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DIGITAL RELIGION: CONTENT ANALYSIS
OF FEMALE RELIGIOUS INFLUENCERS
ON INSTAGRAM IN KAZAKHSTAN

Social media platforms have become significant tools for religious communication and propaganda,
and in this context, the role of female influencers has been increasingly prominent. This study examines
the content creation practices of prominent female religious influencers on Instagram, focusing on their
strategies, themes, and audience engagement. By analyzing selected case studies, the research explores
how these influencers intertwine economic, religious, and psychological themes in their content. Par-
ticular attention is given to the use of personal experiences, the integration of patriarchal traditions, and
religious-philosophical elements as part of their narratives. The study also investigates the monetiza-
tion strategies employed by these bloggers, including book publications, online courses, social media
branding, and event organization such as marathons. The findings highlight how these influencers cater
to the spiritual and material needs of their audiences while building personal brands and public images
through social media platforms. Furthermore, the study contextualizes these practices within broader
trends in Kazakh society. The article reveals new trends in the Kazakh media landscape by highlighting
the unique approaches of female bloggers in creating and promoting content on social media compared
to traditional religious institutions and their representatives.
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Undpabik Ain: Kasakcranaarbl Instagram kenicririnae
oieA AiHM MHpAIOEHCepAEPAiH, NapaKilaAapblHa KOHTEHT-TaAAQY

OAEYMETTIK >KeAiAep AIHM-YFiT HacuxaT »acayAblH TUIMAI KypaAbl GOAbIN OTbIpFaHbl Gapluara
MBAIM. EAiMisaeri UM pAbIK AIHAQPABIKTbI ABPINTEYAE €PAEPMEH KOCA, SMEAAEPAIH bIKMaAbl AQ aca
30p. backa aAeyMeTTiK xeAianepaeH repi acipece aitea 6aorepAepaiH Instagram-abl AiHM nponaraHaa
peTiHAe KOAAAHY TeHAEHUMSCHI 6acbiM. Makaraaa Instagram-aafbl TaHbIMaA aieA BAOrepAEpAIH, AiHM
KOHTEHT >Kacay epekiueAikTepi 3epTreAiHeai. Ocbl MakcaTTa GipHelle AiHu aieA GAOrepAEp TaHAAAbIM,
OAApPAbIH, KEMCTepi >KaH->KaKTbl KapacCTbipbiAaAbl. 3epTTey 6GapbiCbiHAQ aTaAMbill  BAOrepAepAiH
KOHOMMKAABIK, AIHW >KOHE MCUXOAOTMSABIK, TaKbIpbinTap GOMbIHLIA KOHTEHT acayAarbl TOCiAAEpI,
ayAMTOpUSMEH 6GalAaHbIChl TaAAaHaAbl. Ocipece arieA GAOrepAepAiH eke Taxipubeci HerisiHae
XKYPri3eTiH KOHTEHTTEpPiHIH 63IHAIK epeKLeAiKTepi, naTpuapxassbik, ABCTYPAEPMEH GaliA@HbIChI KOHe
AHU-(PUAOCOMDUSABIK, IAEMEHTTEPI 3ePTTeY HbICaHbl PETIHAE aAblHaAbl. 3epTTeyae GAOrepAepAiH
OU3HEC-MOAEAbAEPI, aTan alTKaHAa Instagram napakiiaAapblH MOHETM3aUMsIAAY, KiTamn LWbIFapy,
MapadoHAAP YMbIMAACTBIPY >KOHEe OHAAMH-KYpCTap OTKi3y CUSIKTbl 9peKeTTepi Ae KapacTbIpblAQAbI.
CoHbIMEH KaTap, OAEYMEeTTIK >KeAIAepAeri KOHTEHTTEp apKbiAbl AyAMTOPUSHbIH PYXaHW >KeHe
MaTepuanAblk KaXXeTTIAIKTepiH KaHaFaTTaHAbIPY TaciAAepi 3epTTeAeAi. ByA 3epTTey Kasak KoFaMblHAQ
aen BAOrepAepAiH OPEHAMHT, KOFAMABIK, UMUAXK KAAbINTACTbIPY XXOHE ayAUTOPUSIMEH SAEYMETTIK-
MeAma naatopmanap apkbliAbl 6anAaHbIC OpHATYAAFbl POAIH alKbiHAAYFa MYMKIHAIK 6epeai. CoHaal-
aK, MakaAa ASCTYPAI AIHM MHCTUTYTTAPMEH >KOHE OAAPAbIH OKIAAEPIMEH CaAbICTbIpFaHAQ oieA
OAOTEPAEPAIH SAEYMETTIK XKEAIAEPAE KOHTEHT >Kacay >KOHe HacmxatTay TOCIAAEpPiHIH epekLleAiriH
KOepPCeTY apKblAbl Ka3aK, MEAMA KEHICTIrHAEr XKaHa TEHAEHLUMSIAAPAbI allaAbl.

