ISSN 2518-1483 (Online),
ISSN 2224-5227 (Print)

2020 e 1

KA3AKCTAH PECIIYBJIMKACHI
YJITTBIK FbIJIBIM AKAJEMUSACBIHBIH

BASHIAAMAJIAPDBI

TTOKJIAIbI

HAIIMOHAJIBHOM AKAJTEMAU HAYK
PECITYBJIMKHN KA3AXCTAH

REPORTS

OF THE NATIONAL ACADEMY OF SCIENCES
OF THE REPUBLIC OF KAZAKHSTAN

PUBLISHED SINCE 1944

ALMATY, NAS RK



KA3AKCTAH PECITYBJIMKACHI
YJITTBIK FbIJIbIM AKAJJEMUACBIHBIH

BASAHIAAMAJIAPDBI 2020« 1

bac pemaxTtops
X.F.1., mpod., KP ¥FA akanemuri
ML.K. KypbiHoB

Pegaxmus ankKacs:

AnexkenoB C.M. npod., akanemuk (Kazakcran) (0ac pea. opsiHOacapbl)
Beauukun B.U. npod., kopp.-my1eci (Peceit)
Boabaemap Byiinuk npod. (ITosnpma)

I'onuapyk B.B. npod., akagemuk (YkpanHa)
Topauenko A.HU. npod., akagemuk (benopyc)

Hyxka I'. mpod., akanemuk (Moigoa)

Hanosno M.H. ipod., akagemuk (TaxikcTan),
Jlecka Borycaasa npod. (ITonbma),

Jlokmmme B.H. nipod. ui.-kopp. (Kazakcran)
Hapaes B.H. npo¢. (Peceit)

Hexkmoaos .M. nipoo., akagemuk (YKpanHa)

Hyp U3ypa Y a3up npod. (Manaiizust)

Iepuu Credano npod. (¥Ipi0puTaHus)

Moranos B.A. npod. (YkpauHna)

IIpoxonoeuy IlosmmHa npod. (¥ neIiOpuTanus)
OmobaeB A.M. nipod., kopp.-mymeci (Kazakcran)
Ortendae M.O. npod., akanemuk (Kazakcran)
CanpioexoB M.A. nipod., kopp.-mymieci (Kazakcran)
CaraeB ML.U. ipod., xopp.-mymieci (Kazakcran)
Cesepckuii U.B. pod., akanemuk (Kazakcran)
Cuxopcku Mapek nipod., (ITonpma)

Pama3zanoB T.C. npod., akagemuk (Kazakcran)
Taxuodae H.2K. npod., akanemuk (Kasakcran), 6ac pea. opsiHOacaps
Xapun C.H. npod., akagemuk (Kazakcran)

Yeuun JI.M. npod., kopp.-mytreci (Kazakcran)
Xapyn IMapaap npod. (I'epmanus)

IuakyH 'ao npod. (KpiTait)

JpkedaeB A.D. npod., akageMuk (KpipFbicTan)

«KaaaKcTaH Pecnyﬁﬂmcacl,l ¥.]'ITTI)IK FBIJIBIM aKaJ1eMUSACBIHbBIH ﬁaﬂH}IaMaJIapr»
ISSN 2518-1483 (Online),
ISSN 2224-5227 (Print)

Menurikrenymi: «Kasakcran PecryOmiKkachiHbIH ¥IITTHIK FAUTBIM aKaJEMISIChDy PecITyOniKaibIK KoFaMIbIK Oipriectiri (AsmMaTsl K.)
Kasakcran pecryOiukacbiHbIH MOJIeHHET MeH aKmapaT MHHHUCTPIIriHiH Akmapar koHe myparar komureringe 01.06.2006 x.
6epinren Ne5540-7K mep3imik OachUIbIM TipKeyiHe KOHBLITY TYpabl KyaIliK

Mep3imMaiiiri: KeIIbIHA 6 PeT.
Tupaxsr: 500 nana.

Penakuusaeig mekemxkaiisl: 050010, Anmars! K., IlleBuenko kerr., 28; 219, 220 6enr.; Ten.: 272-13-19, 272-13-18,
http://reports-science.kz/index.php/en/archive

© Kazakcran PecrryOnukachHbIH ¥ ATTHIK FRUIBIM akaneMusichl, 2020

Tunorpadpusaee Mmexermxkaiibl: «NurNaz GRACE», Anmarsl K., Peickyios kemr., 103.



