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Abstract: This article examines the impact of cultural globalization on the
gender identity of young women in Kazakhstan, with a focus on the role of
media and popular culture. The rapid growth of information technology and the
widespread use of social media over the past decade have significantly impacted
women'’s consumption habits, making them more active and individualized.

The theoretical importance of this article lies in its focus on the gender
aspects of cultural globalization in Kazakhstan. The practical part of the work
involves studying and analyzing how women’s media and popular culture
consumption have changed in recent years. This research used a mixed-method
approach, combining both quantitative and qualitative methods. It examined the
consumption of popular music, cinema, and influencers, as well as the impact of
media consumption on the gender identities of young women in Kazakhstan.

The study’s results showed that, besides Western music and cinema, the
consumption of female youth significantly reflects the influence of Asian
globalization, especially Korean popular culture, known as K-pop. At the same
time, family plays a crucial role for girls, as family members can compete with
various social media influencers. Overall, cultural globalization through social
media and popular culture has made young female consumption complex,
personalized, and diverse in Kazakhstan over the recent decade.
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Introduction

Gender is a significant factor in social change, as explored in feminist media and globalization
studies. Historically, gender hasbeen a part of media studies since the second wave of the feminist
movement in the 1960s (Krijnen, 2020). A decade later, academic research on women focused
on sexism in media and popular culture, catalyzing women’s marches against violence and their
struggle for civil rights (Byerly, 2012). Feminism is methodologically linked to empowerment,
defined as a multidimensional social process that enables individuals and communities to gain
control over their lives. Empowerment enhances human strength in economic, social, political,
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and spiritual dimensions (Mandal, 2013). Women’s empowerment is a global movement that
advocates for their equality with men in education, economics, and politics.

The second wave of globalization theories in the 1980s began to view globalization as a
gendered phenomenon. Gender, as a factor of social change, played a distinct role in global
processes and structures at the global, regional, and local levels (Chow, 2003). Krijnen noted
that audiences of global media are described as more fragmented, yet also more active, as well
as “de-Westernized,” localized, and understudied in the West. Freeman wrote about the model
of locality constructed by feminist critics of globalization. Femininity, as a social construct
and cultural phenomenon, is often viewed as static, traditional, family-oriented, informal, and
consumption-driven (Freeman, 2001).

Studying the empowerment of young women through social media and popular culture is
essential for understanding recent changes and transformations in female consumption in
Kazakhstan. Women’s active participation in consuming social networks, films, soap operas,
and music influences their gender identity, self-esteem, and self-reliance. The research, initiated
to examine global, regional, and local levels of female consumption in Kazakhstan, encountered
some unexpected findings that demonstrated how engaged, critical consumption of social
media and popular culture empowered young women to create new types of influencers both
locally and globally.

This study aims to examine how social media consumption and popular culture influence and
empower young women in Kazakhstan, thereby reducing the gap in understanding mediated
femininity and globalization in Central Asia. In the past decade, young female consumers in
Kazakhstan have become more active and aware of following celebrities and public figures on
social media. The research questions for this study include: first, what types of new influencers
are emerging through social networks and popular culture for the young female generation?
What are the main changes in women'’s media consumption in recent years? Does global media
reshape femininity in Central Asia, and how is the locality culturally transformed from a gender
perspective in Kazakhstan?

Presently, Central Asian studies also examine globalization and post-Soviet development
through the lens of nation-building, religion, media, education, international organizations, and
migration (Blum, 2015; Kirmse, 2013; DeYoung, 2010). Youth and youth identity have emerged
as significant indicators of social and cultural development in Central Asia.

A combination of theoretical approaches, including feminist studies, globalization, and media
studies, was employed to examine young women’s consumption of social media and popular
culture in Kazakhstan. As Krijnen (2020) argued, recipients of global media are fragmented,
localized, and more active, yet understudied in the West. This study aims to bridge this gap.

Feminist theories had a significant impact on media and globalization studies in the 1980s,
leading to the fragmentation and mobilization of the global community. Research on media
and women has revealed the prevalence of feminist marches for civil rights, including the
underrepresentation of women in news media, the stereotyping of female images in media,
the underrepresentation of women in media production, and the limited studies on female
media consumption. Since the 2010s, the concept of the feminist public sphere has been central
to the model of female activism in media (Byerly, 2012). Popular media reinforced neoliberal
discourses on gender subjectivity (Krijnen, 2020). Media culturally influences gender roles,
models, symbols, and experiences. The complexity of gender and media relationships is reflected
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in social groups, including class, ethnicity, age, and sexual orientation (Greenwood and Lippman,
2010).

