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DIGITAL MEDIA PREFERENCES: IN THE FOCUS OF SOCIAL RESEARCH

This research presents the results of a sociological study on the media behaviour of the adult popula-
tion of Kazakhstan viewers of TV «Khabar» in the context of the issue of worldview orientations in the
digital age. The aim of the research is to determine the specifics of media consumption of digital technol-
ogies of the population of Kazakhstan, as well as to identify media preferences of the adult population.

The main tasks of our empirical research are firstly to determine the mechanism of access to the
main technical means of communication and digital information channels, and secondly to determine
the media behaviour of active users of digital sources.

The research methodology is based on quantitative and qualitative methods. The results of the study
show a segmentation of the Kazakh audience in terms of usage of digital channels, in terms of informa-
tion consumption and in terms of media preferences. All regions of the country can be divided into two
groups according to the dominant type of television connection into areas where rural population pre-
vails and into areas with a higher level of urbanization. The analysis shows that digital television is being
introduced in all areas, with mobile Internet having begun to compete with wired Internet.

The identification of media behavior of the adult population of Kazakhstan by television viewers
of the Khabar channel in the focus of development and modernization of the digital era determines the
practical and scientific significance of this empirical study.

The research methodology is based on quantitative and qualitative methods: interviewing the mid-
dle of the target group and working in focus groups.

The results of the study show that the segmentation of the Kazakhstani audience of digital informa-
tion channels by style of consumption and the characteristics of the media preferences of the audience
of the Khabar TV channel differ.

The results of the study can be used in applied work in on social journalism.

Key words: TV «Khabar», digital media, digital transformation, media activity, media behaviour,
media consumption.
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LincppAbIK MeAMaTaAFam: dACYMETTIK 3epTTeyAep (poKycbiHAQ

Makanaaa umMppAbIK, ABYIpAEri AYHMETaHbIMABIK, Ke3KapacTap KoHTekCiHae KasakcTaH TypFbiH-
AapblHbIH, aTan anTkaHaa «Xabap» apHaCbl KOPEPMEHAEPIHIH MEAMATYTbIHY ePeKLEAIKTEePIH aiKbiH-
AAYFa apHaAFaH 3epTTey HOTUXKEAEPi KapacTbIPbIAAbI.

3epTTey MakcaTbl — Ka3akcTaH TypFbIHAAPbIHbIH UM PAbIK, TEXHOAOTUSIAAPAbI KOAAAHY epeKLLIeAiK-
Tepi MeH MeAMaTaAFamblH, COHAAM-aK, MeAMA TYTbIHYLLIbIHbIH 3aMaHayu KaXKeTTIAIKTepiH aHbIKTayFa
OarblTTaAADI.

IMMMPUKAABIK, 3E€PTTEYAEPAIH HErisri MiHAeTTEpiHE KOMMYHMKAUMSHbIH 6acTbl TEXHMKAAbIK,
KYPaAAapblHa KOAXETIMAI MEXaHM3MAEPI MeH akmapaTTbiH UMQPAbIK, apHaAapblH >XaHe UUQPAbIK,
AEpeKTepAi GEACEHAT KOAAAHYLLbIAAPABIH MEAMATAAFAMbIH aKbIHAQY XKaTaAbl.

