIiHiH
Oacramacel  OoifblHIIA, COHAAW-aK TapanTapiblH  OaKbUIayblHAH  ThIC
Karjainapra OalIaHBICTBI OOBEKTHBTI JKOHE CYOBEKTHBTI (hakTOpJapabIH
ocepiHeH TOKTAaThLIA/IbI.

Kasipri yakpiTTa >Kymbic OepymiiHiH OacTamachkl OoifbliHIIA eHOeK
KAaTbIHACTAPBIH TOKTATy eNIMI3IiH ©3eKTi MacesenepiniH Oipi  OombIm
ecenreneni. Ce6ebi, Kazakcran PecryOnmkachIiHBIH KONITETEH a3aMaTTaphl YILiH
eHOeK KaThIHACTApbIH >KY3€re achIpyJblH HETi3r1 HbICaHbl - €HOEK MIapThIH
’Kacay JKOHE COJl eHOeK IIapThl apKbUIbl TOXIpUOeciH aiTyra OoJafbl.
Ocpunaiiiia, KyMBICKEp/IH HeMmece KyMblc OepylliHiH OacTamackl OoibIHIIA
eHOeK MapThiH Oy3y He TOKTAaTy eMIpJIK MYJIelIepiHe ocep eTeTiH KYObLIbIC.
EnOex KoaekciHIe KOpCEeTUIreH HeTi3Ziep OpbIH aifaH JKaFjaijga, THICTI
TOPTINIEH KYMbIC OepyIliHiH HE >KYMBICKEpJIIH OacTamachl OOibIHIIA eHOEeK
mapThl Oy3bIIa/bI.
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Kazakcran PecrmyOnukachlHBIH  KOJIJAHBICTAFBl  €HOEK  3aHHAMACHI
azamaTTap/IblH TaHJaFaH YUbIM/IA )KYMBIC jKacay KYKBIFBIH KOpFay MaKcaThIHIa
KyYMbIC Oepymiiiepre o3 Oacramachl OOWBIHIIA KBI3METKEPl KYMBICTAH
OocaTyra KYKbIK OepeTiH Heri3aepaid Oenriui 6ip Tiz0ecin Oenrineitmi.

Enbex mapTeiH xymbic OepymriHiH Oactamachl OoibIHIIA Oy3yra OKerl
COKTBIPATBIH 3aHIbl (DaKTLIEepaAl KepceTy VIIIH «Heri3uep», «cedentepy,
«OKaFJaniIap» CHUSAKTBl TEPMUHAEPII KOJJaHyFa OOJATHIHIBIFBIH aTal O©TKEH
xeH. OCBl TePMHUHJICPAIH OPKAMCHICH KBI3METKEPIIIH Kalaybl HEMece OpTaK
KeJTiCIMIHHIH 0OJIMaybl calliapblHAH KYMBICTAH IIBIFAPYFa MYMKIHIIK OepeTiH
oKuFraHbl Oumipesni [1].

EHOex KyKbIFbl calachblHAArbl KONTEreH FajbIMIap >KYMbIC OepyIliHiH
Oacramachl OOMBIHINA KYMBICKEPIH KIHOJ1 ipeKkeTTepiHe OaiIaHbICThl €HOEK
mapTelH O0y3y Mocenecid Kapactbiprad. COHFBI KBUIIAPHI )KYMBIC OEpYIIiHIH
Oacramacel Heri3iHJe eHOeK MapThiH Oy3y JKOHE TYBIHJAFaH JayJap/ibl ey
Macenecine AragonoBa ['.A., 3BepeB C.b., Jlomakuna JI.A., MuponoBa A.H.,
Uepkammunaa A.B., )xoHe 0acka /1a FabIMIap 63 YIeCiH KOCKaH.

EnOex KyKbIFbI Typalibl FBUIBIMAA )KYMBIC OepyIIiHiH 6acTamachl OOMbIHIIIA
eHOCK MIapThIH Oy3y HEeT13/IepiHiH SpTYpIl Kinaccudukausaps! 6ap. Kenreren
3eprreymri-FaasiMaap, oHblH imiHAe B.M. Eropos »xone 0.B. XaputoHoa
eHOCK MIApPTHIH KYMBIC OepymniHiH 0acTaMachl OOWBIHINA OY3YJbIH HETI3ACpiH
yIiI Tonka 6eJin Kapacteiprad. Omap:

1. Xywmbic OepyIniHiH, ©HIIPICTIH, YHBIMHBIH MEHIIIK HECIHIH

MYUIETIEpiH KaMTaMachl3 €Ty KaKETTUIIrHe OailIaHbICThI €HOCK
MIAPTHIH KYMBIC OepyIIiHiH 6acTamackl OOWBIHIIIA OY3Y;

byn tomra, KP EnHOex komekciHiH 52-0a0biHbIH 1-TapmarbiHbiH 1-4)
TapMakIajJapblH KapacTbipambid. Ocbkl TON OOWMBIHINA €Ki Heri3li Oalikayra
Oonazael. bipiHmiici, 0ObEKTUBTI CUIIaTTa OOJIATHIH YKOHE KhI3METKEP/IIH KIHOMT1
HEMece 3aHChI3 MIHE3-KYJIKbIHAH TYBIHIAWTBIH >KaFrJaiiapMeH OailslaHBICTHI.
Exinmi kputepuii 00#bIHIIA, OHAIPICTIK KAKETTUIIKKE OalJIaHBICThI )KYMBICTAH
OocaThUIFaH XKaraiiia OpbIH anajabl. SIFHU, OHBIH KOCIIKEPIIiK HeMece Oacka 1a
OHJIIPICTIK KbI3METIHE BIKNAJA €TEeTIH JKargaijgap TybIHIAaFaH HeEMece
aHBIKTANIFAaH >KaF[aiila KYMbIC OEpylliHiH MYyJJIeJepiH KamMTamachl3 eTy
KOKETTUIIrH KOpPCEeTeIi.

2. JKyMbICKepliH KiHOJI1 SpeKeTTepiHe OaiIaHbICThI JKYMBIC OepYIIHIH

Oacramacsel OoOibIHIIIA €HOEK HIAPTHIH OY3Y;

JXKy™mbIcTaH wmIBIFapy JKYMBICKEpHIH KIHOMI OpeKeTTepl caijapblHaH
TYbIH/aFaH JKaFAaimapapl KbI3METKEPAIH eHOCK KaThIHACBIHJIAFBI JKOHE Kehoip
KarJainapaa onapAaH ThIC JKaFdaiap/ia 3aHChI3 KOHE KIHOMI MiHe3-KYJIKbIHA
HET13JIeNITeH 3aH/bl (paKTUIepMeH OipiKTipiiei.

3. Kympbic OepymriHiH 6actamachl 00iibIHIIA €eHOEK MAPThIH OY3Y/IbIH

Oacka sxarmaiapsl [2];
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lamesa M.A. xorapeiia KepceTiired Heri3aepal ycranansl. A, [pimkuaa
N.C. xone Upmsniikun E.I1. sxxymbic OepymriHiH 6actaMchl HeTi3iHAE €HOEK
mapThiH Oy3y/bl €Ki Heri3 OoiibiHIIa KapacTeipran. Omnap:

1. XKymsic 6epyminiy 6acTamacel OOWBIHIIA OapIIbIK CAHATTAFbI
KYMBICKepJIepre KOJAaHbUIATHIH €HOCK MAPTHIH OY3y/IbIH JKaJITbI
Heri3aepi;

2. JKympicubuiapabry 6enriri Oip caHaThIHA KATHICTBI €HOCK IMapThIH
Oy3y/bIH apHaiibl Herizaepi [3].

Counbiven katap, Lpmkuna U.C. xone Lpmsaiikun E.I1. cexinal sxymbic
OepyuriHiH Oactamachl OOMbIHIIA €HOEK IMIApThIH Oy3y/bIH €Kl Herisre OeJin
KapacTeIpraH keneci 3eprreymi-faiasivaap Cyuunkuna E.B xone CyunnkuHa
A.B.. Byn 3eprreymuiep e eHOEK WIApPTHIH JKYMbIC OepylIiHiH OacTamachl
OoiibIHIIIA OY3Yy/IBbIH JKAJIIIbI J)KOHE apHaiibl Herizzaepre Oein KapacTeiprad [4].

HemunoB H.B. xymbickepai >Kymbic OepylriHiH Oactamachl OOMBIHIIA
KYMBICTAaH OOcCaTyJblH HETi3IepiH Ma3MyH epeKIIeNiKTepiHe OaillaHbICThI
00BEKTHBTI KOHE CyOBEKTUBTI Jen KiktereH. CoHbIMEH Katap, [[eMumoBTHIH
MIKipIHIIE, )KYMBICTAH HIBIFAPYIbIH OOBEKTUBTI HET13Jep1 KYMBICKEP/1 )KYMbIC
OepytiHiH Keke Oaraiaybl calapblHAH )KYMBICTaH 00caTy OOJIBIT ecenTemne/i.
byn nerenimiz sxyMmbIc OepymriHiH epki Oenriai O6ip KbI3METKepl KYMBbICTaH
HIbIFapyFra eMec, YHbIMHBIH OHJIIPICTIK-DKOHOMUKAIBIK MICEJeNepiH LIenIyre
OaFpITTAIFaH.

CyOBeKTUBTI HET13 asAChIHa, CHOCK MapThl OY3bUIFaH Ke3/1€ KYMBIC OepyIiri
03 OacTtaMachl OOMBIHINIA KbI3METKEPIIH KICiOM KoHE KEeKe KaCUETTEPiH, YHBIM
yIIiH OaranayblH Ke3/1eyl aTamn alTKaH.

KymbicTaH 1IBIFapyaelH  OOBEKTHBTI  HeEri3mepi OoWbIHIIA — Kejeci
JKarIainapabl KapacThIpFaH, oyap:

1) sxymbIc OepyIni - 3aHIBI TYJIFa TapaThbLUIFaH HE YXYMBIC OEpyIIi - jKeKe
TYJIFAHBIH KbI3MET1 TOKTaThUIFaH ke3ze, (OTanaplk 3aHHama OoifbiHIna, EHOeK
Konekciniyg 52-06a0biHbIH 1-TapMarbiHBIH |)-TapMakiiacel). byn skarnmaiinga
KYMBIC OEpyIIi )XYMBICKEP/1 KYMBICTaH IIBIFAPYAbl €MEC, OHIIPICTIK JKOHE
SKOHOMMKAJIBIK MOceeep/i eIy i THIPbICAIbI.

2) KYMBICKEpJIEp CaHbl HEMeCe INTaThl KbICKapThUFaH jkarmaiaa; (EHOek
Konekcinig 52-0a0bIHBIH  1-TapMmarbIiHBIH ~ 2)-TapMakmiacekl). FanpIMHBIH
mikipiHme, “ochlHAAll Karjailiapaa >KyMmbIcKepiepai 0ocaTy  KYMBICTBI
OHTAaMJIaHABIPYFa )KOHE OHbI KAPKBIHbBI 1aMyblHA OaFbITTAIFaH".

A, cyOBeKTHBTIK Heri3ep OolbiHIIa, J[eMUuI0B Keneciiel Ty KbIpbIMIapFa
TOKTAJIaJIbl:

1) aTrecraTTray HOTHXKEIEPIMEH pacTaifaH OUTIKTUIIMHIH JKETKUTIKCI3Iiri
calJapblHAaH >KYMBICKEp aTKapaThlH Jiaya3bIMbIHA HEMece OpBIHIANTHIH
AKYMBICbIHA colikec kenmereH karaaiiaa; (EnOoexk Konekcinin 52-0a0biHbIH 1-
TapMarbIHBIH 4)-TapMaKIIaChI).
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2) KYMBICKEp Joyeni cebentepciz OipHerne peT eHOeK MIHAeTTeMECiH
OpBIHIAMaFaH aFaai/a *KyMbICTaH Oocarty;

3) EnOex karbiHacTapblH Oip per epecken Oy3yra OailJlaHBICTHI
KYMBICTBI TOKTATY;

4) epekille KYKbIKTBIK MopTeOeci 0ap KbI3METKEpAl )KYMBICTaH OocaTy
[5].