Media culture and popular culture are closely related and are intertwined with commercial
culture. Popular culture is the sum of narratives, visual, and non-material ideas that create a
mainstream culture (Trier-Bieniek and Leavy, 2014). In contemporary society, popular culture
is unavoidable; it is defined by the text, its interpretation, and its interaction with everyday
experiences. As a cultural practice, popular culture reflects social changes driven by youth
activity (Dolby, 2003). The relationship between gender and popular culture involves issues of
production, representation,and consumption. Formany decades, womenwere underrepresented
in the production of popular culture, often stereotyped in media and popular culture, as the
construction of femininity is significantly influenced by media production. Gender identity
affects the consumption of popular culture (Trier-Bieniek and Leavy, 2014).

This article consists of three parts examining how young women consume: 1) music; 2) cinema,
cartoons, and TV dramas; 3) influencers. Do these influencers activate and empower the young
female generation in Kazakhstan? What are the main changes in the female perception of global
and local public figures?

Data and Methods

This study of female students from Karaganda universities focuses on their use of social
media and popular culture from 2015 to 2020. The recent growth of internet access and digital
development has altered young people's consumption patterns on global (Western and Asian),
regional (Russian), and local (Kazakh) levels. To conduct this research, a mixed-methods
approach that combines quantitative and qualitative methods was employed. The survey
revealed patterns of female consumption, while the interviews provided a deeper analysis of
these patterns.

This inquiry examines female social media consumption and popular culture in Central
Kazakhstan from 2015 to 2020. This comparative study began with a survey of 60 female
students and three semi-structured interviews conducted between 2015 and 2017. It was
later expanded to include a survey of 296 young women and 22 semi-structured interviews
conducted between 2019 and 2020 at universities in Karaganda. All surveys and interviews
were conducted in accordance with research ethics, ensuring the anonymity and confidentiality
of all respondents who gave informed consent to participate in this study.

The first part of the study was conducted at a university between 2015 and 2017, involving
students from English groups who spoke either two languages (Russian and English) or three
languages (Kazakh, Russian, and English). The survey covered 60 young women with an average
age of 18.4 years from 2015 to 2017, along with three Kazakh females interviewed from April to
July 2017, whose average age was 19. Some results of that inquiry were published (Mingisheva,
2019), and they are used in present research to compare with larger data collected later.

The second part of this study continued and expanded in 2019-2020 with students from
Kazakh, Russian, and English classes at two universities in Karaganda city. Surveys and
interviews were conducted from September 2019 to March 2020, involving students from 16
of Kazakhstan's 17 regions and four neighboring countries: Uzbekistan, Tajikistan, Azerbaijan,
and Mongolia. The quantitative study included 296 females with an average age of 18.7 years;
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the majority were Kazakhs (72.6%), followed by Russians (14.2%), and female students from
other ethnic groups (13.2%). The qualitative part of the fieldwork included 22 females from
nine regions, with an average age of 19.4 years. Half of them were Kazakhs, nine young women
were Russians, one was Azerbaijani, and one female was of mixed ethnicity.

Quantitative and qualitative approaches included four main parts to explore how young
women consume: a) popular music, b) movies, cartoons, and soap operas, and c) influencers.
Another key aspect of this research is to examine changes in female consumption patterns at the
global, regional, and local levels from 2015 to 2020. In other words, it is crucial to understand what
gendered globalization means in the Central Asian context, how it is represented in global and local
processes and structures, and the role of gender in social and cultural changes (Chow, 2003).

Results

Music consumption

Popular music plays a significant role in shaping youth culture, exerting a decisive influence
on young people's consumption patterns (Hugq, 2006). It is also viewed as a form of cultural
communication that is influenced by identity construction through musical texts (Kong, 1995).
As one female respondent mentioned in her interview, music is more meaningful and vital than
cinema and TV dramas.

There has been a rapid development of the new popular music phenomenon, Q-pop, in
Kazakhstan since the mid-2010s. “Q” means Qazaq (Kazakh), and “pop” relates to popular
music. Kazakh popular music (Q-pop) is a hybrid of Western music and K-pop (Korean popular
music) that has been localized in Kazakhstan. Its current state is described as “Q-pop 1.0 Wave,”
which creates a style distinct from global musical trends (Danabayev, 2020).