LindpAblK, ABYIPAIH AaMybl MEH MOAEpPHM3aUMIChl POKYCbiHAQ Ka3akCTaHHbIH epecek TYpFblH-
AapblHbIH, COHbIH, iLLiHAE «Xabap» apHaCbl TEAEKOPEPMEHAEPIHIH MEAMATAAFAMbIH alKbIHAAY aTaAMbILL
SMIMUPUKAABIK, 3ePTTEYAEPAiH NPAKTUKAABIK, )X8HE FbIAbIMM MaHbI3bIH aliKbIHAAMADI.
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bykapaablk, aknapaT KypaAAapbIHbIH, ayAMTOPUSFA bIKMAAbIH 3EPTTEYAE HEri3ri KOMMYHMKaums
TEXHMKAABIK, KYPaAAapbiHa KOAXKETIMAIKTEH OacTan, TYpAi aknapar Ke3AepiHe CEHIMAIAIK AeHreni,
aKMapaTTbIK, TaKbIPbINTapAbl TAaHAQY CapbiHAAPbI, TYPAI AEPEKKO3AEPIH OEACEHAT KOAAAHY aMaAAAPbIH
KapacTbipy, SAEYMETTIK XXEeAIAepAI TaHAQY MEH BEACEHAIAIrT 3epTTey XKYMbICbIHbIH 6aCTbl MiHAETTEpI
CaHaAAbl. ODAEYMETTIK 3epTTeyAiH «Xabap» areHTTiriHiH KOFaMAbIK, AaMy CTPATEermsiCbiH aHbIKTayAafbl
OPHbIH aMKbIHAAY XKYMbICTbIH FbIABIMM XKOHE KOAAAHOaAbI MaHbI3bl CaHAAAAbI.

3epTTey >KYMbICbIHAQ KOAAQHOAAbl SAEYMETTIK 3epTTey 8AICTEPI KOAAAHbIAAbL. JKyMbICTbIH

METOAOAOTUSIABIK, HETi3AEpiHE CaHABIK >KOHEe camaAblK, 3epTTeyAep, aTtan anTKaHaAa, TYPFbIHAQP
apacbiHAaFbl OyKapaAblk cayaaHama, (DOKYC-TOMTbIK TaAAayAap xKaTasbl. CayaaHaMaAa AEMOrpadmsIAbIK,
reHAEpPAIK, >Xac, 3THMKAABIK, )XoHe BKIMLLUIAIK epeKLUeAikTepiHe KATbICTbl aHKeTaAblK, (DOKYC-TOMTbIK,
3epTTeyAep >KYPri3iAAl.

3epTTey >KYMbICbIHbIH HOTUMXKEAEpi KOPCETKEHAEM, Ka3aKCTaHAbIK ayAUTOPUSIHbIH LMQPABIK,
apHaAapAbl KOAAQHY akmapaTtTbl MaMAAAaHy >K8HE MeAMa TaAFambl TYPFbICbIHAH CErMeHTauMsCbIH
kepceTTi. Eaaeri 6apAblk, 6HIpAEPAT TEAEBM3USIABIK, 6alAAHbICKA KOAXKETIMAIK AeHreii 6oibIHLLIA ekire
6eAyre 60AaAbI: aybIAAbIK, MEKEHAEPAE TEAEBUBMSIAbIK, 6aAAHbICTbIH 6acbiM GarikaAaTbiH TOObI XKoHe
ypbaHn3aums AeHreii >orapbl Tomn. TaAaay HOTUMXKEAEPi KOPCETKEHAEN, LMMPABIK, TEAEBU3US BaPADbIK,
00OAbICTapFa eHrisiareH, MoOuAbAI MIHTEpHET CbiMAbl MHTEpHeTNeH 6acekeAec AamyAa.

3epTTey >KYMbICbIHbIH, HaTuxXeAepi BAK ayAMTOpUSICbIH >keHe ©AeyMeTTIK >KYPHAAMCTMKA
MBCEAEAEPIH 3epTTEYAE MPAKTMKAABIK MaHbI3Abl. 3epTTey >KYMbICbIHbIH, HOTMXKEAEPi KOPCETKEHAEN,
MEeAMaTaAFaMblHa, akmapaTka KOAXKETIMAIK >KoHe KOFaMAbIK, Ke3KapacTapbiHa KaTbICTbl OyKapaAblk,
aKnapart Ke3AepiH namaasaHy PerTUHTICI XXoHe CEHIMAIAIK AeHreni epeklleAeHeTiHI ABAEAABAI.