Ty#in ce3aep: AiHv uHdAloeHcep, Mcaam, aaeyMeTTik xeai, Instagram, 6aorep
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LindppoBas peAnrusi: KOHT@HT-aHaAM3 PEAMIMO3HbIX
uHpAOeHcepoB-XeHLKH B Instagram B Kasaxctane

CoupaAbHble CeTU CTAHOBATCS BaXKHbIM MHCTPYMEHTOM AAS PEAMITMO3HOM KOMMYHMKALIMK U MPO-
naraHAbl, @ POAb >KEHLWMH-MH(AIOEHCEPOB B 3TOM KOHTEKCTe npuobperaeT Bce GOAblUee 3HaueHue.
CpeaMn CoUMaAbHbIX MAATGIOPM >KEHLLMHbI-OAOrepbl 0COOEHHO AaKTMBHO MCMOAb3YIOT Instagram Aas
pacrnpocTpaHeH s PEAMIMO3HOIO KOHTEHTa. B cTaTtbe paccmarpuBaloTcs 0COGEHHOCTU CO3AaHMS pe-
AMIMO3HOIrO MaTepuaAa MomnyAspHbIMU >KeHMHaMK-6A0repamMn Ha naatgopme Instagram. AAs 3TOro
B MCCAEAOBAHMU OblAM BbIGPaHbl HECKOALKO KEMCOB XKeHLLMH-OAOrepoB, KOTOPble AETaAbHO aHAAU3M-
pytotca. Ocoboe BHUMaHME YAEAEHO Crnocob6am paboTbl GAOrepOB C SIKOHOMUYECKMMU, PEAMTMO3HbI-
MU U MCUXOAOTMYECKMMU TEMaMM, a TakxKe B3aMMOAENCTBUIO C ayauTopuen. PaccMaTpurBaloTcs yHU-
KaAbHble acreKTbl KOHTEHTA, OCHOBAHHOIO Ha AMYHOM OrbiTe GAOrepoB, UX CBA3b C NMaTprapXaAbHbIMM
TPAAMLMSIMU U BKAIOUYEHME PEAUTMO3HO-(PMAOCO(CKUX IAEMEHTOB. B MCCAEAOBAHUM aHAAM3MPYIOTCS
613HEC-MOAEAM >KEHLMH-BAOTEPOB, BKAIOYAS MOHETM3ALMIO UX aKKAyHTOB, BbIMYCK KHWI, OpraHm3a-
UMIo MapacOHOB U MPOBEAEHME OHAAMH-KYpPCcoB. Kpome Toro, M3yuyaroTcsl crnocobbl yAOBAETBOPEHUS
AYXOBHbIX M MaTe€pPUaAbHbIX MOTPEBHOCTEN ay AMTOPMM MOCPEACTBOM CO3AABAEMOr0 KOHTEHTA. AaHHOe
MCCAEAOBAHME MPEAOCTABASET BO3MOXHOCTb OMPEAEAUTb POAb XKEHLLIMH-OA0repoB B (hopMMpoBaHUM
6peHAa, 00LIECTBEHHOIO MMMAXKA M YCTaHOBAEHMM CBS3UM C ayAMTOPMEN Yepe3 COLMAAbHO-MEeAMIHbIE
NAATOPMbI B Ka3axCTaHCKOM obLecTBe. Takxke CTaTbsl packpblBaeT HOBble TEHAEHLMM B Ka3axCTaH-
CKOM MEAMarpoCTPaHCTBE, AEMOHCTPUPYS OTAMYMS B MOAXOAAX XKEHLIMH-OAOrepoB K CO3AAHUIO U
NMPOABMXKEHUIO KOHTEHTA MO CPaBHEHMIO C TPAAMLMOHHBbIMU PEAUTUO3HBIMM UHCTUTYTAMMU U UX MPEA-
CTaBUTEASIMMU.