Ocpuraifia, KYMBICKEP/l JKYMbIC OepymliHiH OacTamackl OOMBIHIIA
KYMBICTAaH OOCaTy[blH HErI3AEpIHIH JKIKTEIyl Ka3Ipri yakbITKa JAeHiH o3
©3EKTUIIrH KoFanTnaraH. byn ikremynepre Tarbl Mbicasl perinae, Kanrep
B.B. xymbIc OepymiiHig 0acTamachl OOHbIHIIIA €eHOEK IapThIH OY3y/Abl €K1 HEer13
OoiibIHIIA KapacTeiprad. Onap:

1) yMBICKEp/IiH KIHOCI3 OpeKeTTepiHe OalIaHbICThI;
2) )KYMBICKEP/IiH KiHAJIi opeKeTTepiHe OainaHbICThI [6].
AradonoBa I'.A. KpI3MeTKepiH KIHOCIHIH O0dybl Hemece OoJMayblHA
0ailJIaHBICTHI, KYMBIC OepyIIiHIH 0acTamackl OOMBIHINA )KYMBICTAH 00CATY/IBIH
Heri3aepi yu Tonka OeiHel:
1. KymbickepaiH KiHOC1 O0MaraH Ke3Je, KYMBIC OepyIIiHiH OacTamMmachl
OoifpIHIIIA €HOCK IapThIH OY3Y;

2. EnOek mapThiH )xyMbIc OepymIiHiH 6acTamachl OOMBIHIIIA KYMBICKEPIiH
KiHOJI1 opekeTi OoFaH xkajaiiaa Oy3y;

3. XKywmpic OepymiiHiH 6acTamackl OOWBIHIIA €HOCK MAPTHIH
YKYMBICKEP/IIH KIHOCIHIH 00ybIHA HEMece 0oIMaybIHa KapaMachiTaH
oy3y [7].

3agHamMa OoOMBIHIIA >KYMBIC Oepymiire eHOeK IapThlH Oy3y KYKBIFbI
Oepineni, Oipak oraH wmiHaerremeiial. CoHBIMEH KaTap, >KYMbBIC Oepymri
KYMBICKEP/I1 )KYMBICTaH OocaTap YaKbIThIH/A, ©3IHEH Tajal eTUICTIH Kehoip
KEMUITIKTEeP/ll €CKepreHi )KOH.

EnOex HapbIFbl kaFgaibiHAa €HOCK MIapThIH Oy3y Ke3iHie maiga Oorysl
MYMKIH WIBIFBIHAAPAAH ayjak 0oy VIIiH, >KYMBIC Oepylri 3aHIbl AYPBIC
KoJiaHa anybl kepek. Ocbliaiiia, eHOeK 3aHHAMAaChlH AYPBIC TYCIHY apKbLIbI
TYbIHIAYbl MYMKIH aylapJIblH aJJblH anafbl Jen aiTta amambl3. Ocbuiaidiia,
aTanraH 3aHHama OOUBIHIIA Ke3 KENreH YibIM ©3 KbhI3METKEpIH >KYMBICTaH
Oocaty yuiiH KaHmaii ga Oip cebentiH OonyblH TyciHaipeni. Anaiiga, kem
XKarJainapaa >KyMBICKEpIIep JKYMBbIC Oepyllll HIbIFapraH HIeIIMMEH Kelicnei
KATaThIHBIH Oaifkayra OoJnaapl. OpuHE, Oy KeNICIeyIIUTiK YIKEH AayIblH
TybIHJIaybIHA ceben 0omapl.

KymbickepAiH KiHOC13, IFHH KYMBIC OEPYIIIHIH 63 MEKEMECIHIH KapKbIHIbI
JaMybl YIIIH KOJIJAHBIIATBIH HETI3Zepre TYCIHAIpME JKacalThlH OoJIcak,
Oipinminen  EnbOexk  KopgekciHiH ~ 52-0aObIHBIH l-TapMarbpIHBIH ~ 2)-
TapMakIIachlHAa KOPCETUITeH INTAT CAHBIHBIH KBICKAPTYbIHA OaillaHBICTHI.
3aHreprepaiH alTybIHINA, KON JKaFAali1a >KYMBICTaH IIBIFAPYyFa IITAT CAHBIHBIH
KbICKapybl ceben 6omabl. by Heri3 GoiibIHIIa, KbI3METKEP/ll dKYMbICTaH OocTay
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3anzpl OoJbin ecenteneni. Ke3 kenreH ybIMHBIH OaCIIBUIBIKTaphl OCHI HET13/1
(mremrimmi) Kap:Kbl JKaraaibl KUbIHIAraHaa KaObuimaiinel. IlTaT caHBIHBIH
KBICKapTBUIFaH KaFaiibIHAa eHOCK MApThIH JKYMBIC OepyIIiHiH OYHpPBIFBIMEH,
Oip KaKThl TOKTAThUIAABI. Aaiifa, Oyl HOpPMaHBIH ©3IHJIIK epeKIIeTIKTepi e
Oap, sIFHU JKYKTI oiiennepre, 3 kacka JediHri Oanmamapbl 6ap HemMece OH TOPT
xacka neitinri 6anmansl (18 xacka neifinri Mmyreiek Oanansr) TOpOHeENen OThIPFaH
KaIFpI30acThl aHaJapra KOJJaHbUIMaiael. Byn TeiieiM camy HOpmacel KP
Enoex KopekciniH 53-0a0biHbIH 2-TapMarbiHIa KepceTiired. Ocburaiiimia,
3aHrepiep Oy TYKbIphIMIAaMara KelleCiied YCBIHBICTap Oepemi, SFHU Ke3
KeJreH OaCIIBUTBIK TapallbIHaH )KOFaphla Al ThIIFAaH 3aH TaIa0bl OpbIHIAIMAFaH
xKarjaiaa, >Keprulikti bakpuiay jkoHE olleyMETTIK KOpray JenapTaMeHTIHE
»az0alra marbIMIaHy bl KaXKeT €KeHIH TYCIHIIpeIl.

Exinmiinen, Genriai 6ip koMIaHHs €3 dKYMBICBIH TOKTAaTaThIH 00Jica, ce3Ci3
KYMBICKEp KyMbIcTaH Oocateuianbl. OChIHIA Kargail OpbIH aliFaH CoTTe,
KbI3METKep OacHIbIIBIKTaH 0acKa *YMBIC OpHBIH Tajlan ere anMaiasl. EHOek
mapThl Jay-AaMaiChl3 asKTaIaThIH KaFaai JIeM OChl HOPMaHbI alTyFa 00JIaJIbI.

Keneci »xarnait, ;xympIckep eHOEK KOJIEKC1 HOpMaapblH Oy3FaH Ke37e OpbIH
anmanel. OcblHAall >kaFdaiga OaclIbUIBIK JKYMBICKEpHAl OIpeH >KYMBICTaH
mbiFapa anagpl. JKymbeic Oepyii >KymbIcKepAl OIpAeH KyMbICTaH Oocaty
epexenepine:

e Kywmpicka ceberici3z kenmey, (0aciIblIBIKKA €CKEPTIIEY);
e 3 caraHaTTaH aca )KYMBICKA KeIIireTiH 0oJica;
e  O31KYMBIC JKacall )KaTKaH MEKeMe MYJIKIHE 3aJlajl KeJITIpeTiH
0oica;
o KoMmaHus KYMUSCBIH )KapHs €Ty ceOenTepi JKaTabl.
CoHbIMEH KaTap, 3aHrepJiep )KyMbICTaH IIbIFapyFa Tarbl Oip ceOer peTiHe,
AKYMBICKEP/I1H alaMI€pILUTIKKE jKaT KbIJIBIKTAp ’KacayblH alTa/bl.
3anrep [lanusap TyiimeOaeBThIH aiiTybiHIIa, KP eHOEK HOpMachIHIAFbI
epexernepre CoHKec, Ke3 KEIreH JKYMbIC OpHBIHBIH OacCIIbUIBIFBl 03
AKYMBICKEpJIEPIH KYJIBIKCHI3, aJaMIepLILIIKKE AT KbUIBIK TAHBITKAHbI YILIH
AKyYMBbICTaH Oocata anazbl. by karnaiinap keOiHe TOpOHe-OKbITY calaChIMEH
alfHaJIBICATBIH MEKeMeJlepie Koll Ke3ecel — Oanabakianap, MEKTeM, MEKTel-
nHTepHatTap. CoHmamn-ak, TopTin Oy3FaH KbI3METKEP/IiH 9peKeTi MIHICTT1 TYpAe
3aH OOWBIHIIIA CHOCK KITAIIIAChIHIa KOPCETLTII, aKT TONTHIPbLTYBI Kepek [8].
Kymbictan mibiFapyra Keneci 3aHibpl ceOen, *KYMBICKEPIIH MIHJIeTTepiH
OpbIHAAy/aH Oac TapTybl OOJbIN ecenTesneni. baclIbUIBIK TapanblHaH HeMece
KYMBIC kacay OapbIChIHAA ©31HE THECLIl MIHAETTEPAl KbI3METKEP OpbIHAAY1aH
0ac TapTKaH jKar/aiila OHbI )KYMBICTaH IIbIFAPyFa KYKbUIbI OOJIBIN TaObLIA/IbI.
ConbIMeH KaTap, €HOEK 3aHHamachl OOMbIHIIA, >KYMbIC Oepylli Ke3 KelreH
KarJaiga eHOeK KarJaibiH e3repTe anaabl. by gereHiMi3, esrepre ajaTbhiH
HOpMaJiap, >KYMBIC YaKbIThl, MIHJETTEpPl JKOHE OHBIH TejemJepi. O3reprinyi
MYMKIH JKafJaiap >KymbICKepre KeMiHJe €Ki ail OypblH ecKepTilyi THic. Al
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KYMBICKEp aTaJiFaH ©3repTyJepMeH KeJiCIIereH JKarai1a Hemece TananTapbl
OopeIHAayaH Oac TapTaThlH 00Jica, JKYMBIC OEpyIIl >KYMBICKEpPl >KYMBICTaH
6ocaryra KYKbUIBI.

KopeITbiHapiail kene, xorapblga kepceriireH sxikreynepai KP enOex
KOAEKCIHIH TYyCIHIIpMe KiTanTapbslHa eHrizyre Oonamsl. Ochburaiima, 3aH
MaMaHJIBIFbl OOMBIHIIA OLTIM ajaMaraH Ke3 KeJITeH azaMaT(Iia)-Fa TYCIHIKTI
OomapheI co3ci3.

ATaJrFaH XKIKTeIyJIepai KopeIThiHAaal Kene OTaHIbIK 3aHHaMa OOWBIHIIA
KepceTireH Heriznepi 4 6arpIT OOMbIHINA JKIKTEYTe 00JIaIbI.

1. JKymbickepAiH KIHOCI3, SIFHU KYMBbIC OEpYIIIHIH 63 MEKEMECIHIH
KapKBIHIBI JaMYbI YIIiH KOJIJAHBUIATBIH HETI3/ep;
2. EnOek mapTsIH )xyMbIC OepymIiHiH 6acTamachkl OOMBIHIIIA
KYMBICKEP/IIH KIHOJI1 OpeKeT1 caniapblHaH Oy3y Heri3/epi;
3. EnOek mapTsiH xymbIc OepymIiHiH 6acTamachl e3re jie Heri3zepi
OOMBIHIIIA;
4. Xympbic O6epylli MEH KYMBICKED apachIHIaFbl MOPaJIb/IbIK
KaTbhIHACTapbl €CKePETiH HeT1311ep.
byn xixrenynep OoipiHma KP enOex 3aHHamMachlHIa KOPCETUIreH Kesecinein
Gemyre 6OJIAJBI.