JTIOKJAJIBI 2020 ¢ 1
HALIMOHAJIBHOM AKAJIEMUU HAYK

PECITYBJIMKU KA3AXCTAH

I'maBsHBIN pepgakToOp

IL.X.H., ipod., akagemuk HAH PK
M. K. Kypunos

PenmaxknmuoHHas KONJIETHS:

AnexenoB C.M. npod., akanemuk (Kazaxcran) (3am. 1. pea.)
Beauuxkun B.U. npod., un.-xopp. (Poccus)
Boabaemap Byiinuk npod. (ITonpma)
I'onuapyk B.B. npo., akagemuk (YkpanHa)
T'opauenxo A.M. npod., akagemuk (benapyce)
Hyxka I'. mpod., akanemuk (Moingoa)

Hanosno M.H. ipod., akagemuk (TamkukucTan),
Jlecka borycaasa npod. (ITonbma),

Jloxmmma B.H. nipod. un.-xopp. (Kazaxcran)
Hapaes B.H. npod. (Poccus)

Hexkmoaos .M. nipod., akagemuk (YKpanHa)
Hyp Usypa Yazup npod. (Manaiisus)

Iepuu Credano npod. (Bemukodpuranus)
Moramnos B.A. npod. (YkpanHa)

Ipoxonosny Ilosmmua npo¢. (BenukoOpuranus)
OmobaeB A.M. nipod., wi.-kopp. (Kazaxcran)
Orenbdaes M.O. npod., akanemuk (Kazaxcran)
Caapi0exoB ML.A. npod., ui.-kopp. (Kazaxcran)
CaraeB ML.U. nipod., uin.-kopp. (Kazaxcran)
Cesepckuii U.B. ipoo., akanemuk (Kazaxcran)
Cuxopcku Mapek nipod., (ITonbua)
Pama3zanoB T.C. npod., akagemuk (Kazaxcran)
Taxubaes H.2K. nmpod., akanemuk (Kazaxcran), 3am. TII. pes.
Xapun C.H. npod., akagemuk (Kazaxcran)
Yeuun JI.M. npod., un.-kopp. (Kazaxcran)
Xapyn [Mapaap npod. (I'epmanus)

IumkyH I'ao mpod. (Kuraii)

IpkedaeB A.D. pod., akageMuk (Keipreicran)

Joxnagslr HanmonanbHoi akagemuu Hayk Pecnyoauku Ka3zaxcran»

ISSN 2518-1483 (Online),

ISSN 2224-5227 (Print)

CobctBenHuK: PecnyOnukanckoe oOmiectBeHHOoe oObenuHenue «HammonanbHas axagemus Hayk PecrmyOmuku Kazaxcran»
(r. Anmarsl)

CBHJIETENBCTBO O IIOCTAHOBKE Ha Y4YeT IEPUOIMYECKOro IedaTHoro wusgaHus B Komurere wuHOOpMAalMu M apXHBOB
MunucTepcTBa Ky IbTypsl 1 nHGopManuu Pecriy6nukn Kazaxcran Ne5540-2K, ernannoe 01.06.2006 r.

[lepuoauyHoCTh: 6 pa3 B roxl.
Tupax: 500 sx3eMILIIPOB

Anpec penakuuu: 050010, r.Anmarsl, yi.llleBuenko, 28; koM. 219, 220; Ten. 272-13-19, 272-13-18,
http://reports-science.kz/index.php/en/archive

©HanmonansHas akagemus Hayk Pecrryonmku Kazaxcran, 2019 T.

Anpec tunorpadun: «NurNaz GRACE», r. Anmarsl, yi. Peickynosa, 103.




REPORTS 20201
OF NATIONAL ACADEMY OF SCIENCES OF THE

REPUBLIC OF KAZAKHSTAN

Editorin chief
doctor of chemistry, professor, academician of NAS RK
M.Zh. Zhurinov

Editorial board:

Adekenov S.M. prof., academician (Kazakhstan) (deputy editor in chief)
Velichkin V.I. prof., corr. member (Russia)
Voitsik Valdemar prof. (Poland)

Goncharuk V.V. prof., academician (Ukraine)
Gordiyenko A.IL prof., academician (Belarus)
Duka G. prof., academician (Moldova)