KAtoueBble CAOBa: peAMITMO3HbIE MH(AIOEHCEPDI, MCAAM, COLIMAAbHbIE ceTu, Instagram, GAOTrMHT

Introduction

In contemporary times, the world is rapidly
shifting from traditional media platforms, such as
radio and television, to social media networks. Ka-
zakhstan is no exception to this trend. To observe
this phenomenon, it is necessary to take a look at the
social media landscape in Kazakhstan. According to
information published by Datareportal, as of early
2024, the social media usage statistics in Kazakhstan
are as follows: 92.3% of Kazakhstan’s 20-million
population (18.19 million people) use the internet
regularly, with 71.5% of them (14.10 million users)
actively using social media platforms (Datareportal,
2024). Specifically, 2.6 million people in Kazakh-
stan use Facebook, 14.1 million use TikTok, and
12.1 million use Instagram. In the last year (2023-
2024), the number of Instagram users increased by
1.7 million (+15.8%). Meanwhile, only 320.3 thou-
sand Kazakhstanis registered on X (formerly Twit-
ter) (Datareportal, 2024). This data demonstrates the
significant role that social media platforms play in
Kazakhstan. In other words, almost all citizens of
Kazakhstan are on social networks. This is an un-
limited opportunity in terms of spreading ideas and
information, and a significant power for the person/
group that has mastered it.
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Social media users have reached the point where
they discuss topics of global importance, from what
they had for breakfast to climate change. However,
not everyone uses social networks for the same pur-
poses. Although Instagram in our country is mainly
used for shopping and entertainment, there is a sig-
nificant share of religious propaganda. It has been
found that religious bloggers often use Instagram to
conduct propaganda and distribute religious content.
The role of female bloggers is also huge here.

Researchers believe that the emergence of so-
cial networks has given women who previously
faced restrictions in sharing their religious thoughts
with others an opportunity to open up to the world.
Female religious bloggers in America and Europe
have also made it a habit to conduct religious pro-
paganda through social networks (Kurmanaliyev et
al., 2024: 2).

The exploration of the internet and Islam began
in the late 1990s, with scholars initially studying
how religious figures used the internet to dissemi-
nate religious content and information (Zaid et al.,
2022: 3). Gary R. Bunt is recognized as one of the
first researchers to examine the intersection of Is-
lam and the internet. In his book Islam in the Digital
Age, Bunt addresses significant topics relevant to
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his time, such as cyber jihad, online fatwas, and the
broader relationship between religion and the inter-
net (Bunt, 2003: 8).

Meanwhile, Hoover provides valuable insights
into the attitudes of youth towards religion in the
social media era. He observes that modern youth are
more independent and prefer to choose religious be-
liefs that best suit their personal preferences as con-
sumers (Hoover, 2012: 30).

Some researchers are concerned with whether
the traditional model of religious adherence can
be maintained in light of the rapid development of
digital media. They argue that new media has the
potential to dismantle the hierarchical system of
contemporary religious establishments. The deep-
rooted influence of digital media could weaken
dominant traditional religions while strengthening
marginalized religious groups (Zaid et al., 2022: 3).
In addition, these scholars extensively discuss the
role of religious influencers on social media, ex-
amining their strategies for attracting followers and
highlighting the influence of religious influencers in
countries within the Persian Gulf region.

Western scholars studying Islam in Kazakh-
stan’s media landscape are also contributing to
this discourse. Schwab, for example, analyzes the
social media publications of the religious channel
Asyl Arna, aiming to uncover the inner meaning and
underlying messages within their content (Schwab,
2016: 2). Bigozhin, on the other hand, focuses on
the intersection of Islam, masculinity, and sports
in Kazakhstan’s media. He examines the work of
influencers like Abdugappar Smanov and Ardak
Nazarov, who connect sports and religion, while
also promoting traditional Islamic values (Bigozhin,
2019: 189).

Several controversial religious issues are also
subjects of research within Kazakhstan’s social
media landscape. In this context, Tasbolat analyzes
discussions that arose from statements made by the
religious influencer Rizabek Battaluly about women
on social media. He investigates the patriarchal at-
titudes within Kazakh society and the role of women
(Tasbolat, 2024: 4540).

Furthermore, the study conducted by Baskyn-
bayeva and Aldjanova explores female religiosity
on Instagram. Instead of focusing solely on indivi-
dual female religious influencers, they analyze posts
from the top 20 female bloggers in Kazakhstan, exa-
mining their collective religious content (Baskyn-
bayeva, Aldjanova, 2022: 32).

This article examines the cases of several influ-
ential female religious influencers in Kazakhstan’s

social media landscape, who hold significant sway
among Muslim communities with thousands of fol-
lowers and subscribers. In the study, women who
disseminate religious content on Instagram, either
directly or indirectly, are referred to by the terms
“female religious bloggers” and “female religious
influencers”, both of which capture their dual roles
in content creation and influence.

Justification of the choice of article and goals
and objectives

This article is aimed to conduct research on fe-
male influencers’ activity in the fields such as re-
ligion, psychology and social values on Instagram.
Besides Instagram female influencers make vari-
ous contents and communicate with their followers
through the social medias like Youtube, Facebook
and Tiktok. But Instagram stands out among these
online platforms.