Kymbickepain En6ex mmaptein | EHGex mapThiH | Kymbic  Gepymri
KIHOC13, SIFHU KYMBIC KYMBIC MEH  JKYMBICKED
KYMBIC OepymriHig OepymriHig apachIHIaFbI
OepytriHiy 03 OacTamacsl OacTamachl ©3r¢ | MOPaJIbIbIK
MEKEMECIHIH OoiiBIHIIIA e HEri37Iepi | KaTbIHACTaAPIbI
KapKBIHJIBI TaMYBI | )KYMBICKEPIIH OoMibIHIIIA €CKepeTiH
YIIiH KIHOJII  OpeKeTi Heri3/ep
KOJIAAHBIJIATHIH caniapbIiHaH
Heri3zep Oy3y Herizzepi
KP Enbek | KP Enbex | KP Enbek | KP Enoex
Konekcinin  53- | Kogekcinig 53- | Konekcinig 53- | Komekcinig — 53-
0a0BIHBIH 1-4- | 6a0ObiHbIH,  8-12, | 0aOBIHBIH 5, 5-1, | OaObIHEIH 13-14,
TapMaKTapbl 15, 18, 21-22 |7, 19- | 17-Tapmakrapsl
JKOHE 25- | TapMaKTaphl
TapMaKTapbl

Ocbutaiiia, KbI3METKEpJl JKYMBICTaH IIBIFApy JKYMBICKEPIIH €HOeK

3aHHAMAaChIH/Ia KOPCETUIreH MIHAETTEpiH OpbhIHIAaydaH OocaTyasl OUTaipesi.
XKymbickep yMbICTaH OocaTbUTFaH KaFjaiifa, eHOeK IIapThl TOKTATHUIFaH
KyHHEeH Oactan eHOeK MIHAETTEepIH OphIHIAyIaH 00CaThIIAbI.

XKymbic OepymriHiH Oactamachkl OoibIHIIA eHOEK IIapThiH Oy3yAbIH
HETi3JIepiH KOChIMIa eKi Heri3 OoMbIHIIA Ja KapacTelpyra Oomanpl. Onapra
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MbICal peTiHae, OipiHmi, >kammbl (OapibIK KbI3METKEpJep YIIiH), Keneci
KOCBIMIIIA (KBI3METKEPJICP/IIH MIEKTEYN CaHAaThIHA) KOJIJAHBUIATBIH HETi3Jep.
Atan aiiTKaHza op 3epTTeylli o3 3epTTeylepiHe Kapal, Oy KiKTeynepii
xacaraH. OTaHAbIK €HOCK 3aHHaAMachl OOWBIHINA EHOEK IMIAPTHIH >KYMBIC
OepyuiiHiH ©Oactamachl OoWbIHIIA Oy3y Heri3gepl OCbl YaKbITKa JeHiH
3epTTeylIyiep MEH 3aHrepiep/iH Ha3apblHaH KaJMaraH KyObUIbIC OOJIbITI
ecenrenenl. 3aHHamMa/1a KOpCeTUINeH HEeri3/1ep opKallaH e3repin TypaTblH HOpMa
nen ecenreyre Oonaapl. KP ke3 kenreH 3aHHaMacbhlHBIH ©3rE€pTY/Ep MEH
TOJBIKTBIPYJIAp €HT13yl caljiapblHAaH €HOEK HopMajapbl Ja MIHAETTI TypAe
e3repicTepre yIiblpaiibl.
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A STUDY ON SWOT ANALYSIS’S APPLICATION IN PRIVATELY-
OWNED KINDERGARTEN

Abstract. SWOT analysis is a method widely used in analyzing the
internal and external environments of organization in enterprise management.
From the perspective of educational management, this article discusses the
theoretical basis of applying SWOT analysis in private kindergartens and the
feasibility of its application; by case studies, this article explores the scope,
procedure, function and issues need to be addressed of SWOT analysis, reveals
the position and role of SWOT analysis in private kindergarten management, and
explores a new idea and method for private kindergarten management.

Keywords: SWOT, Private kindergarten, management, Educational
management, Shymkent, kindergarten, organization, analysis; efficiency,
effectiveness.
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Anaarna. SWOT ananm3i Ke3 KenreH MEKEMEHIH 1MIKi KOHE CBIPTKBI
OpTachlH TajlJayFa apHajJFaH TOCUI eKeHl Oenrimi. bimiM MeHemKMEeHT1
TYpFBICBIHAH anFraHaa, ockl Makama SWOT anHanmu3iH >kekemeHNIik Oana-
Oakmanapra KOJJaHy MYMKIHIITIH KOHE OHBIH JKaJIbl KOJJIaHy THIMILUTITH
TaJKbUIAN Bl OPKHIBI Oajla-Oakmanapapl 3epTTey apKbUIbl aTajiFaH Makajia
KeKe MeHIIK Oana-Oakmanap canackiiga SWOT ananu3sin KojgjgaHy OapbICHI,
yaepici, )koHe (PYHKIMSUTAPBIH €rKEeH-TerKenl 3epaeaeii.

Tyiiin ce3gep: SWOT, xekemeHnik Oana-0akiia, MEHEHDKMEHT, OLTIM
MeHeKMeHTI, IIIbiMkeHT, 6ana-0akiia, yibIM, aHAIA3, THIMILTIK.

**k*k

An”otanus. SWOT-aHanu3 — 3T0 METOJ HIMPOKO MCHOIB3YeMbIH MpU
aHalM3¢ BHYTPCHHEH W BHENIHEW Cpelbl OpraHu3alid B YIPaBICHUU
npennpusaTieMm. C TOUKH 3peHHs yIpaBieHUs 00pa30BaHUEM, B TaHHOM CTaThe
oOcykaaroTcs Teoputudeckiue ocHOBbI mpuMeHnenuss SWOT -aHann3a B 4aCTHBIX
JNeTCKMX caJlaXx H BO3MOXXHOCTH €ro TnpuMeHeHHs. B 1maHHOW cTaTbe
paccmarpuBaroTcs oObeM, Tpoleaypa, GyHKIMHU U MPOOJIEMBI, KOTOpbIE
HeoOxoauMo pemuTh npu aHanuze SWOT u pons SWOT-ananuza B
yIPaBICHUH YACTHBIM JETCKUM CaJIOM.
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KnwueBbie caoBa: SWOT, uacTHbIM [OETCKUM cajJl, MCHEIKMEHT,
MEHEDKMEHT B oOpa3zoBanuu, [lIbIMKEHT, JeTCKUW caja, opraru3aunus,
3¢ hEKTUBHOCTD

Introduction

In recent years, with the deepening of the educational system reform in
our country, private educational institutions have sprung up all over the country.
In the fierce competition of preschool institutions, some kindergartens are well-
run and form their own operating characteristics; some kindergartens not only
have running difficulties but also go against the intention, even run counter to
preschool education idea; some kindergartens cannot adapt to the social
development, facing the danger of closure... Kindergartens are the same, but they
are different in operation and management. The operators of private
kindergartens are facing some confusion in determining management direction,
management strategy and implement of action plan, etc. Secondly, in the
research field of organization management in recent years, SWOT analysis has
been widely discussed and applied in enterprise management, but are not much
known in the field of educational management. For this reason, this paper will
be titled in A Study on SWOT Analysis’s Application in Privately-Owned
Kindergarten, and make a systematic discussion on the above issues.
SWOT analysis has been widely used in enterprise management, but has been
less applied in kindergarten management. If there are more research results it
will be beneficial to education management. By analyzing and considering
relevant issues, this article reveals the position and role of SWOT analysis in
private kindergarten management, enriches the educational management
theories of private kindergarten, explores new ideas and methods for
kindergarten management, and the results can provide to the relevant
departments for reference.

Theoretical framework

To the educational circles, SWOT analysis is a new term, but some
statements in educational management theories have been found to be similar to
SWOT analysis after literature studies, and most educational management
theories draw lessons from enterprise management theories. “The father of
modern management” Drucker holds that “management is practice”.
Management is a social practice with strong purpose, and setting a clear and
feasible management goal is the starting point of management (Wen, 2005,
pp.75-79). Any kind of management, whether it is enterprise management or
educational management, whether it is goal management, decision management,
people management, quality management, or strategic management, the first step
is to set goals. Goal is a starting point as well as a destination. Premise of setting
goals is to make an objective analysis and judgment to the organization’s internal
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and external circumstances. It is easy to find some traces of SWOT analysis in
educational management theories, but they need further studies.

Methodology

In order to learn private kindergarten’s attitude on the application of
SWOT analysis, and function of SWOT analysis in kindergarten management,
etc., the author made a survey regarding private kindergartens’ application of
SWOT analysis from November, 2019 to February, 2020. The surveys have been
conducted with comprehensive questionnaires. The survey selected 14 urban
private kindergartens in Shymkent city as the target, and distributed a total of
101 questionnaires to 14 principals and 87 teachers, with 94 valid questionnaires
returned, 7 teacher’s questionnaires not returned, and an effective rate of 86.1
%. The survey results show that: A majority of principals and teachers have
never been heard of SWOT analysis; all principals and a majority of teachers
indicated that they had conducted brief analysis on the kindergarten’s strengths,
weaknesses, opportunities and threats. More than half of principals and nearly
half of teachers considered that SWOT analysis was useful to the kindergarten
management, and expressed willingness to use SWOT analysis.

After the survey of SWOT analysis, a number of private kindergartens in
our city expressed their willingness to use SWOT analysis, and to provide the
usages as the materials for case study. Considering that the results should be
promotive and representative, the author chose three large, medium and small
sized private kindergartens for case study, and the study period was from
November, 2019 to February, 2020. Based on the application of SWOT analysis
in the kindergartens, the author explored the scope, procedures, functions as well
as the issues to be noted of SWOT analysis’s application in private
kindergartens.

Referring to the scope of SWOT analysis in enterprises and relevant
literature of kindergarten management, SWOT analysis’s application in private
kindergartens should be classified into two aspects including internal and
external environments. According to the analysis of the case kindergartens, a
kindergarten’s internal environmental scope includes: leader’s leadership style
and ability, principal and teacher’s professionalism, principal and teacher’s
qualities, parents and children’s needs, organizational structure and division of
labor, organizational culture, salary and benefit system, curriculum and teaching,
financial management, marketing, construction, equipment, teaching aids and so
on. A kindergarten’s external environment scope includes: policy environment,
economic situation, society and culture, science and technology, community,
peer’s performance and other factors

Findings and Analysis

During the process of applying SWOT analysis in the case kindergartens,
the principals and teachers initially knew quite vaguely about it, and lacked for
a proper understanding; After several explorations, their thinking has been
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gradually clear. The case kindergartens have become aware of the benefits of
applying SWOT analysis to varying degrees. During the process, three
kindergartens have gradually expanded the scales, improved running efficiency,
and enjoyed a certain popularity and reputation in our city’s preschool education
circles. According to the applications in the case kindergartens, we can conclude
with a theoretical thinking: Introducing SWOT analysis widely used in
enterprises into education management may not be a creation, but to provide a
clearer thinking and framework for analyzing the internal and external
environments of the school and the situation. The position of SWOT analysis in
private kindergarten management can be considered to be the premise or basis
to make the management goals and developmental plans. SWOT analysis in
management is like a mirror to help managers clearly understand their own
organizations. The significance of SWOT analysis’s application in private
kindergartens is: firstly, having a standing management tool; secondly, helping
the kindergarten understand the internal and external environments, identify the
rational developmental direction; thirdly, promoting to achieve the
kindergarten’s vision or management goal.

