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ABSTRACT 

The study explores how consumers in Kazakhstan perceive the concept of brand, whether they pay attention
to  brands  and  how  brand  sensitive  or  brand  loyal  they  are.  Reasons  for  brand  switching  and  brand
abandonment,  as  well  as  sources  of  influence  on  brand  selection,  have  been  investigated.  Interviews  with
ninety Kazakhstani consumers were conducted. The results demonstrate that consumers in Kazakhstan have
developed preferences and loyalty to local brands in food product categories versus to foreign brands in the
majority  of  service  and  product  categories.  Consumers  vary  in  terms  of  their  brand  loyalty  across  product
categories.  
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