HeTuxeciHAe, pecroHAeHTTEP KOCbIMLIA aKnapat Ke3AepiH i3Aey MakcaTblHAQ YW apHaHbl
KOAAQHAAbI: TeAeBu3Msl, GepecMmn apHaAap >KoHe MHTEepPHEeT-KOpPAapbl. O3ipre TeK TeAeBM3MSHbIH
MYMKIHAITT  apKblAbl  KOAXETIMAI  (hOpPMaAAbl  aKmapaTtTbliH ASCTYPI CakTaayAa. AereHmeH Oya
KafFmAaAapra kactap ToObl 6aTbiA ©3repic eHrizyae. AKrnapar KOpAapbl pPeTiHAe >kaHa OyKapaAblk,
aKnapaT KypaAsapbliHa — MECCEHXKEPAEP, DAEYMETTIK >KeAirep MeH MHTepHeT-canTTapra epekiie Ken
KOHiA BeAiHe 6acTaabl. 3epTTey HOTMXKEAEPiH MEAMAMAPKETMHI >KaHe LUM@pPAbIK OGM3HeC 6oiblHLLA
KOAAHOaAbI XKYMbICTapFa namaasaHyra 60AaAbl.

Ty#in ce3aep: «Xabap» apHacbl, BAK ayanTopusichl, aknapar Ke3Aepi, MEAMATYTbIHY, MEAMATAAFAM,
SAEYMETTIK 3epTTeyAep, OAeYMETTIK >KeAiAep.
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LincpbpoBbie meananpeanouteHusi B pokyce COLMaAbHBIX UCCAEAOBaHMIA

B cratbe npeacTaBAeHbl pe3yAbTaTbl COLMAOIMYECKOTO WMCCAEAOBAHUSI MO MEeAMANoBEAEHUIO
B3POCAOIr0 HaceaeHus KasaxcTaHa, a MMEHHO 3puTeAelt TeaekaHaAa «Xabap» B KOHTEKCTe Bomnpoca
MMWPOBO33PEHYECKNX OpUEHTaLMI B LIMPPOBYIO 3MoXy. LleAblo nccaepOBaHUS SBASIETCS OnpeAeAeHue
cneundukn MeamanoTpebAeHNs UMGPOBbIX TEXHOAOIMIA HaceAeHMem KasaxcTaHa, B TOM uMcAe
BbISIBAEHUS MEAMANpPeANOYTEHNIA COBPEMEHHOIO B3POCAOIO HAaCEAEHMS.

OCHOBHbBIMM  3apa4aMM SMMMPUYECKMX WMCCAEAOBAHUIM SIBASIOTCS: OMpeAeAeHUEe MEeXaHW3MOB
AOCTYMNa K OCHOBHbIM TEXHUUYECKMM CPEACTBaM KOMMYHMKaLMIA M UMPOBbIM KaHaraM MHGopmaLmu,
onpeAeAeHre MeAMarnoBeAEeHNs aKTUBHBIX MOAb30BaTeAel LM(PPOBbLIX UCTOUYHWNKOB.

BbisSiBAEHME MEAMANOBEAEHUS B3POCAOIO HaceAeHus KasaxcraHa, Teaesputeaeit KaHaaa «Xabap»
B pokyce pasBUTUS M MOAEPHM3ALMM LMDPOBOM 3MOXbl OMNPEAEASET MPAKTUUECKYIO M HayuHYIO
3HAUMMOCTb AQHHOTO SMIMMPUYECKOTO UCCAEAOBaHMS.