Conclusion

Firstly, SWOT analysis is just an analysis method in management, which
should be treated with a normal state of mind rather than be exaggerated blindly,
and cannot be regarded as the “panacea” able to change the current status or save
the organizational crisis. Secondly, we cannot isolate the four factors of S, W,
O, T, but consider the inherent links among them. The key of SWOT analysis is
to use a systematic thought to combine these seemingly independent factors for
an inclusive analysis, so as to promote the organizational strategic plan to be
more scientific and comprehensive. Thirdly, SWOT analysis cannot be used as
an independent and isolated part; Upon the SWOT analysis results, we should
make action plans and strategies to complete and systematize the process,
otherwise it will be a mere formality without any practical significance. Fourthly,
we should pay attention to the limitations of SWOT analysis, and when list the
facts for judgment, we should try best to be realistic, objective, accurate, and
provide certain quantitative data to make up for the deficiencies of SWOT
analysis. Fifthly, the results of SWOT analysis are the strategic secret of the
kindergarten, and should not be published in order to show off to peers or to
please superiors, but should be strictly confidential. By studying SWOT
analysis’s application in private kindergartens, this article reveals the position
and role of SWOT analysis in private kindergarten management, and explores
new ideas and methods for private kindergarten management. This article aims
to break the ice, and we hope that more researchers will pay attention to private
education, concern about preschool education, and make efforts to promote the
development of education in Shymkent.
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WORK ENGAGEMENT

Abstract. Employees who have completed their work roles, these
employees are fully engaged in their work. They are overflowing with vitality,
devoted to their job, and submerged in their work performances. This article
provides a brief explanation of the idea of work engagement. Research shows
that work and personal resources are the primary indicators of engagement. The
workers are engaged with new data and more productive to change their work
conditions. Findings of the past studies are coordinated into a common model
that can be used to create work commitments and promotions in the current work
environment.

Keywords: Work Engagement, Job Resources, Personal Resources, Job
Performance, Job Demand, and Job Crafting.

**k*

Anparna. JKympic  peniepiH  asKTaraH ~ KbI3METKepiep, Oy
KBI3METKEpJIep 63 KYMBICTAPBIMEH TOJIBIK aiHaibicaabl. Onap e3 eMipiepine
TOJIBI, ©3 ICIHE aJaj »XOHEe JKYMBIC Tporieccine Oeputrenaep. bynm makanama
KYMBICKA KAaTBICy MJCSICHIHBIH KbICKAIlla TYCIHAIpMECl OepiareH. 3epTTeysep
KYMBIC TIEH JKEKE pecypcTap KYMBICTBIH HET13T1 HMHIWKATOPHI OOJIBIT
TaOBUIATBIHBIFBIH KopceTeni. JKyMbIcHibutap €HOCK KardaljiapblH ©3repTy
VIIIH JKaHa MOJIIMETTEPMEH IKOHE HOTIDKEN JKYMBIC ICTEHIl. OTKeH
3epTTeYJICPAIH ~ HOTHKENepl  Ka3ipri  KYMBIC  JKaFjalblHIa  €HOEK
MiH/IETTeMEJICPiH )KOHE JKapHAMAIIBIK YCHIHBICTAPIbI KYPY YIIIH KOJIIaHBUIATHIH
YKaJIIbI MOJICJIBI'e YHJIECTIPUITEH.

Tyiiin ce3mep: )KyMBICKa KaThICY, JKYMBIC pECYPCTaphbl, )KEKe pecypcrap,
KYMBICTBI OPBIHJIAY, )KYMBICKA CYPAHBIC JKOHE KYMBIC KECTeCl.

**k*

AnHoTauusi. COTpYAHUKH, KOTOPBIE BBIMIOJHAIOT CBOU paboune poJu,
9TH COTPYOHHKH TOJHOCTBIO 3aHATHI cBOed paboToil. OHM mepenosHEHbI
KU3HEHHOW CHIIOH, MpelaHbl CBOEW paboTe W TMOTPYKEHbI B CBOM paboune
XapakTepucTUKU. B 9Toil craThe [aeTcsi KpaTkoe OOBSICHEHHE UACH
BOBJICUEHHOCTH B paboTe. MccrienoBanus MOKas3bIBaIOT, YTO paboTa U JIMYHBIE
pECYpCHl SIBIISIFOTCSI OCHOBHBIMH TIOKa3aTeNsIMU BOBJICYEHHOCTH B padore.
CotpyaHuku pabOTarOT C HOBBIMU JaHHBIMH U 0OJiee MPOAYKTUBHO, YTOOBI
W3MEHUTh CBOM YCJIOBUA Tpylda. Pe3ynabTaThl MNpONIUIBIX HCCIEAOBaHUMN
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COTJIaCOBaHbI B OOIIYI0 MOJIENb, KOTOPas MOXET OBITh HCIOJB30BaHA IS
co3fgaHust pabounx 0O0s3aTeNBCTB W NPOABMKECHUS TIO CIy)KOE B TEKyIIeh
paboueii cpere.

KioueBble cJjioBa: BOBICUEHHOCTh B pabore, pabouue pecypcesl,
JIUYHBIE PECYPCHI, BHIMIOJHEHUE PabOThI, CIIPOC HA pabOTy U CO37aHuE paOOTHI.

Introduction

Work engagement is regularly described as “an affirmative, satisfying,
work engagement perspective that is described by vigor, engagement, and
detention” (Bakker & Schaufeli, 2008) (Salanova, Schaufeli, Gonza “lez-Roma
& Bakker, 2002). Generally, work engagement indicates how an employee is
engaged with their work: as stimulation and action, which lead them involved in
dedication and putting effort (vigor); as a remarkable and attentiveness
(engagement); (Bakker and Demerouti 2008). Rely on several resources, it was
found the Resource — Engagement — Performance model, where indicates how
engagement has a correlation effect by the given job and personal resources and
leads to higher levels of work. Kahn (1990) was one of the first to propose the
idea of job engagement. He showed the engaged employees are emotionally and
physically, joined to these own work responsible. Engagement remits to
concentrated energy that is on the way to company purpose. (Macey, Young,
Schneider, and Barbera 2009). Those employees who engaged characterized as
an employee is positively involved in his work and work activities. Associated
with employees are psychologically, physically, and sincerely associated with
their job. Accordingly, engagement in work is an important indicator of the
prosperity associated with the word for two employees and companies.

Problem Statement:

In the last two decades, employee engagement has become a more
popular concept. Companies are trying to determine if their employees are
engaged and how they perform using surveys and various tools to remain serious
and improve performance.

Research questions:

Do managers contribute to the recruitment process with a variety of
appropriate suggestions in the work process and job-related requirements?

Are managers effectively meeting the core needs of their employees for
authority, independence, and communication?
1. Drivers of Work Engagement

Job Resources

Job resources can also play an external motivating role as a productive
work environment focuses on its willingness to devote itself to work. Under such
circumstances, the task is likely to be successfully accomplished and the goal
achieved. For example, peer support and effective feedback increase the
likelihood of achieving business goals. In any case, it must have a positive
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outcome, either by meeting basic needs or by achieving business goals and is
likely to be attractive (Schaufeli and Bakker 2004). It is believed that job
resources act either an integral inspirational work, as they contribute to the
development, training, and even more to the promotion or inspirational work of
workers in light of the fact that they play an important role in achieving work
goals. In the past case, job resources satisfy basic human needs, for example, the
need for self-sufficiency, kinship, and skills (Deci, and Ryan, 1985). Job
resources may also perceive an outward inspirational job on the grounds that
clever workplaces cultivate the eagerness to commit one's endeavors to the work
task.

Personal resources

There is certain self-esteem in personal resources that are related to
universality and suggestions that people feel their ability to effectively control
and influence their condition (Johnson, Jackson, Hobfoll, and, Ennis 2003). It
has been conclusively demonstrated that such plus self-appraisal include
purpose, productivity, work and life fulfillment, motivation, but other attractive
results (De Pater and Judge Van Vianen 2004). The purpose of that is the
maximum level of the person’s assets, the constructive the individual’s self-
esteem is, and the much objective self-consistency is required. People with
objective self-consistency usually strive to achieve their goals, and therefore they
cause better and fulfillment. A few creators have examined the connections
between close to work engagement and personal assets. For instance, it has been
indicated that confidence, self-adequacy, the focus of control, and the capacities
to see and direct feelings are certain indicators of work engagement (Albrecht,
S.L. (Ed.). 2010). In their longitudinal review and journal contemplates,
(Xanthopoulou Bakker, Demerouti, and Schaufeli, 2009a), (Xanthopoulou,
Bakker, Demerouti, and Schaufeli 2009b). analyzed the job of three individual
assets (self-viability, hierarchical based confidence, and hopefulness) in
foreseeing work commitment. Results indicated that connected with workers are
exceptionally self-useful; they accept they can fulfill the needs they face in an
expansive exhibit of settings. What's more, drawn in laborers tend to accept that
they will for the most part experience great results throughout everyday life
(idealistic) and accept they can fulfill their necessities by partaking in jobs inside
the association (confidence).

Job performance

There are four reasons why employment-related jobs outperform non-
employed workers. Firstly, those associated with employees regularly positive
experience feelings, including gratitude, bliss, and energy. These useful
sentiments appear to expand the collection of people's mental activity,
concluding that they are constantly working on their own assets (Fredrickson,
B.L. 2001). Secondly, it is better to feel good with employees. This implies that
they can concentrate and direct all their abilities and power resources to their
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job. Thirdly, as will be shown later, associated with the representatives do their
personal resources and their own activities. Finally, those locked in working
order pass on their obligations to others in their fast state (Bakker, and
Xanthopoulou, 2009). Since in many companies the consequence of the activity
is the consequence of interactive tension, the commitment of a person can go to
other people and in a roundabout way improve group performance. Until this
point, a few examinations have indicated that job engagement is decidedly
concerned with job capacity (in-job performance, that is, authoritatively demand
results and practices that straightforwardly serve the organizational behavior of
citizenship; creativity). For instance, (Verbeke, Demerouti, & Bakker 2004).
demonstrated that drew in to utilize it got higher appraisals from their partners
on in-job and extra-job execution (optional practices with respect to a worker
that are accepted to legitimately advance the compelling working of an
association, without essentially straightforwardly impacting an individual's
objective profitability), showing that connected with representatives fulfill good
and are happy to went the additional mile. Next, in their investigation of
representatives to work in Spanish cafés and inns, (Agut, Peird, and Salanova,
2005). Indicate that worker appraisals of authoritative assets, commitment, and
administration atmosphere were decidedly identified with client evaluations of
representative execution and customer devotion.

Job crafting and job demands:

For sure, connected with representatives are not inactive entertainers in
workplaces but rather effectively changing their work if necessary. Workers may
effectively change the substance or plan of their employments by picking
errands, arranging diverse occupation substance, and doling out significance to
their undertakings or employments. This procedure of representatives forming
their employments has been alluded to as occupation creating (Wrzesniewski,
and Dutton, J.E. 2001). As a result of occupation making, representatives might
have the option to build their individual employment fit and to encounter
upgraded importance in their job. Derks Tims and Bakker have discussed work
crafting it is a special type of proactive in the behavior where representatives
start a change in their occupation requirements and work resources. Work
crafting is improver’s employees to their works to their skill, experiences, and
capacities from one perspective what's more, to their inclinations and needs on
the other. At this point, Tims with his partners found that commitment had an
active association with partner appraisals of work crafting. Attracted employees
are likely to growth their work assets. Also, connected with representatives were
well on the way to build they possess job demands so as to make all the more
testing work condition. For instance, they were well on the way to begin new
projects.
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Model of work engagement

Model the work engagement (Bakker, and Demerouti, E. 2008). Personal
resources and occupation freely or with each other anticipate work engagement
and have an especially more effect on engagement when working requests;
engagement, thusly, emphatically influences work execution. It is critically
important that the input circle in the model shows how representatives who are
locked and work well can use their own resources (creating work), which at this
moment cultivate interaction after a while and create positive growth dynamics.