Goal of this research is to analyze female influ-
encers’ content creation strategies, their interraction
with followers, and the extent to which their content
aligns with traditional patriarchal norms. Objectives
of the article are to identify the influencers’ content
styles, monetization methods, as well as their ap-
proach to gender and and psychological issues. It
also examines the comparative role of social media
influencers with traditional religious institutions.

This paper aims to contribute to understanding
the role of female social media influencers in shap-
ing cultural and religious norms in contemporary
society.

Scientific research methodology

The article employs a case study research me-
thod. According to Stake, there are three types of
case studies: intrinsic, instrumental and collec-
tive. An intrinsic case study is designed to explore
a unique phenomenon, where the researcher must
provide evidence of what makes the case distinc-
tive. An instrumental case study aims to provide a
general understanding of a particular situation by se-
lecting a specific case. In contrast, a collective case
study involves the examination of multiple cases to
achieve a comprehensive and in-depth understan-
ding of a specific phenomenon (Stake, 1995: 3).

In our research, we aim to apply all the three
approaches that were listed above. As cases, we will
conduct a content analysis of the social media pages
of four female religious influencers that are most
relevant to our research topic. The selected female
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religious influencers were chosen based on the fol-
lowing criteria: having more than 200,000 follow-
ers, producing content with religious themes either
directly or indirectly, and being actively present on
social media platforms.

Results and Discussion

Who is a Religious Influencer?

In contemporary times, the role once held by
traditional religious leaders is now largely per-
formed by religious influencers. These influen-
cers play a crucial role in disseminating religious
content on social media. In essence, religious in-
fluencers can be seen as modern religious leaders,
although they do not view themselves in this way.
Compared to traditional religious leaders, they are
closer to young people and rely more on creati-
vity and innovation in content creation. These attri-
butes give them a significant advantage. Notably,
during the COVID-19 pandemic, when mosques
and traditional religious educational institutions
were closed, the role of influencers in spreading re-
ligious content became even more significant (Zaid
et al., 2022: 11).

A social media influencer is someone who,
through their social media page or blog, has a large
number of loyal followers and can influence the de-
cisions and behaviors of these followers (Sorgenftei,
2022: 212). Therefore, a religious influencer refers
to a blogger who holds influence over religious is-
sues among internet users.

Social media influencers combine religious con-
tent with entertainment material, thereby moving re-
ligion out of the domain of dogma and into the realm
of experience and accessibility. Researchers suggest
that this approach is more appealing to the digital
youth of the 21st century (Zaid et al., 2022: 4). The
hybrid form of religious preaching that combines
religious knowledge and entertainment has existed
in the Islamic world for a long time. It is believed
that Muslims adopted this method from Christians’
televangelists (Zaid et al., 2022: 2).

Researchers also point out that religious influ-
encers can communicate effectively in the language
of social media. Recent studies show that young
people often see influencers as reflections of them-
selves. Spending time on social media and resisting
the influence of religious influencers is not an easy
task (Zaid et al., 2022: 5).

Khamis argues that today, an ordinary indivi-
dual does not need traditional intermediaries such as
editors and producers to achieve fame and wealth.
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Instead, there is a growing trend among young peo-
ple to engage in self-branding, creating their perso-
nal brand and public image independently (Khamis,
2016: 4).

Instagram and Kazakh Women

Statistics show that in Kazakhstan, YouTube is
predominantly used by men, Facebook is equally
popular among both men and women, and Insta-
gram is more widely used by women. Specifically,
63% of YouTube users are men, while 32% are
women; on Facebook, 51% are men and 49% are
women; and on Instagram, 70% are women, with
only 30% being men (Brandanalytcs.kz, 2024). This
data indicates that Instagram is particularly “asso-
ciated” with women in Kazakhstan. This raises the
logical question: Why do women prefer Instagram?
The answer is not overly complex. Instagram offers
tools for photo editing, enhancement, and the appli-
cation of various filters. Women, who naturally have
a desire to appear aesthetically pleasing, find these
features to be in line with their interests.

In general, Instagram was never designed as
a platform for long posts or videos. Instead, it has
always been seen as a space for sharing pictures
and short videos, focused on beauty and aesthetics.
Therefore, it is natural for women, who are inherent-
ly more inclined towards beauty, to gravitate toward
this platform (theatlantic.com, 2016).

Our discussion about Instagram’s popularity
among women is not coincidental. In addition to be-
ing a platform for beauty, fashion, and commerce,
Instagram is increasingly becoming a central space
for sharing religious content among women in Ka-
zakhstan. In a social survey with 748 participants,
when asked, “Do you support religious content on
social media (religious posts, photos with heads-
carves, Quran verses, hadith excerpts)?”, 72% (537
people) answered “yes,” while 28% (211 people)
answered “no”.