Q-pop and its representatives are a constructed form of modern Kazakh authenticity that
embraces global trends (Otan, 2016). In other words, Q-pop helps shape a modernized national
identity among young people through music in present-day Kazakhstan. How do young women
listen to music and engage with Q-pop in particular? Music consumption data revealed a
significant increase in the interest of young women in Russian and Kazakh pop music from
2015 to 2020 (see Table 1).

Table 1. Music consumption (the survey, an open question for titles and names)

2015-2017 2019-2020
Female (N=60) Female (N=296)

Western 263 (58.8%) 774 (34.2%)
Asian 52 (11.6%) 157 (6.9%)
Russian/CIS 87 (19.5%) 720 (31.8%)
Soviet - 7 (0.3%)
Kazakhstan 45 (10.1%) 601 (26.6%)
African - 2 (0.1%)
Total: 447 (100%) 2261 (100%)
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The quantitative data revealed how music consumption evolved and diversified among female
students over a five-year period. Western and Asian music from the West declined in popularity,
while Russian and Kazakh music experienced a significant increase in popularity. Interest in the
latter grew more than 2.5 times from 2015 to 2020. Besides issues of identity, music acts as a
multifunctional tool for young women. They listen to music to relax and reflect, which boosts
their mood and well-being; it also helps reduce stress and enhances concentration.

The 2019-2020 interviews showed that Western and Kazakh music were popular among 22
female students. K-pop (Korean popular culture) was favored over Russian music, and four girls
mentioned that they listened to classical music. In contrast, there was no mention of K-pop or
classical music in the 2017 interviews.

According to Q-pop, female students listed the following as their favorite singers and
bands, including Ninety One, Galymzhan Moldanazar, Jah Kaleb, M'Dee, Dequine, The Limba,
Miras Zhugunussov, Skriptonit, Dimash Kudaibergen, and others. These artists perform music
ranging from pop and hip-hop to indie pop and jazz, using languages such as Kazakh, Russian,
English, and others. The expanded interview sampling revealed complications related to the
consumption of different musical genres, as shown by several repetitions in parentheses (see
Table 2).

Table 2. Favorite musical genres (data from interviews)

2017: Female (N=3) 2019-2020: Female (N=22)

“I listen to everything.” “I listen to everything.” (9)

K-pop K-pop (7)

Alternative rock Rock and its various genres (6)

Pop music Classical music (6)

Soundtracks Hip hop, rap (4)

Kazakh and English songs Pop music, indie-pop (3)
Q-pop (2)
Instrumental (2)
Other (soap operas’ songs, games, and soap operas’ soundtracks,
Latin American songs, violin melody, recommended music in social
networks, Kazakh toi songs, soul, chill out, deep house)

The young generation often comprises music enthusiasts, including female listeners who
enjoy a diverse range of musical genres. Some girls discussed various types of popular music,
which are sometimes associated with TV dramas and computer games. Several female students
have recently noted significant changes in Kazakh pop music. However, one girl expressed a
critical view of Kazakh estrada and toi songs, considering them undeveloped. Q-pop singing
in Kazakh helped some respondents overcome the language barrier. They also mentioned that
the Ninety One band, for instance, has focused on current ecological issues, making them more
recognizable concerning social problems in Kazakhstan.

The extended qualitative data from 2017 to 2020 revealed issues related to female musical
consumption across cinema, games, and social media. Q-pop has gained more popularity and
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competitiveness with both global (Western and Asian) and regional (Russian and post-Soviet
countries) music. Overall, social networks, messengers, and popular culture create new types of
influencers for the young female generation, which will be examined in the next section.

Consumption of films, cartoons, and TV dramas

This section observes changes in the consumption of films and TV shows among young
women from 2015 to 2020. Young people in Kazakhstan actively consume not only films but
also cartoons (see Table 3) and soap operas. TV series attract young women more than others,
so data on them are considered separately in both surveys and interviews.

Table 3. Consumption of movies and cartoons (the survey, an open question for titles)

2015-2017 2019-2020
Female (N=60) Female (N=296)

Western 414 (76.5%) 1612 (62.8%)
Asian 70 (12.9%) 593 (23.1%)
Russian/CIS 29 (5.4%) 213 (8.3%)
Soviet 3(0.3%) 25 (1.0%)
Kazakhstan 25 (4.6%) 120 (4.7%)
African - 4 (0.2%)
Total: 541 (100%) 2567 (100%)

Interestingly, movie consumption shifted from Asian to Kazakh production between 2010
and 2020, while female interest in Western cinema decreased by around 14 percent during that
period; however, its dominance is evident in the data. The Oscar-winning Korean film “Parasite,”
released in 2019, was mentioned by several respondents who noted that it is a distinguished
film with an extraordinary plot.