MeToaoAOrMS MCCAEAOBaHMS OCHOBaHa Ha KOAMYECTBEHHbIX M KaueCTBEHHbIX METOAAX: OMnpocC
cepeAan LeAeBOW rpynnbl M paboTa B okyc-rpynnax. Pe3yabtaTbl MCCAEAOBaHWS MOKasblBaOT
CermMeHTaLMIO Ka3axCTaHCKOM ayAMTOPHK C TOUKM 3pEHMS MCMTOAb30BaHMS LLUGPPOBBIX KAHAAOB, C TOUKM
3peHus NoTpebAeHNs MHPOPMALIMM M C TOUKM 3PEHMS MeAManpeAnoYTeHWn. Bce pervoHbl cTpaHbl
MO>KHO PasAeAUTb Ha ABE rpyrrbl B COOTBETCTBUM C AOMMHUPYIOLLIMM TUMOM TEAEBU3NOHHOM CBS3U: Ha
paroHbl, rAe NPeoOAAAAET CEAbCKOE HAaCeAEHME, U PalioHbl C 60Aee BbICOKMM YPOBHEM ypbaHM3aLLmu.
AHaAM3 MnokasblBaeT, UTO UM(MPOBOE TEAEBMAEHME BHEAPSETCS BO BCeX 00AACTSX, U MOOMAbHbIN
MHTepHeT HayaA KOHKYPUPOBaTb C MPOBOAHBIM MHTEpHETOM.

Pe3yAbTaTbhl MCCAEAOBaHMSI MOKA3bIBAKOT, UTO CErMeHTaLMs Ka3axCTaHCKOM ayAMTOpUM LUMMPOBLIX
KaHaAOB MHPOPMALIMM MO CTUAIO MOTPEOAEHUSI M OCOBEHHOCTM MEAMANPEANOYTEHU ayAUTOPUM
TeAekaHaAa «Xabap» MMelOT ONpeAeAeHHble PAa3AMYMSI.
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Mo>HO caeAaTb BbIBOA, UTO PECMOHAEHTbI B MOMCKaX AOMOAHMTEABHOM WMHMOPMALMM MOAb-
3YI0TCS TPEMSI KaHaAaMM: TeAeBMAEHWEM, He(hOPMaAbHBbIMM KaHaAaMM U MHTepHeT-pecypcamu. Noka
COXpaHseTcs TpaAMuMs (POPMAAM30BAHHOIO MAaCCUMBHOIO BOCMPUSATUS MHOPMALIMK, KOTOPYIO Ayulle
BCEro MoAAEepXKMBaeT TeAaeBMAeHWe. Ho 3Ta TpaAMuMst y>Ke HauMHAeT AOMaTbCsSl Ha MOAOAEXHBIX
rpynnax, KoTtopble 6GOAbLIOE BHMMAHME KaK MCTOUYHMKaM WHGOpMaumMu yaeAsioT HoBbiM CMUK —
MeCCEeHA>KEepPaM, COLIMAAbHBIM CETAIM U MHTEPHET-CalTaMm.

Pe3yAbTaTbl MCCAEAOBaHUS MOXKHO MPUMEHWTb B MPUKAAAHbIX paboTax MO COLMAABHOM XKyp-
HAAMCTUKE, MEAMAMAPKETUHTY M LMPOBOMY BM3HECY.

KaloueBble caoBa: TeaekaHaa «Xabap», UMpoBble Meara, undposas TpaHcdopmaums, Meamak-

TMBHOCTb, MEAMAINOBEAEHUE, MEAMATIOTPEOAEHME.

Introduction

The digital transformation with its low entry
threshold has created unique challenges and
opportunities for the market, increasing competition
between enterprises, especially in the field of media
and communications. The determining factor in
digital transformation is its pace of development.
Correlation of the speed of technology development
and, as a result, digital transformations allows us to
state a qualitative jump in the speed of development
in the new digital era.

This large-scale task required digital channels
for the delivery of information flows that did not
exist before. It also needed novel ways of organizing
information exchange, which entailed the birth
of new media. Along with well-known mediums
traditional media, new ones appeared: mobile
communications, the Internet, digital television,
video games, podcasts, etc. All of them carry within
themselves the communicative and social changes
that affect every social group.