Additionally, in a survey involving 1072 re-
spondents about “How do women’s religiosity man-
ifest?” their responses were as follows:

- 11% (117 people) identified it “through clo-
thing”

- 32% (349 people) identified it “through beha-
vior”

- 25% (269 people) believed “it should not be
publicized”

- 32% (337 people) chose the answer “everything
is valid” (Baskynbayeva, Aldjanova, 2022: 35).

The survey results indicate that most people
do not oppose the dissemination of religious con-
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tent on social media; rather, they view it positively.
The demand for and interest in religious material is
significant. This task is primarily carried out in Ka-
zakhstan by female bloggers, who often introduce
themselves as psychologists, relationship experts,
or financial consultants. These women are skilled in
delivering religious content to their audiences, ei-
ther directly or indirectly.

With hundreds or even millions of followers
on social media platforms, particularly Instagram,
their posts and stories can achieve engagement
levels that rival even those of the most famous
influencers. Female bloggers in Kazakhstan now
influence a substantial segment of women spiritu-
ally and religiously. Almost all the bloggers we
observe wear headscarves. Many of these women
have a luxurious lifestyle, often traveling abroad,
driving high-end vehicles, and maintaining a suc-
cessful financial status. They serve as “celebrity
figures” in Kazakhstan’s religious community,
blending material success with their religious per-
sona.

balkia_baltabay € Moanmckn
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Balgia Baltabay

Balgia Baltabay is one of the most popular con-
tent creators among Kazakh women who speak Ka-
zakh language. She is known in the social media
space as a blogger, psychologist, and personal de-
velopment specialist. In particular, she is engaged in
the promotion of methods aimed at forming a psy-
chological culture in society, encouraging personal
growth, and solving psychological problems. Balgia
Baltabay’s social media pages show that she gives
advice on topics such as maintaining emotional sta-
bility, ways to achieve motivation and efficiency,
strengthening family relationships, methods for im-
proving parent-child relationships, and supporting
self-development and growth at work with psycho-
logical methods.

Balgqia has 884 thousand followers on Instagram,
4,500 on Facebook, and 280 thousand subscribes on
her YouTube channel (26.11.2024). However, she
primarily conducts her blogging activities through
Instagram.
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Balqgiya Baltabay’s Instagram main page

Just by looking at her Instagram page, it is not
hard to see that most of Balqia Baltabay’s content is
devoted to making money and getting out of debt.
She tries to connect these topics with religious con-
tent. Baltabay’s increased focus on money and debt

is not accidental. In the context of economic diffi-
culty and the desire of people to satisfy their mate-
rial needs, the above issues are clearly relevant to-
pics. Baltabay has also written a book on this topic,
Money and Me (Agsha jane Men) (2024). Along
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with her work Peace of the Heart (Jurek tinishtigi)
(2022), this work is also in great demand, especially
among women in Kazakhstan.

Although almost all of Baltabay’s content on
social networks is not related to religion, some of
her materials are directly or indirectly related to re-
ligion. She does not position herself as a theologian
or a preacher, but some of her activities and posts
subtly encourage her followers towards religious
engagement. Specifically, Balgia Baltabay provides
advice during Ramadan. She encourages readers
to spend the last ten days of Ramadan engaging in
acts such as reciting the Quran, performing 7ahaj-
jud prayers, giving charity, seeking forgiveness
(Istighfar), and praying to Allah (Balkia_baltabai,
2024a). Additionally, she promotes a free informa-
tional marathon during Ramadan (Balkia_baltabai,
2024Db).

Recently, Balqia Baltabay has increased her ac-
tivity on YouTube, alongside Instagram. She has
launched a podcast series titled Money and Me,
named after her new book. In these broadcasts, she
typically invites fellow bloggers, psychologists, and
financial experts as guests. The podcast discussions
revolve around topics such as “Does Allah Keep
His Promises?” and “Why Doesn’t Allah Grant Me
Wealth?” making the religious and financial orien-
tation of her content unmistakably clear (Balkia
baltabai, 2024c).

Bloggers can achieve substantial financial suc-
cess by monetizing their social media presence
through promoting courses, organizing marathons,
selling books, and offering paid consultations—es-
sentially leveraging their popularity and social me-
dia accounts. Balqgia Baltabai is no exception to this
formula. She places significant emphasis on her me-
dia image. Videos showcasing her driving luxury
cars and photos of trips abroad reflect her financial
stability and success.

In November 2023, a large religious complex
consisting of mosques and madrassas, worth 2.5 bil-
lion tenge, was inaugurated in Arys, the town where
the blogger was born. This project was initiated and
financially supported by Balqgia with the participa-
tion of the Mufti (Aikyn.kz, 2023). Additionally,
her Instagram posts reveal her involvement in the
construction of the Nur Mosque in Kyzylorda back
in 2021 (Balkia_baltabai, 2024d).