In Kazakh and Russian cinema, young women expressed different opinions. On one side, some
of them supported Kazakh cinema production. They watched newly released and historical
films, as well as Soviet Kazakh and 1990s movies. On the other hand, one respondent noted
that contemporary Russian and Kazakh cinema is primarily commercial, with a prevalence of
comedic genres. In her opinion, it was required to produce more non-commercial, independent
social films.

In contrast, data from the interviews presented a different picture of film consumption
compared to the survey. Females were most likely to mention Western movies in the 2019-2020
interviews, while their interest in Kazakh movies declined three times from 2017 (see Table 4).

Table 4. Consumption of films and cartoons (data from interviews)

2017 2019-2020
Female (N=3) Female (N=22)
Western 11 (47,8%) 47 (77,0%)
Gumilyov Journal of Sociology N24(153)/ 2025 81
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Korean 1 (4,3%) 3 (4,9%)
Russian 1 (4,3%) 4 (6,6%)
Soviet 2 (8,7%) -
Kazakhstan 8 (34,8%) 7 (11,5%)
Total: 23 (100%) 61 (100%)

First, almost every third female respondent reported being attracted to various individuals in
the global film industry, such as those associated with films by Christopher Nolan, Guy Ritchie,
and Quentin Tarantino. Several girls spoke about films based on Nicholas Sparks’ bestsellers
(“A Walk to Remember”, “The Last Song”, “The Lucky One”, and others), as well as classic film
adaptations, such as “Anna Karenina” and “Pride and Prejudice”. One respondent preferred a
comedy starring Adam Sandler.

Four young females mentioned that they watched Disney and Pixar cartoons and anime more
than films. In their opinion, cartoons are positive and a better option for spending weekends.
One girl shared her family tradition of her father selecting newly released films, which they
would watch together.

In general, the global cinema industry, with the growing production of Asian films, remains
dominant among young women in Kazakhstan. Some of them noted the development of Kazakh
and Russian films, but presently, it is commercialized chiefly. Young female respondents were
more interested in the effects of plots and films; their consumption reflects a demand not only
for entertainment but also for thoughtful, socially relevant dramas.

Soap operas are a significant part of young female consumption in recent times. According
to the female respondents, TV series demonstrated real-life situations that affected and taught
them how to behave in different situations. Medical shows played a crucial role in inspiring
some female school graduates to pursue a career in medicine. Actors’ appearances and their
casting in soap operas were also mentioned as a considerable reason to choose and watch them.
Moreover, several girls reported watching TV shows in English, and Korean shows motivated
some of them to study the Korean language. The survey presented a diversity of soap operas’
consumption in the table below (see Table 5).

Table 5. Consumption of TV dramas (the survey, a semi-open question with multiple answers)

2015-2017 2019-2020
Female (N=60) Female (N=296)
American 44 (73.3%) 200 (67.6%)
Turkish 28 (46.7%) 122 (41.2%)
Korean 25 (41.7%) 122 (41.2%)
Russian 22 (36.7%) 118 (39.9%)
Kazakh 11 (18.3%) 63 (21.3%)
European 7 (11.7%) 62 (20.9%)
Chinese 2 (3.3%) 23 (7.8%)
82 N24(153)/ 2025 Gumilyov Journal of Sociology
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Mexican 2 (3.3%) 5 (1.7%)
Others 2 (3.3%) 17 (5.7%)
I do not watch soap operas 2 (3.3%) 13 (4.4%)
[ watch soap operas on the 16 (26.7%) 95 (32.1%)
Internet

Like movies, American soap operas were more popular among females. However, their
consumption decreased by more than 5.5 percent over the five years, whereas the popularity
of European TV series increased during the same time. Growing streaming platforms, such as
Netflix, HBO, and Amazon, presented various soap operas for young people in Kazakhstan, and
by 2020, every third female had started consuming them online.

Competitiveness between Turkish, Korean, and Russian soap operas has increased in female
consumption, and their interest in Chinese TV dramas has more than doubled in recent years.
Russian shows are closer to young women, particularly their humor. Asian soap operas offer
opportunities for young women to explore diverse cultures and emotions. The interviews
represented various aspects that attracted girls to watch Korean, Turkish, and Chinese TV
dramas (see Table 6).