Ilolov MLI. prof., academician (Tadjikistan),

Leska Boguslava prof. (Poland),

Lokshin V.N. prof., corr. member. (Kazakhstan)
Narayev V.N. prof. (Russia)

Nekludov I.M. prof., academician (Ukraine)

Nur Izura Udzir prof. (Malaysia)

Perni Stephano prof. (Great Britain)

Potapov V.A. prof. (Ukraine)

Prokopovich Polina prof. (Great Britain)
Ombayev A.M. prof., corr. member. (Kazakhstan)
Otelbayv M.O. prof., academician (Kazakhstan)
Sadybekov M.A. prof., corr. member. (Kazakhstan)
Satayev MLI. prof., corr. member. (Kazakhstan)
Severskyi L.V. prof., academician (Kazakhstan)
Sikorski Marek prof., (Poland)

Ramazanov T.S. prof., academician (Kazakhstan)
Takibayev N.Zh. prof., academician (Kazakhstan), deputy editor in chief
Kharin S.N. prof., academician (Kazakhstan)
Chechin L.M. prof., corr. member. (Kazakhstan)
Kharun Parlar prof. (Germany)

Endzhun Gao prof. (China)

Erkebayev A.Ye. prof., academician (Kyrgyzstan)

Reports of the National Academy of Sciences of the Republic of Kazakhstan.
ISSN 2224-5227

ISSN 2518-1483 (Online),

ISSN 2224-5227 (Print)

Owner: RPA "National Academy of Sciences of the Republic of Kazakhstan" (Almaty)

The certificate of registration of a periodic printed publication in the Committee of Information and Archives of the Ministry of
Culture and Information of the Republic of Kazakhstan N 5540-X, issued 01.06.2006

Periodicity: 6 times a year

Circulation: 500 copies

Editorial address: 28, Shevchenko str., of. 219, 220, Almaty, 050010, tel. 272-13-19, 272-13-18,
http://reports-science.kz/index.php/en/archive

© National Academy of Sciences of the Republic of Kazakhstan, 2019
Address of printing house: «NurNaz GRACE», 103, Ryskulov str, Almaty.

— 4 —



Reports of the National Academy of sciences of the Republic of Kazakhstan

REPORTS OF THE NATIONAL ACADEMY OF SCIENCES

OF THE REPUBLIC OF KAZAKHSTAN

ISSN 2224-5227 https://doi.org/10.32014/2020.2518-1483.20
Volume 1, Number 329 (2020), 154 — 159

L.K. Bokenchina!, K.K. Bokenchin?, V. AlibekovaZ, G. Amalbekova®

'Kazakh University of Technology and Business. Nur Sultan;
2Kokshetau University named after A. Myrzakhmetov, Kokshetau;
3Taraz State University named after M.H. Dulati, Taraz
bokenchina@mail.ru, naza-1@mail.ru, vilnara70@mail.ru, baken t@mail.ru

SOCIAL NETWORKS IN PERSONNEL MARKETING

Abstract. With modern options of social media it is essential to use all the options available for hiring purposes.
The companies evolve and hiring professionals becomes harder especially in current low unemployment in Europe,
or especially the Czech Republic. This thesis focuses on various options of social media and analyses them in order
to evaluate the knowledge about such options among workers on one hand and maximize possible utility for the
companies in order to find the best professionals on the other hand.

The goal is to specify the benefits of social media for human relations marketing and hiring. An important
outcome will thus be a set of recommendations to be used in an HR agency.

The analytical part is divided into two subparts where the first one focuses on semistructured interviews with
recruiting specialists and the second subpart discusses the results of a questionnaire distributed among job applicants.
The key result of the thesis is that an online strategy for hiring must be always finely defined and combined with
other hiring methods.

Keywords: Marketing, online, social media, hiring, human relations.

In this chapter I present the possibilities of using social networks in personal marketing. Here I
describe the principles of using social networks leading to effective recruitment and building an employer
brand. I use professional literature (mainly from academic and scientific articles abroad), articles in HR
magazines and on HR blogs. I also use my own knowledge gained during training and courses related to
this issue.

Social networks are gaining more and more attention in recruitment and play an important role in the
recruitment strategy of organizations. Organizations realize that social networks are not only their
customers, but also their employees (including potential ones) and that communication needs to be
adapted.