The monetization of religion remains a subject
of significant debate in contemporary Kazakh soci-
ety. Many Muslims disapprove of blending religion
with financial transactions. In this context, Balqgia
Baltabai sparked controversy by posting a video
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standing in front of the Kaaba, encouraging follow-
ers to send 1000 tenge to a specific account, promi-
sing to pray for them. In the video, Balqia stated
that the money would be used as charity for those
in need and would not remain with her. Despite her
claims, social media users accused her of “selling
prayers for money” (Din-Zhanaozen, 2023).

The public backlash compelled Balgia to re-
lease an explanatory video, clarifying her intentions
(Balkia_baltabai, 2023). In response to the situation,
a representative of the Spiritual Administration of
Muslims of Kazakhstan (QMDB) stated that asking
for money in exchange for prayers contradicts the
principles of Islam, and the Muftiyat does not sup-
port such practices (Zharilgasin, 2024).

Asel Mustafaeva

Asel Mustafaeva is a prominent blogger in Ka-
zakhstan’s media landscape, known as a model and
entrepreneur. She is a native of Kyzylorda. Her early
participation in a dance club, encouraged by her pa-
rents, eventually led her into the modeling industry.
At the age of 15, she participated in the Miss Shym-
kent competition. She later attended Seoul Univer-
sity, where she studied fashion design.

Asel Mustafaeva is a multifaceted individual
with an active presence on Instagram, boasting 3.3
million followers. About 90% of her content is cen-
tered on Islamic themes. She doesn’t typically cre-
ate long posts but rather uploads short videos and
reels that are under a minute in length. She conveys
the essence of her Islamic content through subtitles
or sound bites taken from other media sources. Her
content mainly addresses topics such as proper
prayer practices, prayers performed when entering
a house, and common mistakes Muslims often make
in their daily lives.

Notably, Asel Mustafaeva employs unique
methods to deliver her content to her followers. She
has a high-level proficiency in mobile photography
and video editing. Most of her content is tailored for
young people like herself. Since she posts primarily
in English, it is evident from the comments that she
has a substantial following of Muslim individuals
from around the world. She also shares glimpses of
her life in Malaysia and her travels abroad, not hesi-
tating to showcase her experiences.

Asel’s content—characterized by stylish clothing,
visually appealing aesthetics, and humor-infused,
concise videos—appeals strongly to young people
both in Kazakhstan and internationally. Many view-
ers find themselves identifying with or comparing
themselves to her.
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Her popularity is influenced not only by her
choice to wear the hijab but also by her modeling
career before embracing Islamic attire. She previ-
ously appeared in music videos for popular Kazakh
singers. Major media outlets, such as tengrinews.kz,
covered her modeling work in Korea, highlighting
her resemblance to anime characters and showca-
sing her life before adopting the hijab (Tengrinews.
kz, 2019).

Asel Mustafaeva’s content took on a more Islam-
ic direction after she embraced religion. One notable
video on her Instagram titled Hijabi Girl Public Reac-
tions stands out. In this video series, she walks around
busy areas in Muslim and non-Muslim countries while
wearing the hijab. A mobile videographer captures

Hijagi girl
public reactions

the astonished reactions of people around her, editing
these moments with dynamic music to create a power-
ful visual impact (Aselmustafayeva, 2024a).

Her tall, fair-skinned figure, wearing elegant
white clothing and a hijab, draws attention in pub-
lic spaces as if she is walking on a runway. People
often stop to take pictures with her, creating an in-
teraction that highlights her uniqueness and charm.
Such reactions bring Asel joy and a sense of vali-
dation. This confident self-presentation and desire
to embrace her identity are not only characteristic
of Asel but also reflect a broader trend among the
younger Z generation, born after the 2000s, who
share a similar inclination to confidently express
their individuality.

Hijabi girl-c5 a® ™
public‘r’e{,ag:-tiﬁ‘n'g - g

Screenshots from Asel Mustafaeva’s Instagram Videos

In addition to her modeling and Islamic blog-
ging endeavors, Asel Mustafaeva actively engages
with global events affecting Muslim countries. For
instance, in July 2024, she showed solidarity with
Bangladeshi students by sharing a supportive post
on her Instagram account during an unfortunate inci-
dent that occurred there (Aselmustafayeva, 2024b).
Furthermore, her social media pages often feature
images of her wearing scarves with the Palestinian
flag, along with posts urging support for Palesti-
nians (Aselmustafayeva, 2023).