Table 6. Consumption of TV dramas (data from interviews)

2017 2019-2020
Female (N=3) Female (N=22)

Western 4 (17,4%) 40 (59,7%)
Korean 5(21,7%) 6 (9,0%)
Turkish 3 (13,1%) 8 (11,9%)
Chinese 1 (4,3%) 2 (3,0%)
Russian 8 (34,8%) 10 (14,9%)
Kazakh 2 (8,7%) 1(1,5%)
Total: 23 (100%) 67 (100%)

Data from interviews on soap operas revealed more unexpected results than those on movies
and cartoons: consumption of Western TV dramas increased almost 3.5 times from 2017 to
2020. Although consumption of Russian TV series dropped more than twice, they became more
popular compared to Turkish and Korean ones during the study period. Interest in Kazakh TV
series declined almost six times over those years.

Several girls spoke about the geniality and lightness of Korean soap operas. In their opinion,
K-dramas (doramas) reveal real-life situations and harmonic combinations of romantic and
professional relationships between main characters. The famous drama “Descendants of the
Sun” (2016), alove story between a doctor and a military officer, is a shining example of a favorite
dorama among young females who spoke about it in 2017 and later in 2019-2020. Respectful
and emotionally open human interactions in K-dramas were preferable for female students.
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In addition to modern Korean TV series, respondents mentioned costumed historical
doramas, which initiated their interest in the past of Korean society, its traditions, and the
emperors’ lives. In general, the Korean industry produces a variety of distinctive doramas that
cater to the diverse interests of young women, motivating them to explore both modern and
traditional Korean culture.

Turkish TV dramas, with their dynamic plots, are also popular among young women. One girl
shared her idea about Turkish shows: “Teenagers need love, and Turkish soap operas can give it
to them”. In other words, competition between Korean and Turkish TV series can be explained
by the emotional and cultural needs of young female consumers.

Furthermore, some girls expressed interest in Chinese soap operas in the interviews. They
highlighted historical fantasies based on Chinese mythology. Generally, these TV dramas
incorporate anime elements and utilize digital technologies in their production. Such a TV series
is an enjoyable opportunity to spend weekends, according to female consumers. In general,
Asian soap operas offer a range of cultural products that span the past and present, inspiring
young women to develop their cultural capital, study languages, and strive to construct ideal
relationships in real life.

In Kazakh soap operas, female respondents expressed opposite opinions. One part that can
be characterized as supporters noted that Kazakh TV series are based mainly on the effects of
upbringing. Another critical part was the low quality of TV dramas produced in Kazakhstan.

The differentiation between quantitative and qualitative data on TV series may be explained
by the fact that some of the interviewed students did not participate in the survey. Additionally,
it is worth noting that the Internet has led to individualized, unstructured, and complex youth
consumption in recent years. If globality dominated the consumption of films and soap operas
among female students, their music consumption differed from this pattern, as revealed in the
next section.

Role of influencers

This section of the chapter examines the shift in young females’ perceptions of celebrities
between 2015 and 2020. Social media and YouTube have introduced new influencers to
Kazakhstan’'s younger generation. A few years ago, young people often said they did not have a
favorite celebrity. However, recent data shows an increasing number of influencers from various
fields among female students (see Table 7).

Table 7. Influencers and their gender (survey, open question)

2015-2017

2019-2020

Female (N=60)

Female (N=296)

Men 40 (39.6%) 234 (47.4%)
Women 61 (60.4%) 260 (52.6%)
Total: 101 (100%) 494 (100%)

There has been a surprising increase in the number of favorite male figures among young
women, with nearly an eight percent rise from 2015 to 2020. Considering the locations of the
idols, the qualitative data showed the dominance of Kazakh influencers (see Table 8).
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Table 8. Geography of influencers (data from interviews)

2017 2019-2020
Female (N=3) Female (N=22)
Kazakhstan 7 (87.5%) 15 (55.6%)
Western countries - 6 (22.2%)
Asian countries 1(12.5%) 4 (14.8%)
Russia - 2 (7.4%)
Total: 8 (100%) 27 (100%)

Once again, increased sampling expanded the range of favorite persons across different
regions, but local influencers remained dominant among female students for five years. Who
are these local favorites among young females, and why do they matter when compared to
others? The interviews identified these influencers as being part of close circles, including
family members, school friends, and Kazakh artists. They discussed both past and present
Kazakh celebrities, such as singers Roza Rymbayeva and Madina Sadvakassova, designer Arai
Yessengeldina, videographer Qyran Talapbek, and others.