The digital transformation on the media market
intensified competition between TV channels and
telecommunications and set new challenges. The
level of digital transformation and the pace of devel-
opment depend on the speed of technology. Of these
large-scale tasks, priorities were assigned to the digi-
tal channels of the information flow. The methods of
organizing the exchange of information have given
a bold advantage to the entry of new media into the
market. Kazakhstan is recognized as a country that
has adopted digital change. The state program «Dig-
ital Kazakhstan» has contributed to the widespread
use of media and economics, information and com-
munication technologies (https://digitalkz.kz/wp-
content/uploads/2018). The research methodology
is based on quantitative and qualitative methods.
The results of the study show a segmentation of the
Kazakh audience in terms of usage of digital chan-
nels, in terms of information consumption and in
terms of media preferences. All regions of the coun-
try can be divided into two groups according to the
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dominant type of television connection into areas
where rural population prevails and into areas with
a higher level of urbanization. The analysis shows
that digital television is being introduced in all ar-
eas, with mobile Internet having begun to compete
with wired Internet.

As of January 15, 2019, 3328 media were reg-
istered in Kazakhstan. 2790 of them are the press,
128 are television channels, 70 are radio, and 340
are news agencies and online publications. The tra-
ditional press by market share: 2790 newspapers,
990 magazines (83.8%). The media register has
registered 225 foreign television and radio stations
(https://www.cia.gov/library, 2019)

Accelerating the digital transformation of televi-
sion channels in Kazakhstan is an urgent problem.
This is the main development path of the world’s
leading media tycoons. The digital society has en-
tered the fourth industrial revolution. In 2017, the
fact that 50% of the world’s population is fully con-
nected to the high-speed Internet set a clear develop-
ment threshold (https://kapital.kz, 2019). According
to a study conducted by the McKinsey Global In-
stitute (MGI), high-performance media companies
switched to using the potential of artificial intelli-
gence (https://www.mckinsey.com ,2019). Many
media companies in Kazakhstan have boldly em-
barked on a digital transformation process. As a re-
sult of the implementation of the Digital Kazakhstan
program, it gave an impetus to a significant increase
in the country’s rating.

The information technology change has affected
all areas of public life. In the information society,
strong media environments began to form, local
groups that form the flows of information flows.
This stratification is especially noticeable in a social
environment with an increased taste of various types
of media. The impact of digital media transforma-
tion on people’s daily lives has increased.

Beneficiaries of the Sandyk Bulak and Sandyk
Kenish programs are familiar to all Kazakhstanis.
Therefore, the study of media tastes and media ac-
tivity of the population is in the focus of attention of
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the first large modern media industry of Kazakhstan
— Khabar agency is relevant.

The purpose of the study: to determine the me-
dia consumption and media tastes of TV channels of
the Khabar agency of the population of Kazakhstan.

The objectives of the study: to determine the
technical accessibility of Khabar television channel
and the activity of viewers, the style of media con-
sumption and the tastes of the media.

Object of study: citizens of the Republic of Ka-
zakhstan over 18 years old.

The research methodology is based on quantita-
tive and qualitative methods: focus group research
and questioning among target groups. A sample quo-
ta of 2234 respondents made it possible to determine
the chosen research goals in terms of demographic
parameters, such as age, gender, educational level,
social and professional status, and address zone.

Literature review

Foreign David H. Weaver, Maxwell E. Mc-
Combs classic works are devoted to social methods
of journalism. Scientists note that social journalism
is developing in the framework of the humanistic
philosophy of journalism (David H., Willnat W.,
Willnat L.). The development of digital technology
and digital communications has taken this multidis-
ciplinary approach to a new level — the synthesis
of social journalism and the digital media industry
(Meulemann, H. ,2012).

Many fundamental works on digital media and
communications have presented issues of digital trans-
formation based on new thinking and a new model of
media development (Litschka, M. (2019), (Cano, C.
R., Boles, J. S., & Bean, C. J. ,2005). Rogers David
proposed a media business model and, in his opinion,
digital media are more competitive than traditional
ones, not to destroy traditional media, but to improve
them (Rogers D., 2013). Peter Weil and Stephanie
Warner, scientists from the School of Management at
the Massachusetts Institute of Technology’s Informa-
tion Technology Center, concluded that digitalization
forms an ecosystem of media consumers (Weil P,
Warner St.,2019).Information on the digital measure-
ment of consumers is noted in the works of Russian
scientists Alexander Prokhorov and Leonid Konik
(Prokhorov A., Konik L.,2019) . This is mentioned in
the studies of F. Sparacio on artificial intelligence and
media architecture (Sparacino F.,2005) In this context,
we can mention the research of Schroeder on the me-
dial landscape. The authors analyze the social conse-
quences of digital learning and perception (Schroeder,
R. ,2018), (Bilton, C. ,2019).