Under the current economic conditions in the Czech Republic, when the unemployment rate fell to its
bottom (in April 2018 it was 3.2%), traditional means of recruiting and addressing employees fail. Today,
it is no longer possible to rely on just one candidate source, for example, until recently sufficiently
effective recruitment of employees through web job portals, but it is necessary to engage and learn to use
new resources, the most accessible of which are social networks.

Organizations that do not use social networks in recruitment are becoming less competitive. At the
same time, social networks are a user-friendly and inexpensive tool through which talent can be found
reliably. In addition, social networks offer organizations the opportunity to promote and strengthen their
employer brand in the long term. Recruitment specialists recommend that organizations include social
networks as one of the tools to reach and recruit into their recruitment strategy.

Among the most used social networks in recruitment are currently Facebook, LinkedIn and Twitter.
According to a US survey by Jobvite in 2015, 40% of recruits were actively using social networks to
recruit and 46% were planning to start using them in the coming year. 37% of recruits said social networks
were the most effective tool for employer branding for them (Jobvite, 2015).

Other statistics show that 48% of the 2,305 candidates surveyed in the Jobvite 2016 survey used
social networks, especially Facebook, to find their last job (Jobvite, 2016). On social networks, candidates
most often search for an organization's company profile to get information about its corporate culture. On
Facebook 83% of candidates are active, on Twitter 40% and 30% of active candidates can be found on
Linkedin. However, recruiters are only used by Facebook in 55% of cases, most recruits still occur
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primarily on Linkedin (up to 87%) (Talent Works, 2017). The statistics show a discrepancy between the
use of social networks by candidates and recruiters. For recruiters, the conclusion is that they should focus
more on Facebook in their recruitment strategy on social networks.

The above list of social networks in recruitment has not yet mentioned Instagram. It is mainly used by
the younger generation, 28% of candidates aged 18-29 (Jobvite, 2017) to look for information about an
organization in search of work. Instagram thus becomes the most used tool for them in creating awareness
of the organization's employer brand. Instagram should therefore include in their recruitment strategy
primarily organizations that target the millennium. Michal Hardyn sees Instagram's biggest advantage in
being able to visually communicate the employer brand. They can demonstrate what it is like to work in a
particular company and with a specific team of people. This is extremely important for the millennium
(Hardyn in Head Hunter, 2017a).

Each social network is different and has its specifics regarding the published content and style of
communication (for more see the first chapter). However, for an organization's presence on social
networks, it is generally necessary to first create a company profile and connect with community-based
communities. You then need to decide what type of posts your organization will post on their profiles.

Facebook and Twitter are suitable for posting on organizational culture, job offers, news, tips and
recommendations for interviews. Contributions may be in text form, but Graphical design is recommended
to increase their attractiveness. Posts can be added manually or automatically when linked to a website.
Tools such as Buffer are used to plan for posting on Facebook and other social networks at certain times.

In November 2017, Facebook launched a new feature called Facebook jobs. For organizations with a
company profile on Facebook, this means they can post their job offerings using the "job offer" format,
which is a normal post. After opening the job offer, the job description is available to the applicant and, in
case of interest in the selection process, he / she can apply via a simple answer form. Facebook
automatically pre-fills the candidate information, which can be edited and sent. The candidate thus
responds to the job offer with just two clicks (Lovec Hlav, 2017b).

P environment and community LinkedIn is appropriate for a representative performance of the
organization. Photos and texts posted on LinkedIn should show what the organization stands out for and
what its strengths are. It is advisable to share posts in the form of expert articles, guides, quality photos
and videos, not only on your own company profile, but also in discussion groups. It is also appropriate to
inform your followers about the launch of new products and services or significant achievements and
awards.

On LinkedIn, the personal profile of a recruiter is crucial for HR marketing. Through a personal
profile, the recruiter directly addresses potential candidates for the vacancies and builds his personal
recruiter brand through engaging in expert discussions or writing articles.

Content on your corporate Instagram should consist of photos, videos, live streams and Instastories
capturing your corporate culture, snapshots of your workplace, events and events organized by the
organization, etc. Instagram is directly asking to be the window to your business. You can show what is
going on with you, what it looks like, what people are working with you. It is best to collect visually
interesting snapshots (Hlavec Hlavec, 2017a). Instagram aim of the company is to introduce potential
candidates for Personnel & the organization as an environment with a friendly atmosphere in which to
work with.