When considering Western celebrities, female respondents mainly focused on their publicand
charitable work. American actress Angelina Jolie is recognized for her international volunteer
work. Robert Downey Jr. could change his life. Singer Ariana Grande, described as a feminist
and a strong young woman, experienced a terrorist attack. Motivational speaker Nick Vujicic
inspired young women, as did a character from the TV drama “Grey’s Anatomy,” Dr. Cristina
Yang, who is seen as a strong, independent woman. The image of strong women can be shaped
not only by the government (Kudaibergenova, 2016) but also through social media and popular
culture for today’s young generation in Kazakhstan.

From Asian countries, several female students mentioned a Korean boy band, BTS, also
known as the Bangtan Boys. These seven young men are currently experiencing peak popularity
worldwide, and young people from Kazakhstan also belong to the global BTS fandom (Williams,
2021). K-pop celebrities not only motivate young women but also demonstrate that Korean
mega-stars are persistent in their growth and engagement with the West. In addition to BTS,
Japanese writer Haruki Murakami and women'’s rights activists from Pakistan were identified
by interviewed females as motivators.

Another Russian writer and Soviet fiction author, Alexander Belyayev, was also recognized
as an influencer. One respondent said her priorities shift over time, and at that moment, she
mentioned psychologist Mikhail Labkovsky as an opinion maker.

The increased data from interviews in 2019-2020 showed the diversity and variety of
influencers from Kazakhstan and around the world. Family and friends, along with various
celebrities and public activists, inspired young women to improve and develop themselves.
Over the course of five years, influencers from diverse professional backgrounds and countries
motivated and empowered young women with their extraordinary life stories and creativity.

Young female consumption in Kazakhstan has been increasing recently (Krijnen, 2020),
and it is not only Westernized but also influenced by Asian global celebrities, who are major
influences on young women. Freeman'’s idea of femininity as a locality is partly supported by
its connection to family, but it cannot be seen as static or traditional. This study explored how

Gumilyov Journal of Sociology N24(153)/ 2025 85
ISSN: 3080-1702. eISSN: 3104-4638



N.A. Mingisheva

local femininity is transformed under the influence of various global and regional actors, who
are increasingly engaged through social media and popular culture.

Conclusion

Gender as a factor of social change is mainly connected to the shift from local to global levels of
globalization (Chow, 2003). This study aimed to examine female empowerment in Central Asia
through media and popular culture, encompassing global, regional, and local levels, and creating
new types of influencers among young women. The widespread adoption of Internet access
and the increasing availability of smartphones have significantly boosted youth consumption of
media and popular culture over the past decade.

The extended study of social media and popular culture consumption from 2015 to 2020
examined the emergence of new types of influencers who inspired and empowered young
women in Kazakhstan. There were various influencers from different cultures and countries,
including Western and Asian celebrities and feminists, whose stories were consumed by female
students through social networks and popular culture. Nevertheless, they remain close to
families, relatives, and friends.

The Internet and social media have created a free alternative communication environment
for the post-Soviet generation of women. It is a diverse space featuring various players and
creators across social networks, films, soap operas, and music. Instagram, VK, WhatsApp, and
Telegram craft a visual and creative reality for young women. Kazakh popular music, known as
Q-pop, is recognized and consumed by female students who currently compete with regional
and global musicians.

It is argued that global media reshapes femininity in Kazakhstan through the power and
influence of world celebrities. Young women actively engage with social media and popular
culture, transforming their community by increasing awareness of other cultures and practices.
Studying youth and popular culture allows for an understanding of current changes, the effects
of everyday life, and the transformation of cultural and political citizenship (Chow, 2003).

This study’s main contribution is to examine changes in female consumption on social media
and in popular culture at the global, regional, and local levels in Kazakhstan. Internet and digital
technologies have complicated, personalized, and significantly diversified youth consumption
from 2015 to 2020. Local and global influences have become interconnected, especially in
music consumption. Recent changes have led to the emergence of new types of influencers
who motivate and empower young women to pursue self-improvement and development.
Additionally, there are limited studies on cultural globalization in Kazakhstan and Central Asia,
particularly in the fields of social network research and popular culture. The current study aims
to address this gap by analyzing female consumption trends in recent years; however, broader
and more in-depth research on gender issues in media and popular culture in the region is still
necessary.