The classic works of Maxwell J.A. (Maxwell
J.A. ,2008)., McCombs (McCombs, M. ,1976) ex-

amined the use of social science methods by jour-
nalists. Researchers undermine that this method is
developing within the framework of the dominant
humanistic philosophy of professional journalism.

But with the advent of digital technology and
the development of digital communication, this
multidisciplinary method has moved to a new level
of development of science between social journal-
ism and digital business.

Many publications, which present the issues
of digital transformation, are based on the develop-
ment of new technologies that focus on new busi-
ness models. Particularly the study by Bilton (Bilton
C. ,2019) offers a methodology for creating digital
business models is given, which has been tested by
hundreds of executives around the world. Based
on case studies of “digital” companies, the author
shows: digital business models not only pose no
harm to traditional businesses but, on the contrary,
present them a new competitive edge Gambino F.
(Gambino F.,2020)

Among the fundamental works of Kazakhstani
scientists, we can also note Barmankulov’s work
“Horizons of Space Television”. Thirty years ago,
the scientist’s hypothesis that television is develop-
ing along with online journalism became a reality in
the media. Barmankulov anticipated the media pref-
erences of today’s audience (Barmankulov M.K.
,1983).

Discussion of the research results:

Segmentation of Kazakhstan TV channels, in
particular, channels of the Khabar agency and fea-
tures of the consumer style and taste. All regions of
Kazakhstan are divided in two types depending on
the availability of television channels: the first group
is the population with access to television in rural
areas; the second — regions and cities with a high
level of urban development. The weekly activity of
the viewers was the same. The proportion of news
sent by the agency through 4 channels is high. The
agency accounts for one fifth of the total news cov-
erage of domestic channels. And the most part of the
audience watch the programs (own products) of the
Khabar channel. The survey shows that viewers pre-
fer informational and sports content. Depending on
the share of media consumption, viewers watch the
outsourced programs of the Khabar channel.

The general overview of the research audience
in Kazakhstan is described in Figure 1. Age charac-
teristics of citizens who took part in a social survey,
which included 2234 respondents: 18-24 — 13%, 25-
34 —46.4%, 35-44 — 23%, 45-54 — 10.4%, 55+ higher
— 7.2%. The share of urban population was 54.5%,
and rural residents — 45.5%. Frequency of television
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watching: daily — 54.2%, more often than once a
week — 24.7%, once a week — 21.2%. In other words,
the weekly frequency of watching television is equal.
From the point of view of social demography, the pop-
ulation aged 34-24 has an active media audience. One
of the goals of the study was to determine the popular-

ity of news on the channels. As shown in Figure 2, the
utilization rates for all news content targeted at four
channels are as follows. This covered 75% of respon-
dents. It covers one fifth of the total news of domes-
tic channels per agency share (Khabar, Khabar 24,
Kazakh TV).

Figure 1 — News programs on the channels

And in terms of scale, it covered 3/4 news cov-
erage in all regions of the country (Figure 2). The
share of news news on the channels is as follows:

KTK — 24.4%; PKE — 20.7%; Channel 31 — 16%;
Khabar — 10.8%; Qazagstan — 6.9%; Khabar 24 —
4.9%; Astana TV — 4.7%; Kazakh TV — 4%.

