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ISLETMELERDE SOSYAL PAZARLAMA ANLAYISI
(KIRGIZISTAN ORNEGI)

Kiiresel rekabet ortammnda isletmelerin temel amaci kar elde etmekle birlikte, satislari
arttrmak, toplumun ¢ikarm gozetmek, imajini, toplum icinde prestj ve saygmhgmi arttwrmak
gbi amaclar da hedeflenmektedir. Bu baglamda isletmeler i¢in dretilen trlin ve hizmetlerin
nitelk ve nicelk Ozellikleri kadar, pazarlama faaliyetlerinin basaris1 da Onem kazanmaktadir.Bu
amagla isletmeler, faaliyet gOsterdikleri pazarlarm sosyo-kiiltiirel Ozellklerini dikkate alarak
sosyal sorumluluk diizeylerini belirfleyen cesith stratejiler ortaya koymaktadirlar.

Kar amaci giitmeyen sivil toplum kuruluslart ve devlet tarafindan yiiriitilen ve toplum
yararma hizmet eden pazarlama uygulamalari, sosyal pazarlama olarak adlandriimaktadir.Sosyal
Pazarlama, i¢inde bulundugu pazarm yapist ve ¢evresel faktorlerin yam swa kendine 6zgii
birtakim 6zelliklerinden dolayr geleneksel pazarlama uygulamalarindan farkhlik gostermektedir.

Bu cahsma Kirguistan’daki Isletmelerde Sosyal Pazarlama Anlaysm ortaya koymak
tizere gergeklestirimistir. Calgma {ic bolimden olugsmaktadr. Birinci bolimde pazarlamanmn
tanmu  ve gecirdigi donemler incelenmistir. Ikinci bolimde  sosyal pazarlama kavramu ve
unsurlarmm neler oldugu incelenmistir. Ugiincii boliimde ise  sosyal pazarlama anlayis1 ile ilgili
hazirlanan anketin uygulanmasi ile elde edilen verilerin analiz ve degerlendirmeleri yer
almaktadir.
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Nuxananapaa couuajablk MapKeTHHT TYIyHYry: KeIpreiscran
MHCAJIBIH/A.

AamamMmpamkan aTaaHJalllyy 4YeWpecCYHe WIIKAHAIAPJbIH  HETH3rH
MakcaThl, Haiifa Kepyy JkaHa  caTyyldapblH KeOeWTyYy, O3JJMH  KbI3BIKYBUIBITBIH OMJIOO,
UMUJUKUH, OQJJMH  apachlHJa IPECTH)KMH JKaHa  PECIEKTa0eNAYYJIYTYH JKOropynaTryy
MaKcaTTapblH KO37106/1e.

Nukananap y4yyH eHAYPYJIT6H TOBap KaHa KbI3MATTBIH aTpUOyTTaphl, CaHbl MAaaHUIYY
00JIrOH/I0M 3716 MapKEeTHHI HIL-Yapajapbl Ja eTe MaaHuiyy Ooxym scenrtener. byn makcarra
UIFKaHAJIap, MAPKETUHI MHII-yapalapblHIa COLUAI-MAaJaHUAT ©3re4eNIyKTOpYH 3CKE aJlblll
COLIMAJIJIBIK KOOIKEPUMIIMK IEHID3JIMH aHbIKTaraH CTpaTerusuIappl KOJAOH yIIyy/a.

[Taiina kepyyHY Ke37©@0ereH MaMJIEKETTHK 3MeC KypyMAap >KaHa MamileKeT TapaOblHaH
KYPIY3YJIT6H 3JAUH KbI3bIKYBUIBITBIHA KbI3MAT KbUITAH MAapKETHHI MILI-Yapajapbl COLMANIbIK
MapKeTUHT OOJIYIT 3CENTelNeT.

Coumaniplk MapKETUHT, PBIHOKTYH HETM3TH TY3YJIYUIy jKaHa ueilpe (akropiaopyHyH
©3re4eIYKTOPYHOH yllaM KeHOeKel MapKeTHHIZIEH ©3reuellyK KopcoeTyy/e.

byn muccepranumansik umni, Kelpreiscrangarsl ui-KaHanapAa COLMAIIBIK MapKETHHT
TYIIYHYTYH aHBIKTOO YYYH Xacaiabl. Jluccepranuaiblk Ml yd OenymIeH Typar. bupunuu
0esymMI® MapKeTHUHIJMH AaHBIKTAMachl >KaHa O0acblll OTKOH JKOJAOpPY, SKUHUYU OeayMie
COLMAJIBIK MAapKeTUHT TYHIYHYTY JKaHa 3JIEMEHTTEPH YUyHUYy Oemymae O0JICO COIMalIbIK
MapKeTUHI TYLYHYIy OOKOHYAa  KYPry3YJI'eH aHKETaHbIH aHAIW3U aHA  JKbIABIHTHITBI
OastHanar.
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IlonsiTue counaJbLHOro MapKeTuHra: Ha npumepe Kpiproicrana