[t is essential to examine how social networks influence gender identities and roles through
group communication. What opportunities do young women have to enhance their self-reliance
using social media? What are the positive and negative impacts of social networks on the young
generation in Kazakhstan and Central Asia? To support local media development, it is necessary
to research how young people consume popular culture products. Are there gender-specific
features and differences in their consumption of films, cartoons, soap operas, and music? If
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popular music production in Kazakhstan improved significantly from 2015 to 2020, what steps
should be taken to encourage young people to watch Kazakh movies and TV dramas? Such
studies will be crucial for understanding media growth and discussing the social and cultural
changes driven by the young generation in Kazakhstan and Central Asia.
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H.A. MuHrumeBa
KaparaHdvl meduyuHna yHusepcumemi, Kaparandsl, Kazakcmax

KA3AKCTAH/IAFBI YKAC SMEJIAEPIH, TYThIHY IPU3MACHI APKbLIbI MOJEHHU KARAHJAHY

Anparna. Makanajja MasieHu kahaHgaHyablH, KasakcTaH[aFbl Kac aWesjiep/iiH, reHJepJsiK caiikec-
TiriHe MeJua MeH TaHbIMa/l MJJeHUeT apKbLIbl 9cepi TasgaHabl. COHFbl OHXKbUIABIKTA aKIapaTThIK,
TEXHOJIOTUSIaPiblH, KAPKbIHAbI JaMybl KoHe dJIeyMEeTTIK >KeJlJIep/iiH, Tapalybl aiesiep/liH TYTbIHYbIHA
alTap/bIKTall acep eTin, 6esiceHAIrH apTThIpAbL. acTap/iblH TaHbIMal M3/JEHUETTI TYThIHYbIH/AFbI
»kahaH/IbIK >K9He KePTiTiKTi ©3apa 9peKeTTecy Tarbl Jja 6ip MaHbI3/Abl ACIIEKT 6OJIbI TAObLIA/IbI.

ByJs1 MaKaslaHbIH TEOPHUSAJIBIK, MaHbI3AbLIbIFbI Ka3akcTaHaaFbl Ma/IEHH XahaHAaHYABIH TeHAepJliK
acleKTiliepiH KOHIeNTyaJau3anusiay 60Jbln Tabblia/bl. 2KyMbICTBIH NPAaKTHUKANBIK KypaMaac 6eJiri
COHFBI XblIAApJarbl aUeaepAiH MeAua MeH TaHbIMaJ MJJEHUEeTTi TYTbIHYybIHAAFbl e3repicTepai
3epTTey XKoHe TaAJay 60JIbIN TabbLIa/bl. By 3epTTey YIIiH CaH/IbIK K9HE Cala/bIK TICIIZep apKbLIbl
apaJjiac ajjicteMe naWajaHbLI/ibl. 3epTTey TaHbIMaJ My3blKa MeH KUHO, UHJII0eHCepIePAiH bIKIaabl
»)KoHe MeJMa TYTbIHY/bIH Ka3akcTaHAaFbl »kac ailesiepAiH reHaepJiik CoMKecTiriHiH KajblnTacyblHa
BIKNAJIbIH 3epTTeYAI KAMTU/bL.

3epTTey HOTHXKeepi KepceTKeH/lel, 6aThICTBIK My3blKa MEH KUHO/AH 6acKa, a3usJIbIK xkahaHjaHy
Kac afesiepliH TYThIHYbIH/A allKbIH KepiHeai, acipece K-pop fiereH aTneH KeHiHeH TaHbIMaJ Kopei
MO/IeHUETI.

CoHbIMeH KaTap, oTb6ackl Myllesiepi apTypJ/i a/JeyMeTTiK MeJjMa acep eTyllisepiMeH Gacekesece
JIaThIH JKaFAanaa KpI3Jap YIIiH oTOGachl MaHbI3Abl peJl aTKapaabl. OTOACHIIBIK, KapbIM-KaTbIHACTap
»Kac aMlesiepAiH reH/iep ik penpoAyKUUsChIHA Jla dCep eTeli Aemn alTyFra 6osa/bl. XKaanbl asraH/a,
9JIEyMETTIK JKeJijlep MeH TaHbIMaJ MJ3JEHUEeT apKblibl M3JeHHU >XahaHZaHy COHFbl OHXXBLIJABIKTA
KasakcTaHafbl xac alleniepAiH TYThIHYbIH KypAeaeH/ipin, epeKiiesen )KoHe apTapanTaH bl pAbl.