Job
Demands

Job
Resources

m_/

Job
Performance

Work
Engagement

A 4

YA

Fig.1 Model of work engagement

Conclusion

Engaged employees are psychologically, physically, genuinely are
associated with their jobs. They felt full inside of power are committed to
arriving at their work associated targets and frequently completely submerged in
their job. Job engagement is anticipated by work assets and individual resources
and prompts higher job execution. Hence, work comitment is a significant
pointer of job associated prosperity for the two representatives and associations.
Human resources directors can complete a few things to encourage work
commitment among their representatives. A significant beginning stage for any
dynamic approach is the standard estimation of commitment and all
representatives, for instance in utilizing the work commitment the model
displayed in the article. Based on this appraisal, it tends to be resolved regardless
of whether singular workers, groups, work situations, or divisions score low,
normal, or high on work commitment furthermore, its precursors, and in this
way, we realize where too much conveniently center mediations. For the most
part, intercessions went for outfitting the positive intensity of work commitment
ought to concentrate on people and groups and the association on the loose.
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K.K. Kapvivcaxosa®?
1C. Jlemupen areiagarsl yauBepcuteti, Kackenen k., Kasakcran
2 AGaii ateranars Kaszak YrTeik [lenarorukansik YHEBEPCHTETI,
Anmarel, Kazakcran

XAJIBIKAPAJIBIK TEPPOPU3M )KOHE UHTEPHET HACUXAT

Angatma. byn makamana [[iHM 3KCTpeMU3M - JiHH UACOJIOTHUSFA
HEri3JeNreH SKCTPEMU3MHIH O1p TYpl €KeHAIr1 alThlIaabl. JIHM 3KCTpeMu3Mmre:
AKCTPEMHUCTIK JIHU HJECOJIOTHS, SKCTPEMUCTIK JIHU Ce3IMAEp, SKCTPEMHUCTIK
JIHU MIHE3-KYJIBIK, SKCTPEMUCTIK JIHU YHbIMAAP Typajbl aiTbuia pl. COHBIMEH
Karap, KasakcTtaH MeMJIeKTIHE XaJlbIKapaJlbIK TEPPOPU3MHIH KayiOl jkalbIH/Ia
dKOHE J€ TEpPOPHUCTIK JIAaHKEC TONTap/AblH HWHTEPHET apKbUIbl O3
UJICOJIOTUSIAPBIH KAaCTapFa TapaTy Typajbl Co3 KO3Falabl.

Tyiiin ce3nep: JliHM SKCTpeMU3M, JIHU HJICOJIOTHS, XaJIBIKApPaIbIK
TEppOPHU3M, UHTEPHET, HacUXaT.

**k*

AHHOTAIUA. B naHHOW cTaTbe TOBOPUTCS, YTO PEIUTHO3HBIN
HKCTPEMU3M-3TO OJIUH U3 BUAOB 3KCTPEMHU3Ma, OCHOBAaHHBII Ha PEIUTHO3HOM
UAeoJoTul. Penuruo3HomMy SKCTpEMH3MY OTHOCATCS:  OKCTPEMUCTCKas
peNUruo3Hasi  WOCOJIOTHS,  SKCTPEMHCTCKHE  PENUTHO3HbIE  YYBCTBA,
SKCTPEMHUCTCKOE PEIUTHO3HOE TMOBEIACHHE, SKCTPEMUCTCKUE PEIUTHO3HBIC
opranuzanuu. Kpome toro, peur Oyner uatu o0 yrpose MexXIyHapOIHOIO
Teppopu3Ma, a TaKKe O PaCIpPOCTPAaHEHHHM TEPPOPUCTHUECKUX TPYIII CBOEH
UJICOJIOTUU MOJIOJICKH Yepe3 UHTEPHET.

KutoueBble ciioBa: Penurno3Helil 3KCTpeMuU3M, peIMruo3Hast UA0JI0THs,
MEeXAYHApOAHBIN TEPPOPU3M, HHTEPHET, MIpOIaranya.

**k*

Abstract. This article states that religious extremism is one of the types
of extremism based on religious ideology. Religious extremism is taught about:
extremist religious ideology, extremist religious feelings, extremist religious
behavior, and extremist religious organizations. In addition, we will talk about
the threat of international terrorism, as well as the spread of terrorist groups
through the Internet of their ideology to young people.

Key words: Religious extremism, religious ideology, international
terrorism, internet, propaganda.
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Kipicne

WNuTtepner OyriHae oNeMHIH Ke3-KEJreH KEepiHAe OpHAIACKaH axamiap
apachlHAarel OaillaHBIC TIEH aKmapaT aaMacyablH omOebam Kypajbl OOJbIIT
TaOblTaabl. Anaiina, OYriHT1 TaHIa oNmeMJeri axKmapaTThIK XYMBIC Kasipri
TEPPOPU3MHIH €H KayilTi aclekTuIepiHiH OipiHe alHAJbIN OTHIP. OJEYMETTIK
KENJIepJl TapaTyMEeH Karap, 3KCTPEMUCTIK KOHE TEPPOPHCTIK HICOJIOTHS
Kymieiin, Oykin omemae keH Ttapanyga. COHFBI OHXBUIABIKTa  KOFApPFBI
KBUIIAMJIBIKIICH MOOWIBJII HWHTEPHETKE KOCBUTY CHSKTBI PEIAKTOPIIBIK
KeJeprijiepMeH KOpFaJIMaraH oJIEYMETTIK JKeJiep TEePPOPHCTIK IKOHE
AKCTPEMHCTIK YHBIMIAP IbIH KYIITI KypablHA aifHAJIBIN, HACHXAT alybIHA ceOert
00JTybIMEH KaTap OYKLT ayieMre Jie ©3 KayiOiH TOHIIpy/Ie.

Teppopuctik  yibIMaap KyH caiiblH VIHTepHET apKbUIbl — JKaHa
KOJIIAylIbUIapIel  TapTyFa Karbicanel. Calblll  KENTeHIe, TEePPOPUCTIK
YUBIMIAPABIH OpeKeTTepi TyTacTail ajFaHaa dJIeMJeri TYPaKThUIBIKTEI Oy3yFa
OarpiTTanrad. COHBIMEH KaTap, TEPPOPUCTIK YHBIMIAp  IYHHEXKY3UIIK
FAIAaMTOPIBl  ©3 TMaijanapelHa OKYMcal, JeCTPYKTHBTI HJICOJIOTHUSHBI,
KEKKOPYIIUTIK TEH 30pJbIK-30MObUIBIKTEI HacuXaTTayMeH Karap, akmapar
Tapary KOHE alMacy, KbUIMBICTBIK OPEKETTEp/i JKOcmapiiay jKoHEe YHIeCTipy
YIIIH KOJIJIaHy/Aa. OKIHIIIKE Opaid, Ka3ipri yaKbITTa XaJbIKapaJblK TEPPOPHU3M
KOpIHICTEP1 KOFaMIBIK OMIpAiH OapibIK cananapbiHaa Oaiikanyna. Kasakcranma
COHFBI JKbUIIApAa TEPPOPHUCTIK KOHE SKCTPEMHCTIK KbUIMBICTApD 4 €ce ociM
Oaiikananel (108-1en 453-ke neiin).

Amnbikrama ymrid: erep 2013 xpibl 108 KbutMbIc TipkenreH 6osica, 2014
Kbutbl - 132, 2015 xbutel - 297, an 2016 xbutbel - 497 KplIMBIC, Oipirama
temeHney 2017 xwutbl - 453 Gonael Hemece 8,9% [1].

3epmmeyoin 20icHAMANLIK HCIHE MEeOPUSIbIK Hecl30epi

3epTTeyne KYMeNmiK JKOHE KYpbUIBIMIBIK-(YHKIIMOHAIABIK Tajljay,
KIKTEY, TAPUXH JKOHE T'eHETUKAJBIK 3epTTEYNep, COHBIMEH KaTtap KyKaTTap/bl
CasiCH JKOHE KYKBIKTBIK Taj/ay 9ICTepi KOJAaHbLIa b

3epmmey Homuoicenepi

Hcnamaplk  3KCTpeMH3M  YII  HEri3T1  TapamnmeH  cumaTTalafbl:
(dbyHIaMEHTAIU3MHIH 3KCTPEMUCTIK JIHH HICOJIOTHUSICHI, TUICTI IKCTPEMHUCTIK
JIHU YABIMIAP JKOHE SKCTPEMHUCTIK JTIHH KbI3MET.

Conpiven Oipre, Kazakcran PecnyOnmkaceiHOa pauKangbl HCIaMJIbI
HACUXaTTalTBhIH KONTEreH alllbIK >KOHE MXaObIK TONTap Ja >XOK eMec
Baxxaburrep, camapuTTep, axJIM CyHHa Balb[)kamaa (amiblK TOII,
https://vk.com/vaxbia); «/larpicTannbiH Mcnam nmaptusicel» (3ka0bIK Tot, https:
/" vk. Com / islamskaya partiya dagestana); Anb-Kampa (3kabbik Tom);
Myceimman OaybIpiap jkoHE KacueTTi jkuxaj (xaOwlk Torm, https://vk.com/
club9268323); Tanuban (3kaObIK Tom); «Myx)axuarep - AJJaHBIH apMUSICHI)
(amwIk Tor, https://vk.com/club44381951), T.0. [2].
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XanbIKapanblK —capanmibUIapAblH  MiKipiHIIe, OYriHae TpPaHCYITTHIK
AKCTPEMHUCTIK YHUBIMIAPBIH €CEMIIOTTAPhl MEH KaybIMIACTHIKTAPBIHBIH CaHBI
na apta Tycyne koHe onapasiH Facebook, Twitter, BkoHTakTe, OTHOKIACCHUKH
CHSIKTBI  QJICYMETTIK JKemiepaeri OenceHminiri epekine amanmataasi [3].
AXMapaTThIK-KOMMYHHKAIMSUTBIK TEXHOJIOTHSUIAPABIH JaMybl, Oip >KaFbIHaH,
KapbIM-KaTbIHAC, ©31H-031 KOPCETY MKoHE OUTIM aiy YIIiH IIeKCi3 MYMKIHIIKTEep
)Kacaca; eKiHII )KaFrbIHaH, OYJI KOFAMHBIH aKITapaTThIK KAayiCci3iri Macenenepin
VIIBIKTBIPATBIH ~ KOCHIMINIA ~ KAYINTEpJi TYIObIpaabl, COFaH OalJaHBICTHI
BUPTYAIM3AIUS KOHE JKACTapIbIH JIIHU OKCTPEMH3Mi CHSIKTHI JKaFbIMCHI3
KyObUIBICTAp/IbIH T€3 TapailyblHa ceOenkep Oonaapl. JliHM Ourim  anmyra
TBIPBICATHIH JKacTap KeOiHece KyYMoH 11 MHTepHEeT-calTTapra Ke3JeiicoK Hemece
abalichI3a KYTIHY CalJapblHAH OHJAFbI )KAJFaH yaFbI3MIbUIAPFA TaIl OOJIBIT
OJIapJblH MJICOJIOTHSANIApbIH OoilapblHa CIHIpel e ajl OyJl >KajlFaH TONTap
KacTapra TCK KaHa HJICOJIOTHS TYPFbIJIaH KapaiIbl, 0JIapIbIH MaKCaThI aIaMHBIH
caHacelH Oypmanay, Oenrimi Olp KYHIBUIBIKTapIbl >KacTapAblH OOWBIHIA
KaJIBIIITACTRIPY.