Figure 2 — Programs on the Khabar TV channel

The focus of social research was to determine
media consumption and media tastes among view-
ers about news on the Khabar TV channel (Figure
3). The following picture can be analyzed from the
audience of the Khabar TV channel: “Kormeimin”
—42.6%; News — 24.9%; Sports — 14.9%; “National
control” —9.1%; “Let’s talk” — 4%; “Morning News”
—2.5%; “Vazhno znat’” — 1.5%; “Online” — 0.6%.
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According to the results of the survey, 6 out of
10 respondents watch their own programs on the
Khabar channel. Viewers prefer informational and
sports content. Despite the high quality rating of
studio design (8 and 10 points — 62.3%), broadcast
design (8 and 10 points — 59.5%), the work of the
presenter (8 and 10 points — 81%) by the channel’s
viewers, the demand is relatively small.
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Figure 3 — Programs on the Khabar TV channel

As for the tastes of the audience, the results of the
following studies show that the interest of the audi-
ence in these programs does not depend on the genre
of the project, but on its implementation (Figure 3).
“Million kimge buyiradi?” The project audience
(21.9%) is 10 times higher than the “Zerde” audience
(2.5%). The audience of “Juldizdi jekpe-jek™ (12.1%)

is 4 times more popular than the “Topzhargan” proj-
ect (3.1%). Therefore, although the format of recent
projects is good, the content needs to be improved.

Depending on the structure of television view-
ing of the population, the audience of several proj-
ects was determined in the next direction of the
study (Figure 4).

Figure 4 — Popular programs

Respondents noted «Million kimge buyiradi?»
project, the share of viewing of the program is high.
The proportion of those who do not watch television
at all is 7%; follow the news — 44.2%; the preferred
program is not included in the TOP 10 — 48.8%. In
addition, respondents are not aware of some of the
agency’s channel programs. The number of television
projects is small due to the impact on their popularity
and memory among viewers. The channel is known
for broadcasting objective news to the viewers.

Figure 5 shows the level of confidence in tele-
vision news among people over 18 in the country.

The share of TOP channels in terms of confidence
from bottom to top: CPC — 0.4%; Eurasia — 0.5%;
Channel 31 — 3.4%; Khabar — 3.4%; Qazagstan
— 6.7%; Khabar 24 — 7.3%; Astana TV — 8.7%;
Mir — 14.5%; ABC TV - 17.7%; KAZAKH TV
—29.5%.

Also, the level of public confidence in the news
in the country: watches and trusts — 92.3%; does not
watch — 2.9%; does not trust — 3.8%. The highest
priority is given to the share of respondents’ confi-
dence in the news, including the share of news on
the Kazakh TV channel.
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Figure 5 — Trust in the news

Figure 6 — Popular television channels

The share and importance of fast and high-
quality television channels in the Kazakhstan me-
dia market is significant. Visual and multimedia
technologies make the creation of products that
meet the tastes of the domestic television audience
possible.

Among the best domestic channels are the age
characteristics of viewers and the average age of
viewers: 18 — 24%; 25-34 — 46.4%; 35-44 — 24.7%:;
45-54 — 10.4%; 50+ — 7.2%. The results of the study
show that young people aged 25-34 are the most ac-
tive audience (Figure 7).

Figure 7 — Programs on the channel Khabar 24
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The popularity of channels is based on the follow-
ing data: KTK — 16.5%; Eurasia — 15.7%; Channel 31
— 14.3%; Khabar — 10.3%; Qazagstan — 8.5%; Channel
7 — 7.7%; Khabar 24 — 7.2%; Mir — 5.4%; El Ama —
5.1%; KAZAKH TV — 4.5%; ABC TV — 1.4%. Most
of the target group was named the three leading chan-
nels in terms of popularity of Kazakhstan television
channels. Khabar channel is in the top three.

Khabar 24 is the only channel in the country that
broadcasts news around the clock. Figure 8 shows
the results of a survey of viewers and tastes of the
media. When asked what programs you know about
the channel: News — 48.9%; find difficult to answer
— 42.4%; Hi-Tech — 1.2%; How is this made? —
1.2%; Drive — 1.2%.