Herisri yFeiMgap: Ma/ieHU ahaHaHy, )KeprijikTi xep, *KacTap TYTbIHYbI, TeHJIEPJIIK COUKECTIK,
dJIeyMeTTiK MeZiia, TaHbIMaJl M3/JeHHET, a3UsJIbIK xkahaHaHy

H.A. MuHrumesa
KapazanduHckutl meduyuHckuii yHusepcumem, Kapazanda, Kazaxcmau

KYJIBTYPHAA I/TIOBAJIM3AIUA YEPE3 ITPU3MY MOJIOJAEXHOI'O ZKEHCKOT'O IIOTPEBJIEHUA B
KA3AXCTAHE

AHHOTanusA. B craThbe aHa/MU3UPyeTCs BJMUSHUE KYJbLTYPHOM TJ106a/M3allMd Ha TeHJEepPHYI0
UJIEHTUYHOCTb MOJIOJIBIX *KeHINUH B KaszaxcTaHe mocpeACcTBOM MeJya U MOMYJSPHOW KYJIbTYpHI.
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BricTpoe pa3BuTHe HWHPOPMALMOHHBIX TEXHOJIOTHM M paclpocTpaHeHue COLYa/bHbIX Mejha 3a
nocjejHee iecATUIEeTHE CYyLIeCTBEHHO BJIMAET Ha XKEHCKOe T0TpebJ/ieH e, fies1asl ero 60Jiee aKTUBHBIM
Y MHAUBU/YaJIU3UPOBAHHBIM. /IpyruM BaKHbIM acClIeKTOM SIBJIIeTCSl B3aUMO/lefICTBUeE [J106aJbHOTO U
JIOKAJIbHOTO B MOJIOJI€KHOM NOTPe6JIeHUU NONYJIIPHOHN KYJbTYPHI.

TeopeTHyecKy1o 3HaYMMOCTb JAHHOH CTaTbH COCTaBJIsIeT KOHLeNTyalu3al s reHepHbIX aClIeKTOB
KYJbTYpHOU ryio6asusanuu B Kazaxcrae. [IpakTHuYecKyl0 COCTaBJSAIONYI0 pabOThl MpPeJCTABISET
M3y4yeHHe U aHA/IN3 U3MeHEeHHUH B )KeHCKOM OTPeOIEHU M Me/iia U IOMYJISIPHOU Ky/IbTyphl 3a IOC/IeIHEE
BpeMs. [l NAaHHOrO UCCJeJOBaHUS HCNOJIb30BajJach CMelllaHHAasd MeTOJO0JIOTHS C NpUMeHeHUeM
KOJINYEeCTBEHHbIX U KauyeCTBEHHbIX MOAX0A0B. MccieoBaHHe BKJIIOYAJIO HM3yuyeHHe MOTpebseHUs
NONyJSIPHON My3bIKH, KHUHO M UHQJIIOEHCEPOB U KaKMM 00pa3oM MeAuanoTpeb/eHre KOHCTPYUpyeT
reH/IepHYI0 HIeHTUYHOCTb MOJIOJbIX KeHIIMH B KazaxcTaHe.

Pe3sysibTaThl Hccae0BaHUS MOKa3ajd, YTO B MOJIOJEKHOM >KEHCKOM MOTpebJeHUH, MOMHUMO
3ana/iHOM My3bIKU U KMHO, 3aMeTHO NPOsIBJsEeTCs NOTpebieHre a3UaTCKOM 106a11M3aLly, 0CO6eHHO
KOpeNCKOW NONyJIAPHON KyJbTYpbl, KOTOpasi LUMPOKO HM3BecTHa Kak K-mom. B To ke BpeMsa ceMbs
UTpaeT BaXKHYIO pOJIb AJiA JieBylleK, KOrZa 4JieHbl CEMbH MOTYT KOHKYpHUPOBaThb C pa3JU4YHBIMHU
MHJII0eHCcepaMu U3 COLMaIbHBIX ceTell. MOXKHO CKa3aTh, YTO CeMelHble OTHOLIEHUS TaKXKe BJAUSAIOT Ha
reHJlepHOe BOCIIPOU3BO/CTBO ¥ MOJIOJbIX KEHIIUH. B 11eJ10M Ky/ibTypHasi r106a1u3anys N1ocpeicTBOM
COLIMAJIbHBIX Me/iMa U MOMYJISPHON KYJbTYPhl YCAOKHSET, UHAUBUAYATU3UPYET U AUBEPCUPULMPYET
MOJIOZIE’KHOE JKeHCKoe oTpebsieHue B KazaxcTaHe 3a noc/iefHee fAecaTUIETHE.

Knwo4yeBble cji0Ba: Ky/abTypHas I/06aau3alnys, JIOKaJbHOCTb, MOJIOJEXHOe MOoTpebyeHUe, TeH-
JlepHasi UAEHTUYHOCTD, COLjMa/bHble Meua, MOMyJ/IsIpHasi KyJbTYypa, a3uaTcKasl [71o6aau3anus
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