AKMapaTThIK AIHU paJuKailaHy MpPOLECIHIH )acTapra oCepiH TUTI3eTiH
Heri3ri ¢akropnapsl: bipiHmiigeH, keOiHece ThIM TyOerensl e3repicTepMeH
YKOHE TEXHOJIOTUSHBIH 6Te Te3 JaMyblHa OalIaHBICThI KOFAMHBIH Ka3ipri JaMy
KE3EHIHJIET1 «oKeJep» MeH «Oamamapy MOACHUETI apachlHAAFbl JOCTYpPIl
QNIIAKTBIKTBHIH menriMeyl. EXiHIIIeH, MoIeHH IoyipiaepaiH Ka3ipri oJeMiHiH
e3repyiHe OalJIaHBICTBI CTEPEOTHUINTEPIiH oe3repyl. bysn Typreima eTkeH
OYbIHHBIH  KYHIBUIBIK YJTUIEPIHIH ©3Trepyl Typajibl, JEMEK, OMIpIIK
HYCKayJIapJiarbl ©3TepICTep Typasibl FaHa €MeC, COHbIMEH Oipre agaMHBIH
oJIeM/JIeT1 OpHBIH, OHBIH MaKCaThl MEH MaFbIHACHIH TYCIHY TYpaJibl ATy OPBIH/IbI.

YWIHITIACH, ASKCTPEMHU3M HICJIOTHSACHT MOKOYpJIl AMIIOMATHSHBIH
KOKETTUIIr peTiHje, SKCTPEMHU3M HACaIaphl YIIIH COFBIC KOHE SKCTPEMHU3M
JKaHa OJIEMJIIK TOPTINTIH CYHerimi peTiHae Kepcereml, opi Oochbl ceOenTepaiH
OpKaiChIChI JKacTap/IbIH Ha3apbiH ©3iHe ayaapasl [4].

« OKCTpEMHU3M MEH TEppOpU3M HICOJOTUsChIH HMHTepHET apKbLIbl,
OKCTPEMHUCTIK ofeOueTTep MeH TYpil MHUCCHOHEPJIEPAIH €lre 3aHChI3 €HYl
apKbLIbl HACUXATTAYbIH alJIbIHA TYPMBI3. [{iHH cayaTThUIBIKTHIH 0OJIMaybIHA
OailylaHbICTBI OyJT MaesIap KerOip AiHmapiapIbIH, ocipece akKblHIa HCIIaM
NiHIH KaObUIJaFaHOap[blH  paJuKalfaHyblHa bIKNan eredl.  OmapasiH
Keli0ipeynepi, aTan alTKaH[a KUBIH OMIPIIIK aFJaaiifa Tam OOJFaH ajampiap,
onemMzeri OAUIETCI3AIKTIH TYNKi ceOenTepiH TYCIHIAIM Jem  KaTelecit,
«okumhazika» KaTbicy Typaibl oitnana Oactaiiasl », - aeni KP ¥KK Gacmibicer
Hypraii AObIKaeB 30pabIKTHI SKCTPEMHU3MIE KapChl KYpec KOHIHIET1 aliMaKThIK
xoHe OpranbIK A3us KOH(pepeHIUsAChIH A [5].

Conrpl yu1 xxbuia Kazakcran Pecriyonukacel KplmMBICTBIK KOAEKCIHIH 2-
Oeutirinin 256-6a0s1 60iibIHIIa 167 a3amMaT HHTEPHETTI NaiiAaIaHbI TEPPOPU3M
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MEH JiHM 3KCTPEMHU3M/II HaCUXaTTaraHbl yIIiH coTTanabl. OnbH iminge 2016
KbUTbl 52, 2017 xbutst 76, 2018 sxbuist 39 amam [6].

XaJbIKapabIK Y)KbIMJIBIK JKOHE YITTBIK KayIIICI3AiKTI KAMTaMachl3 eTy/e
MEMJIEKETTEepAIH BIHTBIMAKTACTHIK MPUHIIMITI MaHBI3AbI peia atkapansl. O. M.
TuyHoB aramn eTkenaen, «b¥ ¥ JKaprpICbIHBIH MakcaTTapbl MEH KaruAaTTapbiHa
coiikec  Oapnblk  camaga  Oip-OipiMeH  BIHTBIMAKTACTHIKTBI  JAMBITY
MEMJICKETTEePIIH MIHIETi PETIH/Ie KapaCThIPhLUTYbl KepeK. bIHTBIMAaKTaCTHIKTHIH
Kypamjaac OeJlikTepi - TEHIIK, e3apa CEeHIM, TaTy KOPIIUIIK >KOHE IOCTHIK
KaThIHACTAP, XAIBIKAPAIBIK OCHOITIIUTIK ITeH Kayirnci3aik. bIHTBIMaKTaCTHIKTHIH
naiacel 6apIibIK MEMJICKETTEpre KOJI JKETiM/Ii 00Tyl Kepek» [7].

Kazakcran 6apibIK Typieri TEppOPU3MII KaTaH albITITal bl )KOHE aTaIFaH
KAFBIMCBI3 KYOBLIBICIICH KYPECTE QJIEMIIK KaybIMIACTHIKTHIH Y)KBIMIBIK KYIII
KOCYbIH KOJJalJpl. MeMieKkeTiMI3 TeppOpU3MMEH Kypec Typaibl Oapmia 13
XaJIbIKapaJIblK oMOeOarn KOHBEHIUsIapFa KOChUIFaH. OJIeMIET1 SKCTPEMHU3M MEH
TEppOpU3MIe Kapchl Kypecke OenceH 1 Typae Karbichin keneni. Kaszip enimizae
TIHA SKCTPEMHU3M MEH TeppopH3MIe Kapchl ic-KuMbLT xkeHiHmeri 2013-2017
XKbUIApFa apHaiFaH OaraapiaMa sky3ere acbipbulasl. Conpaii-ak 2015 Kbuibl
B¥¥ bac AccamOnesceiapiH 70-mmi  ceccusiceinga  EnGacet  Hypcynran
Hazap6aeB onmeMi COFbIC KaTepiHEH apbUITAThIH JKOHE OHBIH ceOenTepiH
xosThiH «OKahannplk crparerusuiblk O6acrama-2045» sxocmapblH 3ipieyi
YChIHABI. MyHIaFel MakcaT — ajam3aT JaMybl YIIIH OpTaK KayarmKeplIuTiKTi
OPHBIKTBIPY. XalbIKapajblK TEPPOPHU3M MEH FIKCTPEMU3MIE KapChl TYpa ajJaTblH
OIpbIHFal QJIEMIIK JKeJll Kypy Maceneci fie ketepinai [8].

Kanmber nmiH canacklHIa MEMIJIKETIMI3ZE KOI JKYMBICTAD AaTKapbLIBII
keneni. Kazakcran TeppopusMre Kapehl KypecTe OapiibIK HETI3T1 XalIbIKapabliK
omM0Oebam aKkTUIEpIH KATBICYmIBICKI OoJibill  TaObuTaabl. COHBIMEH —KaTap,
AKCTPEMHU3M MEH TEPPOPHU3MHIH aIJbIH ally, OyJI MEMJIEKETTIH MIHAETI FaHa
eMec, KeIl jkKaFjaijga a3aMaTThIK KOoFaMm ekuinepiHiH MiHnzgeTi. Kaszakcran
MEeMJIEKET1 apHaibl MEMJICKETTIK KbI3SMETTEp koHE KYKBIK KOpPFay OpraHaapbl
b¥¥ Kayincizagik Kenecinin AnTHTEppOpiblK KomuTeTiMeH, EKbIY-HbIH
AnTUTEeppOpIBIK 66iMiMeH, TM/I-HbIH AHTUTEPPOPIBIK OpTaibiFbiMeH, IIIbIY
ANMaKTBIK aHTUTEPPOPIBIK KypbuUlbiIMbIMeH koHe ¥KIIY-men Oencenai
KYMBIC aTKaphIin kenedi [9]. OTkeH FachIp/IblH asFbIH/A TEPPOPHUCTIK YHBIMIAP
CaHBIHBIH KO0€I01 KoHE OJIap/bIH KYIIEI01 SNIEMIIK casicaTTarbl ©3repicTep MeH
XaJbIKapaiblK KYKBIKTHIK KATbIHACTAP CYOBEKTUICPIHIH YWIFAIObIHAH TYbIHIAFaH
XabpIKapajblK KapaMa-KalIbUIBIKTap/IbIH Kyp/IeJeHe TYCY MPOLECiHIH KopiHici
0oJIBII TaOBLTAE.

YATTHIK Kayilci3AiKke Tikened Kayim - Oy Oi3[iH azaMaTTapbIMbI3JIbIH
HIeTenae TePPOPUCTIK opekerTepre KaTbicybl. ¥ KK MomiMeTiHIe, COHFBI TOPT
KbUT imiHAe 546 Ka3aKCTaHABIK MIAKBIPBUTYIIBIFA TEPPOPUCTIK OpEeKeT
aiimakrapbiHa Kipyre pykcaT 6epinmere (2013 x. - 168, 2014 x. - 136, 2015 x.
- 151, 2016 x. - 91). CoHbIMEH KaTap, XaJbIKapaJblK TEPPOPHUCTIK YHBIMIAAPABIH
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narepaepine 79 Kazakcran azamarsl KaWTapbUIbl, OJapAblH 34-1 TEpPOPHUCTIK
OpeKeTKe KaThICKaHbI YIIiH kayanka TapTeuisl [10].

Tyorcvipvimoap

OTKeH FachIp/bIH asFbIHJIA TEPPOPHUCTIK YIBIMIAP CAaHBIHBIH KOOECIO1 )KOHE
OJIApIBIH KYIICIOl ONEMJIK cascaTTarbl e3repicTep MEH XalbIKapajiblK
KYKBIKTBIK KaTBIHACTAP CYOBEKTUIEPiHIH YIFAIOBIHAH TYBIH/IAFaH XaJIbIKApaJIbIK
KapaMa-KalIIbUIBIKTApAbIH KYpJAEJIEeHE TYCy MpOLECIHIH KepiHici O0o0bIn
TabbIIaabl. TeppopIiblk KatepiepaiH kahaHIaHybl JKaFaaibIHIa dneme Oipe-
Oip amaM OHBIH KAyINCI3IIriH ce3ci3 caHail anmaiinbl. COHIBIKTaH JIAHKECTIK
KOPIHICTEPTe KAPChl TYPY JKYHECIH KETUIAIPY XaJIbIKapaIblK KOFaMIaCThIKTHIH
TUIMJ1 ©3apa IC-KUMBUIBIHCBI3 JKOHE Ka3ipri FBUIBIMHBIH MYMKIHAIKTEpIH
nargananbaii MymMkiH emec. Kazipri yakpITTa XalbIKapasblK KaybIMIACTBIK
XaJbIKapajiblK TEPPOPU3MIEe KapCchl KYPECTl KYHIEHTY Ka)KeT €KEHIH TYCIHIIL
OraH Kapchl KYpecTe €H KaTaJl yKoHe IIENIyIll mapajgap KOJAaHbUIybl KEpek.
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EMPLOYER BRANDING IN THE AIRLINE INDUSTRY: ON THE
EXAMPLE OF RYANAIR

Abstract. If a company is aimed to improve its position in the market,
develop and growth, company should work with its employer brand. Positive
and strong HR brand has many advantages: professional workers aimed at
overall success of company, staff turnover rate is low, highly effective work of
employee and team, achievement of goals and selection of highly qualified staff,
strong corporate culture [5]. In this article, the author analyzes the problems of
the employer brand in Ryanair, which may adversely affect the company's image
in the future. Being the most profitable low-cost airline in Europe [6], Ryanair
faces many problems in the structure of the company, which can lead to loss of
attractiveness for both current employees and potential employees who are
looking for work. Based on works of other researchers, author investigates issues
such as autocratic-approach of management, staff turnover, stress and lack of
motivation among employees. By analyzing through different variables, it is
obvious that issues are tightly related to each other and by changing some aspects
of management system, company has an opportunity to increase its employer
brand image for current and potential employees.