It's a good idea to place recruiting videos that show the atmosphere in your organization on YouTube.
The video introduces management, personalities in the team, ethical principles of the organization, and the
working environment. Through video, jobseekers have the best opportunity to look behind the scenes of
an organization and see if they would like to work for the organization (Madia, 2011).

In this subchapter I present general principles for creating a strategy of using social networks in
personnel marketing. First of all, it should be emphasized that social networks are not a substitute for other
hiring techniques used so far, but are another tool in the organization's integrated hiring strategy.
Organizations that decide to use social networks in recruitment should consider their involvement as an
extension of an existing strategy. At the same time, the strategy of using social networks in recruitment
must always be in line with the business strategy and goals of the organization.

If an organization decides to use social networking in personal marketing, it should be clear from the
outset:
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e what social networks will it use,

e what types of posts she will post on social networks and how often she will post them,

e whether it has enough resources (competent staff and time) to manage social networks.

When using social networks in personnel marketing, it is recommended to involve multiple networks
at the same time. However, the organization should give the greatest effort and attention to social
networks that are most likely to reach its target audience.

I have already discussed the appropriate types of contributions to individual social networks in the
previous subchapter. I will add here that posts posted on social networks should have a coherent style, a
unified Graphic design and a clear message. It is advisable that social media posts are in line with the
organization's image.

The key role in the quality of presentation on social networks is played by who manages the profiles
of the organization and how much time they spend on administration. Social networks are the place to
respond quickly, respond to news in a timely manner, communicate regularly and interact with jobseekers.
It is common practice in organizations that HR marketing on social networks is entrusted to an active HR
employee as one of the other work tasks. However, it seems more appropriate to set up these activities
under a separate working role.

The aim of social networking in recruitment is that the job seeker is so impressed with the employer
brand or job offer published on the social network that it continues to the organization's website where it
responds to the job offer by sending its CV. Social networks need to meet certain criteria in order to attract
such an interest in the organization.

Your organization's social network profile or page must be active, mapping the organization's
progress and functioning. An appropriate presentation can also illustrate the importance of organization in
the market. For published content, care should be taken that it is relevant and interesting, that it naturally,
authentic and faithfully captures the corporate culture. At the same time, the profile or page must contain
complete and updated information about the organization, including a click to the website.

It follows from the above that personnel marketing in social services cannot do without a
predetermined plan. It can be stated that if the organization does not have a thoughtful strategy, it is better
not to engage in personal marketing on social networks at all. Some organizations see only the benefits
social networks can bring - low cost of reaching and attracting job seekers, cheap job postings and easy
control over published content - and neglect the fact that building a quality employer brand on social
networks is long overdue a path that must have a really well planned strategy. Social networks are just one
part of a recruitment strategy and their potential should not be overestimated (Madia, 2011).

At the time of writing this thesis, the most discussed topic on social networks and human resources
was probably the new Data Protection Regulation, or so-called GDPR. GDPR applies to all companies,
institutions and individuals who collect, process or analyze personal data of individuals living in Europe.
In this subchapter I summarize what changes GDPR brings to recruitment and personal marketing on
social networks.

Recruiters and recruiters from recruitment agencies work with a large amount of personal data, both
personal data of employees and personal data of job seekers. So far, the handling of personal data has been
governed by the Personal Data Protection Act (Act No. 101/2000 Coll.) GDPR comes as a more modern
regulation that will have a uniform form for all EU countries. In practice, for recruiters and recruiters, this
means that they will have to handle people's personal data more responsibly and carefully. In many
organizations, this requires the implementation of secure systems (databases), the adaptation of internal
guidelines and procedures, the training of recruiters and recruits in the field, and cooperation with solid
subcontractors (Imc, 2018).

Recruiters from recruitment agencies process, for example, the following personal data of job seekers:

e First and last name,

e e-mail adress,

e Mailing address

e telephone number,

e residence,

e age,

e country

e preferred language
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e cducational attainment and courses completed,

e work experience,

e hobbies,

e or other CV information or information provided during communication.

Those personal data of job seekers use recruitment agencies for the account purpose of ensuring the
possibilities of job seekers in the labor market. By their nature, recruitment agencies share personal data of
job seekers with potential employers. Potential employers undertake to comply with data protection
requirements and cannot use jobseeker's personal data for other, eg marketing, purposes (Hynst, 2018).