CeronHs Bce OoJbllie OpraHU3AIlMii HAaYMHAIOT 3aHUMATHCS IpoOiieMamMH OOIIeCTBa.
[lpouuio TO Bpems, Korza KpylnHbIE KOMIIAHMM  MOIIM  OBITh  YCHEIIHBIMHM IPOCTO
YIAOBJIETBOPSIS crIpoc MoTpeduTeneid. UToObl BBITISAAETh B IJ1a3aX MOTPEOUTENeN HaWTYdIIM
00pa3zoM, TeM CaMbIM YKPEIUISs UMUK OpeHJa KOMITAaHWHM PEIIAloT MpobdsieMbl obmectBa. To
YeM OHHM CeroJHs 3aHUMAlOTCAd MPUHATO Ha3bIBaThb COLMAIBHBIM MapKETHHIOM U JIH
KOPIIOPAaTUBHOM COLIMAJIBbHOM OTBETCTBEHHOCTBIO.

CouuanpHblil MapKeTHHT- MapKETHHT, 3aKIIOYAONMIicsd B pa3paboTke, pean3aluu U
KOHTpOJIE COLMAJBHBIX MPOTpaMM, HANpPABIEHHBIX Ha MOBBIIIEHUE YPOBHS BOCHPUSITHUS
ONpE/ICTICHHBIX ~ CJI0EB  OOIIECTBEHHOCTH HEKUX  COLMAJBHBIX HACH, IBUKCHHH WIH
MPAKTHYECKUX neiictBuii.  OOBIYHO COIMATbHBIN MAapKETHUHT HCTOJIB3YETCA
rOCyJapCTBEHHBIMU U OOIIECTBEHHBIMH OpraHU3aLUsAMHU.

ConuanHplii MapKeTHHT —3TO HaIpaBlIeHUE, UCIOJIB3YIOIIee WHCTPYMEHTHI MapKETHHTA
JUIS YIY4IIEHUs KU3HU KaK OTJENIBHBIX JIIOJCH, TaK M BCETO OOIIECTBA B IICJIOM.

Ota guccepranoHHas paboTa HAlpaBJCHA HAa OMNpEICICHHE MOHATUS COLMAIBHOTO
MapkeTuHra Ha npeanpusarusx Keipreiscrana. Jlannas pabota cOCTOMT U3 Tpex vacteil. B
IepBOi IJlaBe paccMaTPUBAETCs ONpE/ENeHUE MapKeTHHIa M KOHLENLHH €ro pa3BUTHSA, BO
BTOPOH TIJIaBe — MOHATHE COLMAIHOTO MAapKeTHMHIA U €ro 3JIeMEHTHl, a B TPETbeil IiiaBe
NPOBEJCH aHAIM3, MOJTYYCHHBIH B pE3ylbTaTe AaHKETUPOBAHUS MO MOHATHIO COIHMAIBHOTO
MapKeTHHTA.

KawueBble BbIpae HHsl: MAPKETHHT, COITUABHBIA MAPKETHHT.
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THE CONCEPTS OF SOCIAL MARKETING ON THE EXAMPLE OF KYRGYZSTAN
ENTERPRISES

Although the main objective of business is to get profit in the global competitive
environment, other aims like to increase sales; take care of the interests of society; increase the
image, prestige and reputation in the society are among the targeted ones. In this context, the
success of marketing activities is of importance like qualitative and quantitative characteristics of
the products and services designed as well. In this respect businesses taking into account the
socio-cultural characteristics of the markets where they operate put forward various strategies
that determines the level of social responsibility.

The marketing practices carried out by non-profit non-governmental organizations and
government and serviced to the benefit of the society are called as social marketing. Social
Marketing is different from the traditional marketing because of the market structure and
environmental factors, as well as a number of unique features.

This study was performed to determine the concept of Social Marketing in business in the
case of Kyrgyzstan. The study consists of three parts. The first chapter is on marketing concept
in general and process of its formation. The second chapter has studied the social marketing
concept and its elements. The third chapter consists of results of research data which performed
by the usage of the questionnaire prepared for studying the social marketing concept.
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