Asel Mustafaecva maintains an active presence
not only on Instagram but also on YouTube, where

she has 128,000 subscribers. On her YouTube chan-
nel, she shares short videos and shorts similar to
those on Instagram, covering topics such as proper
ways to pray on an airplane and pre-sleep routines.

On Facebook, she has 3,900 followers. How-
ever, this account mainly serves as a platform for
reposting content that she has already shared on In-
stagram and YouTube, and she appears to pay less
attention to it.

Marziya Bekaydar

Compared to the previously mentioned blog-
gers, Marziya Bekaydar takes a different approach.

85



Digital Religion: Content Analysis of Female Religious Influencers on Instagram in Kazakhstan

She is a psychologist and coach, primarily focu-
sing on family issues such as female psychology,
relationships between men and women, and child
upbringing, while closely linking these topics with
Islamic teachings. Marziya believes that the essence
of a happy life lies in serving others, maintaining
pure intentions, and mastering self-control.

Like other bloggers, Marziya actively maintains
her presence on Instagram, where she has 281,000
subscribers (as of December 2, 2024). Additionally,
she manages a separate Instagram page under the
name marziya_bekaydar_academy, which boasts
783,000 followers.
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She does not have a dedicated YouTube channel
and is not particularly active on Facebook. Marzi-
ya’s Instagram posts and video content often have a
religious-philosophical tone. She frequently shares
photos containing layered meanings and introspec-
tive messages. Her blog is mainly conducted in Rus-
sian, although content in Kazakh is also present.

The majority of Marziya Bekaydar’s subscribers
and followers consist of middle-aged, married wom-
en who have attained a certain maturity in life. This
is not surprising, as much of her content is specifi-
cally tailored to this demographic, addressing their
experiences and challenges.
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A screenshot from Marziya Bekaydar’s Instagram page

86



B. Abdilkhakim

There is no publicly available information about
Marziya Bekaydar having formal education in psy-
chology or religious studies. Therefore, it can be
inferred that she conducts her religious-psycho-
logical lectures based on her personal experiences
and insights. Analyzing the content on Marziya’s
Instagram page, it is evident that she addresses the
issue of women’s submission to men in a distinct
way. She encourages women to view their husbands
not as their personal property but as creations of
Allah, advising them to serve their spouses solely
for Allah’s pleasure (Marziya bekaydar academy,
2024a).

Marziya Bekaydar actively conducts seminars
and training sessions across various cities in Ka-
zakhstan. Furthermore, she holds lectures in neigh-
boring countries such as Tashkent, Bishkek, and
Kazan, suggesting that her audience extends be-
yond Kazakhstan. As a result of her influence, there
have also been instances of individuals converting
to Islam (Marziya bekaydar academy, 2023). Mar-
ziya has also initiated travel classes, herself calls it
“bachelorette party” (devichnik), where she orga-
nizes trips to countries like Uzbekistan and the Mal-
dives along with her followers. These trips combine
leisure activities with religious and coaching ses-
sions (Marziya bekaydar academy, 2024b). This
reflects the growing trend among bloggers to merge
travel experiences with coaching sessions.

Although Marziya does not maintain a personal
YouTube channel, she frequently appears on pod-
casts hosted by religious influencers like Balkia
Baltabai. The podcast topics range widely, covering
everything from marital relationships to financial
success.

Moreover, Marziya Bekaydar is the author of
several books, including “Qisyq Qabyrga, Nazyk
Zhan” (The Crooked Wall, the Fragile Soul) (2021),
“Bud’ Vertikal’'noi” (Be Vertical) (2021), “Eki Du-
nienin Bagyti” (The Happiness of Two Worlds)
(2023), and “Net Boli. Est Volia. Volia Tvorca” (No
Pain. There is Will. The Will of the Creator) (2021).

In an era where the authority of traditional reli-
gious institutions and their representatives is wea-
kening, the words of non-professional religious fi-
gures like Marziya Bekaydar hold sway among the
general population. Considering the unique nature,
thought processes, and issues women face, spiritual
and philosophical solutions tailored to their needs
are required. These are the methods that influencers

like Marziya Bekaydar have successfully mastered.
This is likely one of the reasons for Marziya Bekay-
dar’s modest but notable popularity in Kazakhstan
and neighboring countries.

Gulvira Yerdanqyzy

Gulvira Yerdanqyzy stands out in our research
as the only blogger with formal religious education
who has successfully integrated her expertise with
fields like psychology and pedagogy. She is known
for addressing various subjects on her social media
platforms, including her Instagram page (gulvira
ustaz, 542,000 followers as of 7 December 2024).
Her content primarily focuses on religious and so-
cial topics such as marital relationships, personal
character development, prayer, fasting, life motiva-
tion, and the connection between an individual and
Allah.