Keywords: Employer branding, Staff turnover, Organizational behavior,
Lack of Motivation, Reward system.

**k%k

AnHoTanus. Eciu koMIiaHus HarleJieHa Ha YIIYYIIeHHE CBOCH MO3UITUU
Ha PBIHKE, Pa3BUTUE M POCT MPUOBLIN, KOMIIAHUS JOJDKHA paboTaTh CO CBOUM
OpeHmom pabotonmarens. Ilo3uTuBHbIN M cuiabHBIE HR-OpeHa mMeer MHOTO
MpPEeUMYILEecTB: mpodeccnoHanbHble PaOOTHUKU HAIlEJIeHbl Ha OOIIMH ycreX
KOMITaHWUHW, HHU3Kas TEKyuyecTh KaJpoB, BbICOKOd(h(deKkTuBHass paborta
COTpYIHHKA u KOMAaH/IbI, JIOCTH)KEHHE Leei u moa00p
BBICOKOKBaTH(PUIIMPOBAHHOTO MEPCOHANA, CUJIbHASI KOPIIOPATUBHAS KYIbTYpa U
T.A. [5]. B 2T0i1 cTathe aBTOp aHanM3upyeT npobiaemsl OpeHaa padboToaaTens B
KOMITaHuu Ryanair, KoTopble MOTYT HETATUBHO MOBIHUATH HA UMH/DK KOMIAHUH
B OynymeM. bynyun camoif mpuObUIbHOM JOyKOCT aBuakomianueil B EBpome
[6], Ryanair craikuBaeTcsi CO MHOTMMH MPOOJIeMaMH B CTPYKTYpEe KOMITaHHUH,
YTO MOJKET NPHUBECTH K TMOTepe NPUBIEKATEIHHOCTH KaK JUI HBIHEIIHUX
COTPYOHHKOB, TaK M /s TOTEHIHUAIbHBIX COTPYJHHUKOB B OymymieMm.
OcHoBbIBasich Ha paboTax APYrUX HUCCIeqoBaTeNel, aBTOp H3YydaeT TaKHe
MpoO0IeMbl, KaK aBTOKPATUYECKUHN TOIXOMA K YIPABICHUIO, TEKYUECTh KaJpoB,
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CTPECcC U OTCYTCTBHE MOTUBALIMU CPEAN COTPYJHUKOB. AHAIU3UPYS pa3IudHbIe
MNEPCMECHHBIC, CTAHOBUTCA OYCBUAHBIM, YTO HpOGJIeMBI TCCHO CBA3aHbI APYT C
APYroMm M HU3MCHUB HCKOTOPBLIC ACIICKTBI CHUCTCMbI YIPABJICHUSA, KOMIIAHWA
IMOJIy4ac€T BO3MOXHOCTb MOBBICUTH UMUK 6peH):[a CBOCTO pa60TOIIaT€JI$I JJIsL
HBIHCHIHHUX W IIOTCHUOHWAJIBHBIX COTPYJAHHUKOB.

KiaroueBble cqoBa: bpenn paOGotonarens, Tekydyectb Kaapos,
OpranmzanuonHoe  mnoseaenue, OtcyrctBue  MoTuBaimmu,  Cucrema
BO3ZHArpaXKJICHMUSL.

**k*k

Anparna. Erep koMmaHusi e31HIH HapBIKTBIK KaFJalblH KaKCapTyFa,
JaMyFa jKoHE KIPICT1 apTThIPY MaKCaTTaphlH KoJlereH 00Jica, KOMIaHUs ©31HIH
XKYMbIC Oepyii OpeHiH KywenTyl Kaxer. [lo3utuBTi xoHe xyilenenren HR
OpeHAIHIH KONTereH apTHIKWBUIBIKTApbl 0ap: KociOM  KbI3METKepliep
KOMITaHUSIHBIH JKaJlbl TaObIChlHA OaFrbITTaJIFaH, KaJp aFbIHbl KOPCETKIliHIH
TOMEH JIeHTeHl, KbI3METKep MEH YXKBIMHBIH JKOFaphl 3¢ (eKTUBTLIIN,
MakcaTTapFa JKeTyre >KOHEe >KOFapbl OUTIKTI KaJpJiap/bl TaHJayFa MYMKIHJIK,
KYIITi KOPIOPATHBTI MOJCHUETTIH KalbITacybl skoHe T.0. [5]. By makamana
aBTOp Ryanair-me sxymbic Oepyiri OpeHaiHIH OoJramakTa KOMIaHUs UMHUDKIHE
Tepic acep eTyl MYMKIH mpobiemManapblH Tangaiael. Ryanair Eyponagarsl eq
THIMJII JJOYKOCT aBHAKOMITaHHS OOJIbIN TaObLIaabl [6], amaiiia KOMIAHUSHBIH
KYPBUIBIMBIH/IA ajiaM Oackapy cajachkl OOWBIHINA KeNTereH nmpodnemanap Oap,
aTaynael  mpoOseManap OoJslalmiak  OKYMBICIIBUIAD — VIIIH 7, OJEeYeTTI
KbI3METKepJiep YIIIH J€ TapThIMIBUIBIKTBI KOFAJITyFa 9Kellyl MYMKIH. ABTOp
O0acka 3epTTeylIUIepaiH JKYMBICTaphlHA CYHEHE OTBIPHIN, OacKapyra
ABTOKPATHUSUIBIK TOCLT, KaJIpJIapAblH aFbIHbI, )KYMBICIIBLIAP apachlHIArbl CTPECC
KOHE MOTHUBALUSHBIH 0OJIMaybl CHUAKTHI IpoOieManapAbl 3epTTelal. Op Typiii
aybICTIAIbLIAPAbl  TAJIJAl  OTBIPBIN, MAceNeNlepAiH Oip-OipiMEH  THIFBI3
OallJTaHBICTBI C€KEHIT1 XOHE MEHE/DKMEHT J>KYHMECIHIH KeHOip acreKTuIepiH
©3repTe OTHIPHII, KOMIIAHUS Ka31pri >KOHE 9JIeyeTT1 KbI3METKEPIIEP YILIIH HKYMbIC
OepyuIiHiH OpeH] UMHIKIH JKOFapblIaTyFa MYMKIHJIITIH aBTOpP OChl MakKaiaja
TalIanIbl.

Tyiiin ce3nep: Xymbic 6epymii Openni, Kagp arpiabl, ¥ KbIMIBIK ic-
opeket, MoTHBalMSIHBIH TOMEH JeHreii, Mapanarray xyiieci.

Introduction

The employer brand concept has been quickly developing over the past
20 years. It is becoming increasingly difficult to create competition on the market
and stand out against the backdrop of the same goods and services. In this
situation, only the company staff remains the bearer of the unique corporate
knowledge inherent in only one company and distinguishing it from the others

[1].
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In a competitive and dynamic market, the preservation, motivation and
development of employees and focusing on the impact that the people managing
the organization are important for companies, as well as on improving products
and other external marketing strategies. The product brand is a critical source of
sustainable competitive advantage [2] and employees are an integral part of the
company's efforts to create powerful brands by creating value in the minds of
consumers [3].

The concept of “employer brand” was introduced into the business
dictionary by T. Ambler and S. Barrow. In the same article they published,
historically the first definition of an employer brand was presented as “a set of
functional, economic and psychological benefits provided by company
management and identified with the company by the employee’[4].

Ambler and Barrow fragmentarily mention that functional benefits are
development and useful actions associated with a particular position; economic
benefits - material or monetary compensation; psychological benefits are a sense
of purpose, belonging and recognition. In their opinion, a combination of these
factors, which make it possible to distinguish an organization as an employer in
the labor market from competitors, forms the employer's brand.

If company is aimed to improve its position in market, develop and
growth, company should work with its employer brand. Positive and strong HR
brand has many advantages: professional workers aimed at overall success of
company, staff turnover rate is low, highly effective work of employee and team,
achievement of goals and selection of highly qualified staff, strong corporate
culture [5].

In this article, the author analyzes the problems of the employer brand in
Ryanair, which may adversely affect the company's image in the future. Being
the most profitable low-cost airline in Europe [6], Ryanair faces many problems
in the structure of the company, which can lead to loss of attractiveness for both
current employees and potential employees who are looking for work.

Research Problem

In this work, the author considers Ryanair, as this company has been
noticed several times in cases where the rights of workers have been violated.
The problem of attracting, efficiently using and retaining qualified personnel is
becoming one of the leading conditions for maintaining the competitiveness of
companies [7]. In this case, Ryanair faces problems in employee motivation,
staff turnover and an unauthorized approach to management. All these factors
can adversely affect the brand of the company as an employer and lose its
competitiveness [8]. McGregor simply argues that the responsibility for creating
a workspace where people can recognize and develop human characteristics rests
with leadership (1957). The main objective of management is to organize the
conditions and methods so that people can best achieve their goals, directing
their efforts to achieve the goals of the organization [9]. In this regard, it is
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important to find out the correlation of the main problems that the company faces
and give recommendations based on theories.

Significance of Research

When there is intense competition among employers for the most
experienced and qualified employees in the labor market, the concept of an
employer brand is gaining more popularity.

Whereas product branding represents attractiveness of product to
customers, corporate branding considers attractiveness of an organization to
variety of external audience, employer branding represents current and potential
employees as brand targets [10].

This topic is relevant in relation to Ryanair, due to the fact that the
company neglects some points of human resources management and thereby
spoils its image as a place to work for current and potential employees [11].

Novelty

There are many articles that define the concept of an employer’s brand
and what it consists of, but there are very few works on the example of one
company as a brand. This work differs from other works that it identifies the
main issues of the company regarding the employer brand and makes qualitative
analyzes through these issues.

Author uses different variables (dependent, independent, moderating) in
order to investigate their relationship and find the best solutions for issues.

Research Purpose

The goal of this work is the analysis of the company’s employer brand,
by identifying the main issues and by finding their relations.

Research Questions

In the present work, author makes an effort to find answers to the
following questions: “What are the main issues Ryanair has related to employee
and how they affect to employer brand?”, “How the issues related to each other?”
and “Which recommendations can be given to solve issues?”.

Literature review and Theoretical (Conceptual) Framework

For the first time, the term “employer brand” was implemented by Simon
Barrow and Tim Ambler. The authors were proposed to understand the brand of
the employer as a set of functional, psychological and economic benefits
provided by the employer to their employees (Barrow & Ambler, 1996). This
definition corresponds to the level of understanding of the employer's brand,
among most practitioners and does not contradict the point of view of academic
research in the field of human resources management [11].

The definition of value proposition of employer through labor
stimulation as an impact on the motivational structure of the employee’s
personality through directed managerial influence is relevant, in order to obtain
a certain result, which is the employee’s ability to accumulate and effectively
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use the existing labor potential in accordance with the goals and values of the
organization [11].

All employees of the company as its representatives’ influence and shape
the perception of the company as an employer [12]. Reputation consists not only
of a successful product brand and social responsibility, but also of how the
company is represented in the outside world by its employees, and this is far
from only in situations related to business. Here, the authors emphasize the need
to develop a comprehensive marketing plan that would integrate any direction
of the company's positioning, strengthening its holistic positive image. The staff
of the company should be aware of its basic marketing strategy, even if specific
employees by their functionality have nothing to do with this field of activity
[10].

Ryanair is one of the most profitable low-cost airlines in Europe [6], but
poor customer service and a reputation as an employer [14] can negatively affect
the status of the company and future income.

The main issues related to organizational behavior are stress, lack of
motivation, staff turnover and autocratic-approach of management [8].