Figure 8

Figure 8 shows the media activity of respon-
dents who chose the visual activity of the Khabar-24
channel, and the best time to watch the channel. The
share of visual acuity of the audience is as follows:
in the morning — 12.9%; during the day — 11.3%; in
the evening — 75.8%. According to respondents, it’s
convenient to watch the channel in the evening from
19.00 to 22.00, including by the activity of the audi-
ence (66.7% of respondents).

Theresultsofthe study showthatthe segmentation
of the Kazakhstani audience of digital channels
of information differs by the style of consumption
and media preferences. The first group included
areas in which the rural population predominates;
the second group includes areas with a higher level
of urbanization. The analysis of connection types
showed that digital television is entering all regions.
Mobile Internet has begun to compete with the wired
Internet. It can be concluded that three-quarters of
all respondents will use three channels in search
of additional information: television, informal

The number of television projects is small due to
the impact on their popularity and memory among
viewers. The channel is known for broadcasting
news to viewers. Three quarters of viewers do not
watch programs other than news. 13% of respon-
dents found it difficult to remember the names of
programs. Each of ten channel viewers named spe-
cific projects.

When the target audience answered the ques-
tion, what programs are you watching on the chan-
nel, they showed the following results: How is this
made? — 1.2%; Big sport — 1.2%; Art Global — 2%,
find difficult to answer — 12.9%; do not watch —
18.4%; News — 53.4%. More than half of the Khabar
24 viewers are regular viewers of the News Service.

— Khabar 24

channels, and Internet resources. For the time being,
the tradition of formalized passive perception such
as television remains. However, this practice is
already starting to break down among the younger
population, which pays great attention to new media
sources of information such as messengers, social
networks and Internet sites. The results of the study
can be useful in applied research in media marketing
and digital business.

Analysis of the results of the study shows the
rating of various sources of information on use and
trustinthe information disseminated by these sources.
It also illustrates the segmentation of the Kazakhstani
audience of different channels of information on the
style of consumption, features of media preferences
depending on various characteristics of respondents,
including language preferences. This analysis
identifies the characteristics of active and passive
audiences of television channels and determines the
specifics of media consumption of television media
and online media.
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Conclusion

The result of a sociological study determined
the rating and level of reliability of the use of media
resources in relation to media tastes, access to
information and public relations of the Khabar.

The study identified the segmentation of
Kazakhstani television channels, in particular the
channels of the Khabar Agency, and revealed the
characteristics of the consumer style and tastes of
viewers. All regions of Kazakhstan are divided
into two depending on the availability of television
channels: the first group is the population with access
to television in rural areas; the second — regions and
cities with a high level of urban development. The
weekly activity of viewers and time (evening time —
66.7%) were clarified.

The level of media connectivity including
access to the Internet in rural areas is lower than
in urban areas. One of the reasons is the lower
level of technical equipment possession among the
population in rural areas. It can be noted that the
level of access to the mobile Internet in rural areas
is higher than to wired Internet. Mobile Internet
prevails over wired in Almaty, Kyzylorda, Atyrau,
West Kazakhstan, and South Kazakhstan regions.
The division of the country’s regions by type of

television connection is distinguished. In the group
with satellite connection (8 regions), there were
areas in which the rural population prevails, while
in the group with cable connection (6 regions and
2 cities), there were areas with a higher level of
urbanization.

Of interest is an analysis of the prevalence of
types of television services and Internet connections
in different regions of Kazakhstan. According to the
results of the study, all regions of the country can be
divided into two groups according to the dominant
type of television connections.

It was proved that the agency has a high
share of news aimed at 4 channels and the use
of wvisual, multimedia content. The agency
accounts for one fifth of the total news coverage
of domestic channels. It turned out that the media
preferences of the population pay special attention
to the channel’s own products. Khabar channel
observed an increase in the audience of viewers
of its products. The preference of the audience for
information and sports content has opened a new
direction in the short-term channel strategy. The
results of the study proved that the Khabar Agency
in the country is a leading media company for the
production and distribution of operational, high-
quality and objective content.
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