Gulvira Yerdangyzy differs from other female
bloggers in that she is an experienced religious ex-
pert. A graduate of the famous Al-Azhar University,
a member of the Republican Group of Information
and Propaganda, a lecturer at Nur-Mubarak Uni-
versity. That is, she has the opportunity to receive
religious materials from an original source. Gulvira
is one of the few graduates of religious institutions
in the Middle East who successfully monetized her
religious education. She is the founder of the web-
site tajacademy.kz. This platfrom offers courses for
learning Quran and Arabic for money. This also de-
serves attention. This is due to the fact that, in accor-
dance with trends in Kazakhstan, popular religious
figures (especially men) often do not have their own
pages on social networks. Usually, excerpts from
sermons filmed in mosques or special places are
published on their social network pages. They rarely
sell courses and conduct direct interviews with their
subscribers on Instagram.

Analyzing the content on Gulvira Erdankyzy’s
Instagram page reveals similarities between her style
of religious preaching and that of male preachers
who studied in Arab countries. Her speaking style
includes modulation of voice volume—sometimes
lowering and sometimes raising it—citing examples
from the lives of the Prophet and the Companions,
and incorporating everyday situations into discus-
sions to make narratives more engaging for her au-
dience, along with the inclusion of humor. Gulvira
presents her content in short video formats lasting
1-2 minutes.
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Balgiya Baltabay’s Instagram page

As a woman, the majority of her content is di-
rected at female audiences. This is unsurprising, as
it is a natural outcome of societal norms. In Kazakh-
stan, Muslim men generally prefer listening to male
preachers, while women tend to follow both female
bloggers and male influencers as role models. This
dynamic might be a reflection of the patriarchal sys-
tem present in our society, which is also visible on
social media platforms.

In addition to her Instagram presence, Gulvira
Erdankyzy maintains accounts on TikTok with 53.8
thousand followers and on YouTube with 22.9 thou-
sand subscribers (as of December 7, 2024).
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Conclusion

In the course of our research, we conducted a
content analysis of the Instagram pages of female
religious influencers in Kazakhstan to uncover their
styles of religious preaching and methods of engag-
ing with their audiences. It was observed that most
of these influencers did not have formal religious
education. Except for Gulvira Erdankyzy, the oth-
ers identify themselves not as religious specialists
but as psychologists, educators, and motivational
speakers. This is because these fields are more com-
prehensible to the general population and, most im-
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portantly, offer greater financial success. Connec-
ting Islam with psychology, finance, and philosophy
increases both the appeal of the content and its audi-
ence reach.

In recent years, the growing level of religiosity
in our country is evident. Therefore, focusing solely
on psychology and pedagogy would limit a blog-
ger’s audience and result in competition with pro-
fessional specialists. Consequently, a synthesis of
these fields proves to be more effective.

It is difficult to determine definitively whether
religious influencers are driven solely by financial
interests or also have spiritual motives (seeking di-
vine rewards). A more reasonable perspective is to
acknowledge that both factors play a role.

By analyzing the Instagram pages of female in-
fluencers who distribute religious content, we can
categorize them into two groups. The first group cre-
ates content by integrating religion with fields such
as psychology and financial literacy, drawing from
their personal experiences and self-improvement
journeys. These influencers use a religious tone in
their social media materials to attract a broader and
more exclusive audience. The second group consists
of professional religious specialists who combine
secular fields with religion to amass a following.
They are motivated by the need to align religion
with contemporary demands and trends, thereby en-
hancing content marketability.

The research findings show that among female
religious influencers, the trend of selling courses and
organizing seminars is more widespread compared
to male counterparts. This trend can be explained
as follows: male religious specialists often have

opportunities to participate in events organized in
mosques, madrasas, and other organizations, where
participation usually comes with financial compen-
sation, ensuring their economic stability. In contrast,
female religious specialists face fewer such opportu-
nities and, therefore, are more inclined to monetize
their religious knowledge in digital spaces.

In conclusion, the two categories of female re-
ligious influencers mentioned above have a signifi-
cant influence on women in Kazakhstan who are
either seeking religious knowledge or considering
doing so. Currently, it is easier to study, listen to,
and watch content from influencers sharing religious
material online at home rather than buying books or
attending mosques. This is particularly relevant to
women who spend much of their time at home.

Moreover, the external image maintenance of
hijabi female influencers on social media — such as
posting pictures where makeup and styling are ap-
parent-raises a separate issue concerning adherence
to Islamic norms. Conservative religious specialists
often criticize these influencers for perceived frivo-
lity, accusing them of actions that do not align
with the decorum expected of Muslim women. The
ethics of religious influencers and the monetization
of religion remain subjects that could form a sepa-
rate area of research.
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