Recruiters need approval for processing personal data from job seekers. Consent to the processing of
personal data is by definition a free, concrete, informed and unambiguous manifestation of the will by
which the data subject gives his or her consent to the processing of his personal data (Article 4 (1) (11) of
the General Regulation). GDPR does not require written consent, its form can also be electronic or oral. In
all cases, however, consent must be given voluntarily (Nezmar, 2017).

On social networks, organizations need to pay attention in particular to what personal data they
require from job seekers in connection with GDPR, and that personal data that they search on social
networks for candidates cannot be accessed without the applicant's consent. The same principle applies to
sharing photos of employees from the office or team building events on social networks. PhotoGraphy is
also a personal data, so it is good to have permission from employees to publish photos for presentation
purposes, but this is in most cases already included in employment contracts (Imc, 2018).

Social networks tightened the conditions for the use of their users' personal data in connection with
GDPR. On LinkedInn, which is the most used social network in recruitment, recruits should contact users
with job offers directly only when users have explicitly stated on their profile that they are open to new
jobs, or when their behavior and network presentations. Recruiters should correctly avoid contacting a
user on Linkedin with anything other than a job market report (Némecek, 2018).

GDPR contains the right to be forgotten. For example, if a candidate has previously given his / her
consent to be included in the database of candidates and is now applying for deletion, he / she is entitled to
do so. GDPR also works with the right of access. The candidate is thus entitled to know what information
recruiter collects about him, including the outcome of the selection process (Head Hunter, 2017¢).

GDPR is accepted rather negatively by organizations. On the other hand, it will help organizations
improve their data management. GDPR starts to apply on May 25, 2018.

JLK. Bokenuuna', K.K. Bokenuun?, B. O.i6exoBa’, I'. AmaiaéexoBa’

'Kasax TexHonorus sxxone 6usnec yausepeureti. Hyp-Cyoiran;
2A. Muip3axmeToB aTeiHaarsl Kexnieray yausepeuteti, Kokieray;
3M.X. Tapa3 MeMIeKeTTiK yHuBepCcHTETI, Jlymarn, Tapas

INEPCOHAJI MAPKETUHI'THAEI'T SJIEYMETTIK KEJIUIEP

AHHOTanMs. OJEYMETTIK MEOMAaHbIH 3aMaHayH HYCKaJapblHIA XaJiayFa apHAIFaH OapiblK OIIUIAPIbI
naiinanany Kaxer. KoMmmaHusinap nambln, MaMaHzap/pl Jkanjay KubIHIAN Keleni, acipece, kasipri Eypomnanarb
Hemece Uexusiarbl JKYMBICCBI3JIBIK JIEHIeli TOMEH OONybIH artam Kepceryre Oonmaznbl. By Te3ucre olieyMeTTik
MeJIMaHbIH SpTYPJIi HYCKalapblHA Ha3ap ayJapbulaiibl JKoHe, Olp JKarblHAaH, XYMBICHIBUIAP apachlHAa MYHZal
omnuysuIap Typasisl OiTimMai Oaranay; eKiHII )KarbIHaH, €H JKaKChl MaMaHIapAbl Ta0y YIIiH KOMIaHUsIIApAbIH MYMKIH
00JaThIH AN TANBUTBIKTAPBIH aPTTHIPY MAKCATHIH]IA, OJIAP.IbI TAJIANH b

Makcar — oneyMeTTIK KeJIepAiH aaaMi KaTbIHACTap MApKETHHIT MEH JKaJAay YINiH apThIKIIBUIBIKTApbIH
aHbIKTay. MaHbI3/bl HOTHIKE KaJpJiap JKOHIHJErl areHTTIKTE KOJJAaHbUIATBHIH YCHIHBICTAp XHUBIHTHIFBIMEH Oaiina-
HBICTBI OOJIaJIbL.

AHanmuTHKaNBIK OeniM eki Oemimre OemiHenmi, oHOa OipiHIICI >Kamgamaiabpl MaMaHIAPMEH JKapThUIai
KYpBUIBIMIANFaH Cyx0aTKa apHaJIFaH, ajl eKiHII 0exiM/e )KyMBIC i37ieyIijiep apacklHIa TapaThlIFaH cayalTHaMaHbIH
HOTIKeNepi TankbutaHaabel. JKYMBICTBIH HETi3T1 HOTHIKECI — JKalJayFa apHaJFaH OHJIAWH-CTPAaTerus, OJ dpHailbiM
HAKTBI aHBIKTAJIBII, JKaJIIayI6IH 0acka oicTepiMeH OipiKTipiryi Kepek.