Stress and lack of motivation

According to Bamber, Ryanair does not stimulate its employees properly
and provides poor working conditions, which is why employees have low
morale. Motivation is the process of achieving a balance between the goals of
the company and the employee to fully meet the needs of both [7].

The consequences of these negative phenomena are reflected not only in
employees and work in general, but also the quality of customer service is
weakening, this applies to both local staff and cabin crew [15]. It depends on
many factors: working conditions, management style, communication, a high
degree of responsibility for the work performed, opportunities for creative and
business growth, if we call the factors differently, the conditions which were
created by manages. This group of factors suggests that each person can work
motivated when the employee sees the goal and considers its achievement
possible. The absence of motivation factors can lead to job dissatisfaction, but
their presence brings satisfaction and motivates employees to work more
productively.

Due to the lack of motivation at work, communication and the desire to
help each other among employees are lost. This weak communication between
employees also affects customers who cannot receive the service at a sufficient
level [15].

According to Herzberg’s theory of two factors, in the workplace there are
factors that cause job satisfaction and there are a number of factors that cause
job dissatisfaction. As a result of the experiments, Herzberg concluded that there
are two main categories of factors for obtaining a degree of satisfaction from the
work performed: factors that remain at work, and factors that motivate others to

69



SDU Bulletin: Social Sciences. 2020/1 (52).

work. The formula obtained by Herzberg is as follows: the working environment
and working conditions plus motivating factors are equal to the state of
satisfaction. The working environment and working conditions minus
motivating factors are equal to zero effect.

This means that Ryanair lacks motivating factors such as achievement,
recognition, responsibility, career opportunities, and the company's
administrative policy. The company needs to pay attention to the non-motivating
factors that exist in the company, such as poor working conditions, autocratic
governance, lack of communication between employees and a lot of working
time [8].

Autocratic-approach of Management

Managing human resources in a company is tough because the company
uses fines and penalties for mistakes instead of motivating employees [8].

Autocratic style implies strict leadership - orders, instructions requiring
strict adherence by the group. Adhering to this, the leader determines all types
of activities of the group, prescribes all methods and actions [17]. This style is
characterized by a clear statement of the goals of the activity, an energetic form
to give orders, intolerance to everything that contradicts the opinion of the
leader. The group members of such a leader are constantly in a state of
uncertainty about their future actions, they only know their personal tasks [18].

Ina company, in particular, relations between participants are minimized
by the leader, so that they are carried out only through his mediation or during
his observation. The manager, if necessary, is subordinate to the group regardless
of their opinion [14].

According to McGregor's X-Y theory, there are two types of workers. In
X theory, management assumes that workers will not be able to work initially.
Because of this, workers must be carefully monitored, for which comprehensive
management systems are being developed. Theoretically, Y employees can be
ambitious, have internal incentives, take on more responsibility, provide self-
control and self-government. It is believed that workers enjoy their work related
to both mental and physical labor [9].

Ryanair management, instead of focusing strictly on cost reduction,
should give employees freedom as there is a chance to increase productivity
without being stuck in the rules [19]. According to Y theory, with freedom,
workers have a desire to be creative and progressive in production, if possible.

At Ryanair, each employee deals only with their own tasks, it minimizes
communication and employees are tightly controlled by managers, while other
low-cost airlines such as Southwest have an extended communication between
employees, task sharing. and strong positive relationships between management
and employees [15].

According to Develin, communication is a powerful tool for solving
about 90% of problems between employees and departments [20]. In this regard,
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the Irish low cost airline has shown less efficiency and conflicts between
departments [8].

According to Branham (2005), company executives should look for ways
to attract potential employees and retain existing ones, as well as search for new
potential customers by retaining existing ones. By doing this, companies are
improving their employer image.

Staff turnover

It is believed that the most important asset of any business is people. The
development of technology has led to the fact that for the most part companies
compete mainly due to highly qualified specialists. The future of modern
companies, in principle, depends on the willingness of staff to continuous
innovation [21].

Realistic job previews reduce employee turnover by making expectations
more precise and accurate [23], increase trust and honesty [24], and reduce the
ambiguity of roles [26]. In condition that the employer's brand message is
absolutely positive, neglecting any real, negative organizational information, the
firm cannot reap positive results that could otherwise be achieved because it will
lead to staff turnover [25].

Staff turnover is mainly due to dissatisfaction with management and their
attitude, inadequate career and professional development, training, poor working
conditions, poor competitive remuneration system and low wages [27].

There are basic theories of the impact of employee turnover on
productivity. The first is the theory of FSHC (firm specific human capital)
proposed by Becker in 1975. If the company reduces training costs, then in the
future training costs will be even more due to staff turnover. An employee who
has not received an adequate level of training will certainly make mistakes due
to lack of knowledge; these errors can result in financial consequences for the
company and a drop in productivity [30]. In the case of Ryanair, where there is
a high turnover rate, the likelihood of a decrease in productivity is very high [8].

According to the theory of expectations, the presence of an active need
is not the only and necessary condition for motivating a person to achieve a
specific goal. To be motivated, people must be well rewarded and the value of
reward is very positive. If the remuneration system is not satisfactory for
employees and ineffective, this will lead to discontent among employees and
staff turnover [28].

Ryanair's reward system for pilots and cabin crew consists of their salary
and the sum of their other indicators, such as the sale of magazines, drinks and
food on board an airplane. Such a system is not motivating and not effective for
employees to make efforts [14].

Ryanair’s staff turnover rate is high. Creaton (2004) writes that the
company needs to support one of the Pareto principle supporters, which states:
“20% of the effort gives 80% of the result, and the remaining 80% of the effort
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gives only 20% of the result.” Having correctly chosen the minimum of the most
important actions, the company can quickly get a significant part of the planned
full result, while further improvements are ineffective and may be unjustified.

As it was written above, the main problem in the organization is the key
managers, whose work and vision can motivate other employees and increase
work efficiency. Staff turnover also depends on their performance because senior
employees who manage organizational reputation and take care of their
dependents [8].

According to the analysis conducted by D. Kucherov, when the staff
turnover is low, the company has the advantage of improving the image and
reputation of the employer’s brand [9].

According to statistics, Ryanair's turnover in 2018 is 11.5% (Statista),
which is an extremely high rate in the aviation industry.

Methodology

About Ryanair

The story of Ryanair began in 1985 with the creation of Guinness Peat
Aviation by the Ryan family (whose surname became the brand of the largest
low cost airline in the world) and the Irish businessman Layem Lonergan, the
owner of the travel company Club Travel.

Ryanair serves over 1600 destinations between 180 airports in 28
European countries and Morocco, making more than 1600 flights per
day. According to annual report of 2018 of company, the number of employees
increased from 12438 people in 2017 to 13803 including management, pilots,
flight attendants, ground staff and administration. If analyze issues above related
to Employer brand through different variables, there are clear connections
between them and it is easier to find solutions and give recommendations (Figure
1).

Autocratic-control approach of management in this case is Independent
variable as it can be changed positively by managers, as McGregor simply
argues that it is a responsibility of management to make workspace, where
people can recognize and develop human characteristics for themselves (1957).
The essential task of management is to organize conditions and methods so
people can achieve their aims in a best way by directing their own efforts toward
organizational objectives [9].

Staff turnover is Dependent variable, as it depends on factors: reward
system: salary, chance of promotion, recognition and approval of work results
[27]. There are main theories on affecting staff turnover to productivity. The first
one is firm specific human capital theory provided by Becker in 1975. If the
company reduces training costs, then in the future there will be even more
expenses for trainings due to staff turnover. An employee who has not received
an adequate level of training will certainly make mistakes due to lack of
knowledge, these mistakes can turn into financial consequences for the company
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and falling of productivity level [23]. In case of Ryanair, where there is high
level of staff turnover, the chance of decreasing productivity is very high [8].

Stress and lack of motivation can be Moderating variable as it has strong
contingent effect on relationship of Autocratic-control approach and staff
turnover and also Dependent variable as it depends on many factors: working
conditions, management style, communication, a high degree of responsibility
for the work being done, opportunities for creative and business growth, if call
differently on factors, which managers create. This group of factors suggests that
each individual can work motivated when employee sees the goal and considers
its achievement possible. The absence of factors of motivation can be lead to
dissatisfaction with work, but their presence brings satisfaction and motivates
employees to more productive work.

Autocratic-control approach
‘I Staff turnover

Productivity

Reward system: Stress and lack of motivation

)
Extrinsic and intrinsic
Figurel. The main issues of Ryanair related to Employer branding through
variables

According to Backhaus and Tikoo (2004), employer branding offers to
differentiate the characteristics of a company as an employer from its
competitors, and the company should try to find a suitable way to create a unique
personality and become an attractive employer for its most valuable present and
future. staff. All of the above factors (management, motivation, remuneration
system, productivity, etc.) are closely related to the brand image of the employer,
and a study conducted by Victoria Bella and loannis Chaniotakis in 2015 among
American companies shows that these factors are key components of branding.
the employer. In general, to create a preferred employer brand, it is necessary to
be active rather than reactive, and the inclusion of its main components in the
organization’s DNA is very important for each company.

Recommendations

Theory Z

The main mistake at Ryanair is not to give due attention and freedom to
its main value: employees.

According to the theory of Z by William Ouchi (1981), the key task of
managers is to create an environment in which employees can solve problems
on their own. For this, managers should provide an opportunity to move
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information from the bottom up, organize joint discussions with employees of
the situations that have arisen and the solutions they have proposed.

It’s important for Ryanair to understand that one of the key areas of
responsibility for managers is the well-being of employees, as their stability and
safety have a positive effect on their productivity.

The central idea of this theory, recommended by Ryanair, the concept of
trust and interaction, is focused on long-term relationships with both employees
and partners of the company, which is an integral component of the success of
any enterprise.

Reward Management

The main goal of the reward system is to increase employee productivity
and motivation (Fay, 2001). By increasing these factors, a company can improve
its overall productivity (Ying, 2011). Researchers divide reward systems into
two categories: external and internal rewards.

External rewards include productivity-related wage increases, team
rewards, security benefits, etc. [30]. Internal remuneration is not a monetary
reward, but the enrichment of responsibility for work and empowerment [31],
the management of good employee relations [32], and the provision of training
and education / growth opportunities [33].

It is important for Ryanair to review its remuneration system, both
external and internal, since paying interest on magazines and food sold is
ineffective to make efforts and be motivated.

ERG theory

At first glance, Alderfer’s theory may seem like a prototype of Maslow’s
theory, but there are differences between them. According to the Maslow
pyramid, the movement from one needs to another can occur only from the
bottom up: for example, if the needs of the lower level are satisfied, then need to
proceed to meet the needs of the higher level, etc. However, Alderfer insists in
his theory that movement can be carried out in both directions - both down and
up. Upward movement occurs when the needs of the lower level are not
satisfied, and a downward movement occurs when the needs of the higher stage
are not satisfied.

According to this theory, people (in this case, workers) have a constant
desire to grow and develop. If a person satisfies this need, then he/she is
motivated and the productivity of this employee is growing. if a person falls into
an environment where there is no chance of growth, then he/she is looking for
other better places.

Based on the foregoing, it can be recommended to Ryanair to treat their

employees more loyally and provide career opportunities.
Conclusion
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Ryanair, the most profitable low-cost carrier in Europe, neglects some
points of human resources management and thereby spoils its image as an
employer. There are many articles that pointed out company’s rigid relation to
its employees and the main issues related to human resource management
(autocratic- approach management, staff turnover, stress and lack of motivation),
which can be negatively affect to company’s reputation as “a place to work” for
current and potential employees. By investigating works of other researches
regarding to employer brand, it became obvious that employees are the most
important value of any firms and by giving them freedom, improving reward
system and developing the level of communication between employees
themselves and with managers, companies can get an advantage to increase
productivity and image as an employer. Author also uses theories related to
human resource management to give recommendations as solutions of given
issues above.
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