OJICYMETTIK JKeNiiepae YHBIMHBIH TpOQrIbaAepiH OacKapaThlH aJaM XKOHE OJIapblH O0ackapyra KaHIlla yakKbIT
JKYMCANTBIHBI TPE3CHTAIMS PETIHAE ISy PeJiai OWHAMAbL. OJEYMETTIK Keaiep — Oy Te3 »ayam Oepy,
JKaHAJIBIKTapFa YaKbITBUIBI Jkayan Oepy, OTiHilI OepylIiiepMeH YHeMi KapbIM-KaThlHaC jkacay >XoHEe e3apa
opekerTecy. OneyMerTik xemninepaeri HR-mapketunr kaipmap OenmiMiHiH OernceHIi KbI3METKepiHe 0acka >KYMBIC
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MIHAETTEepIHIH Oipl peTiHAC CEHII TAICHIPBUIFaH Ke3Zeri yibIMaapaa Kem Kesmecemi. Anaiima, Oyl ic-opekerrepai
JKEKE KYMBIC poJliHe OOJITeH KOH.

OJIeyMETTIK IpIKTEy JEeTreHIMI3 — XKYMbIC 13IeHTiH aJaMHBIH 9JIEyMETTIK JKelliie KapHusUlaHFaH OpeH/liHe Hemece
JKYMBIC YCBIHBICBIHA KATThI 9CEP CTKCHIIIT COHINANIBIK, OJ1 YIWBIMHBIH BeO-CaliThIHA KiPY/li HKAJIFACTHIPA/IbI, OJ1 ©31HIH
TYWiHEMECIH XKi0epy apKbUIbl XKYMBIC YCBIHBICHIHA JKayar Oepeni. ¥HbIMFa OCBIHIANH KBI3BIFYIIBUIBIKTBI apTThIPY
YILIiH JIeyMeTTIK JKeniiep Oenriti Oip enmemaepre calikec Keiyi Kepek.

OJIeyMETTIK KbI3METTEpJeri KbI3METKEpJIepAiH MAapKEeTHHI1 ajJiblH-ala jKoclapiaHOail jKysere achlpbuia
JIMalTBIHBIH aTal ©TKeH jXeH. Erep yibIMaa oMIacThIpbUIFaH cTpaTerus 6osiMaca, JKeKe dJISyMETTIK MapKEeTHHITE
JKeKe MApKETHHITICH aifHaNBICIIaFaH JXOH Jel ailTyra Ooyafpl. OJIEYMETTIK JKeJisiep JKaljay CTpaTeTHSACHIHBIH Oip
OeJriri FaHa, COHIBIKTAH OJIAPJIBIH QJICYETiH acklpa Oaranayra OoIMaiibL.

Tyiiin ce31ep: MapKeTHHT, OHJIAITH, QJIEyMETTIK Meua, )Kajay, afaMy KaTbIHACTap.
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*Tapasckuii TocyapcTenHbii yausepcuter um. M. X. Jlynartu, Tapas

COLUAJIBHBIE CETU B MAPKETHUHI'E IEPCOHAJIA

AnHotamusa. C COBpEMEHHBIMU OIIHUSMHU COIHUATBHBIX CETEH BaKHO WUCIONB30BATh BCE OIIIWH,
JIOCTYTIHBIE IS 1eneil Haiima. KoMmanuu pa3BuBaloTCs, 1 HaeM CIICIIUAIMCTOB CTAHOBUTCS BCE TPYIHEE,
0COOEHHO B YCIIOBHSAX HBIHEIIHETO0 HHU3KOTO YpOBHS Oe3paboTuisl B EBpore miu ocodenHo B Yemrckoi
PecniyOnuke. DTOT Te3UC POKYCUPYETCS HA Pa3IMYHBIX BapUaHTaX COIMAIBHBIX CETCH M aHATU3UPYET HX,
YTOOBI OLIEHUTHh 3HAHMUSA O TaKWX BapHaHTaX Cpeau paOOTHUKOB, C OJTHOW CTOPOHBI, © MAaKCUMHU3UPOBATh
BO3MOJKHYIO TTOJIE3HOCTH JIJTsI KOMITAHUH, YTOOBI HAWTH JIyqITHX TPO(GECCHOHAIIOB, C APYTO CTOPOHEI.

Heﬂb COCTOUT B TOM, 4TOOBI OMpPEACIUTL MPEUMYIICCTBA COIMAIBHBIX cerel IJId MapKCTUHIa
YeJIOBEUECKUX OTHOIICHU U HaliMa. TakuM 00pa3oM, BaXKHBIM Pe3yJIbTaTOM OyJIeT HabOp peKOMeH A
JUTSL NCTIONTB30BAHMSI B KAIPOBOM areHTCTBE.

AHamuUTHYECKas 9acTh pa3JeliCHa Ha JBE YaCTH, epBasi U3 KOTOPHIX MOCBAIICHA TOTYCTPYKTYpPHUPO-
BaHHBIM COOECEJOBAHUSM CO CICIMATUCTaMU 10 HAOOpy IMepcoHajia, a BTOpas 4YacTh OOCYXKIaeT
pe3ynbTaThl BOINPOCHWKA, PACHpOCTPAHEHHOTO cpean couckarened. KirodeBoit pesynmbTaT Tesnca
3aKIII0YaeTcs B TOM, YTO OHJIAWH-CTpATeTHs HaiiMa JOJDKHA BCETZla YeTKO OIMPENEeIsIThCS U COYETaThCS C
JPYTMMHU METOJIaMHU HalMa.

KitoueByro poilb B KauecTBe MPE3CHTAIMH B COIHAIBHBIX CETAX WIpaeT TOT, KTO YIIPaBISET
MpoWISIMA OPTaHMW3ANMN M CKOJIBKO BPEMEHHW OHU TPaTAT Ha agMHHHCTpHpoBaHne. ColManbHbIE CETH -
3TO MECTO Uil OBICTPOTO pPEarupoBaHMs, CBOSBPEMEHHOTO peardpoOBaHUS HA HOBOCTH, DPETYJISIPHOTO
OOIICHHS W B3aUMOJICHCTBHSI C COMCKATeNIIMU. B opraHusanusax pacnpocTpaHeHa INpakTHka, korga HR-
MapKEeTHHT B COITMAIBHBIX CETSX JOBEPSEeTCS aKTUBHOMY COTPYIHHKY OTHENa KaJIpoB B KaueCTBE OIHOMN
u3 Opyrux pabouux 3agad. Tem He MeHee, peAcTaBIsIeTCs Ooliee 1eIeco00pa3HbIM HACTPOUTH 3TH BUJIBI
JESITEbHOCTH MO/ OTAEIBHOM paboded poIbio.

ConmansHbeie CETH TpU HaOOpe MepcoHana 3aKIIYaeTcs B TOM, YTO HIIYIIHH paboTy HACTOIBKO
BIICUATIICH OpEHIOM padoTomaTes WU MPEUIOKEHHEM O padoTe, OIMyOJWKOBAaHHBIMH B COITMAIBHOMN
CeTH, YTO MPOJOJDKAET TEPEXOTUTh Ha BeO-caliT OpraHM3alWy, TAe OH OTBEYAET Ha NPEMJIOKCHUE O
pabote, otmpaBiss cBoe pestome. CoIlMalbHBIE CETH JODKHBI COOTBETCTBOBATH ONPEACICHHBIM
KPUTEPHUSAM, 9TOOBI IPUBIIEYb TAKOW WHTEPEC K OPTaHU3aINH.

Crnenyer OTMETHTh, YTO MapKETHHT TMEPCOHANA B COIHANBHBIX CIIy)KOaX HE MOXeT OOOWTHCH 0e3
3apaHee OINPENCICHHOTO IIaHa. MOXHO KOHCTAaTHUPOBAaTh, YTO €CJIM Yy OPTaHU3AlMU HET MPOJTyMaHHOMN
CTpaTeruy, Jiydiie BooOIle He 3aHUMAThCA JHMYHBIM MapKETHHIOM B COLMANBHBIX ceTsax. ComnmaiabHbIe
CETH ABISIOTCS JIUITH YAaCTHIO CTPATETHUH HaliMa, M WX MTOTEHIIMAN He CIIeAyeT MepeolieHUBATh.

KuroueBrble cj10Ba: MApKETUHT, OHJIAMH, COIUAILHBIC CETH, HAIM, YEIIOBEUSCKUE OTHOIIICHUS.
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