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The modern model of applying 
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The recent financial crisis has led companies to mainly focus on the cus
tomer retention and make a profit. Consequently, quality service assurance, 
staff qualification improvement, infrastructure development, setting of price 
for service, management of mutual relationship with customers and organi
zation of constant communication are core factors in public and private or
ganizations in the field of education.  The main way to establish a longterm 
relationship with customers and to create a customer loyalty – to introduce 
the concept of customer relationship management in organizations. The 
primary function of Customer Relationship Management model in the field 
of educational services is to make an organization more efficient through 
implementing the technology of CRM (Customer Relationship Managment), 
establishing and applying quality assessment indicators, meeting custom
ers’ expectations and setting a longterm relationship with customers. The 
article discusses the importance of the relationship marketing concept in the 
activities of enterprises. The importance of its implementation in the area of 
educational services is stated. In addition, emphasizing benefits of relation
ship marketing concept, the advanced model of this concept is presented.
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Қожaмку ловa Ж.Т.,  
Мұқaев Д.Т., Сәр се новa A.С.

Бі лім бе ру қыз ме ті 
сферaсындaғы қaрымқaтынaс 
мaрке тин гі тұ жы рымдaмaсын 
қолдaну дың зaмaнaуи мо де лі

Қaзір гі дaғдaрыс тық жaғдaйдa кез кел ген компa ния үшін бұ рын
ғы тұ ты ну шылaрын ұстaп қaлып, пaйдaғa ке не лу өте мaңыз ды. Со ның 
ішін де бі лім бе ру қыз ме ті сaлaсындaғы мем ле кет тік жә не же ке мен шік 
ұйымдaр үшін сaпaлы қыз мет көр се ту ді, пер сонaлдың жоғaры бі лік ті
лі гін, инфрaқұ ры лы мын, қыз мет бaғaсын, тұ ты ну шылaрмен се рік тес
тік қaрымқaтынaс орнaтып, үз дік сіз се нім ді бaйлaныс жaсaуды жә не 
т.б. же тіл ді ру өзек ті мә се ле лер дің бі рі бо лып тaбылaды. Тұ ты ну шы мен 
ұзaқ мер зім ді қaрымқaтынaс жaсaу мен лоял ды лық дең ге йіне жет кі
зу дің бaсты жо лы қaрымқaтынaс мaрке тин гі тұ жы рымдaмaсын ұйым 
қыз ме ті не ен гі зу. Aл қaрымқaтынaс мaрке тин гі тұ жы рымдaмaсын бі
лім бе ру қыз ме ті сaлaсындa жү зе ге aсы ру дың өзін дік мо де лі – CRM 
(Customer Relationship Managment) тех но ло гияны қолдaну, сaпaны 
бaғaлaу көр сет кіш те рін ен гі зу мен олaр aрқы лы бaғaлaу жүр гі зу, тұ
ты ну шы сұрaны сынa бaғыттaлу, тұ ты ну шы мен ұзaқ бaйлaныс орнaту 
жә не т.б – жүйелі ойлaсты рылғaн шaрaлaрды ре ті мен жү зе ге aсы ру
мен ерек ше ле не ді жә не компa ния ның пaйдa aлуынa әке ле ді. Мaқaлaдa 
қaрымқaтынaс мaрке тин гі тұ жы рымдaмaсын кә сі по рын қыз ме тін де 
қолдaну дың мaңыз ды лы ғы қaрaсты рылғaн. Aтaлғaн тұ жы рымдaмaны 
бі лім бе ру қыз ме ті сферaсындa қолдaну қaжет ті лі гі не гіз дел ген. 

Тү йін  сөз дер: мaрке тинг тұ жы рымдaмaсы, қaрымқaтынaс мaрке
тин гі тұ жы рымдaмaсы, бі лім бе ру қыз ме ті, қaрымқaтынaс мaрке тин
гі тұ жы рымдaмaсы ның мо де лі, клиент тер дің лоял ды лы ғы.

Кожaмку ловa Ж.Т.,  
Мукaев Д.Т., Сaрсе новa A.С.

Сов ре меннaя мо дель  
ис поль зовa ния кон цеп ции 

мaрке тингa от но ше ний  
в сфе ре обрaзовaте льных ус луг

Для кaждой компa нии в ус ло виях кри зис ной си туaции очень вaжно 
удержaть су ще ст вую щих клиен тов и по лу чить при быль. В том чис ле для 
го судaрст вен ных и чaст ных оргa низaций в сфе ре обрaзовaте льных ус
луг кaчест вен ное обс лу живa ние, по вы ше ние квaли фикaции пер сонaлa, 
инфрaст рук турa, ценa ус лу ги, пос тояннaя связь и сот руд ни чест во с 
клиентaми и дру гое яв ляют ся од ним из вaжных проб лем. Ос нов ной путь 
создa ния дол гос роч ных взaомоот но ше ний с клиентaми и до ве де ния их 
до уров ня лояль нос ти – внед рить кон ценп цию мaрке тингa от но ше ний в 
дея тель ность оргa низaций. A функ цио ни ровa ние сaмос тоя тель ной мо
де ли кон цеп ции мaрке тингa от но ше ний в сфе ре обрaзовaте льных ус луг 
при во дит к по лу че нию при бы ли компa нии и имеет осо бен ность пос ле
довaте льной реaлизaции сис тем но про думaнных ме роп рия тий – ис поль
зовa ние тех но ло гии CRM (Customer Relationship Managment), внед ре ние 
покaзaте лей оцен ки кaчествa и про ве де ние конт ро ля с по мощью них, 
удов лет во ре ние тре бовa ний пот ре би те лей, создa ние дол гос роч ных от
но ше ний с пот ре би те ля ми и дру гое. В стaтье рaсс мот ре на вaжнос ть 
при ме не ния кон цеп ции мaрке тингa от но ше ний в дея тель ности предп
рия тий. Обос новaнa необ хо ди мос ть ис поль зовa ния дaнной кон цеп ции 
в сфе ре обрaзовaте льных ус луг. При этом пред ло женa усо вер шенст
вовaннaя мо дель кон цеп ции мaрке тингa от но ше нии этой отрaсли дея
тель ности с выяв ле нием ее яв ных преиму ще ств.

Клю че вые словa: кон цеп ция мaрке тингa от но ше ний, 
обрaзовaтельнaя ус лугa, мо дель кон цеп ции мaрке тингa от но ше ний, 
лояль нос ть клиен тов.
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MODEL OF APPLYING 
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MARKETING IN THE 
FIELD OF EDUCATION

Conditions of a com�etitive market in the s�here of service 
require a new logical entre�reneurshi�. Com�etitiveness is a source 
of an advantage regardless of the s�here of service it is offered, 
for instance fixing, teaching �ersonnel, consulting, su��lying and 
so on or traditional s�here of service (banking, tourism, hosting, 
restaurants and so on). In this situation new methods of o�erations 
of marketing and �ersonnel are needed. Consequently, new methods 
of marketing and �ersonnel organization are required. 

A basic idea of inter relationshi� marketing is not to be the 
decision for control object, but communication among �artici�ants 
of the �rocess buy and sale the im�ortance of inter relationshi� 
marketing is described as:

– costs of attracting new consumers are more for six times than 
resealing costs, if client is not satisfied, it needs 25 times more 
attem�ts to attract him or her again;

– stable �rofits will be gained after one year of contact with 
clients; if it is less than one year a firm can meet ex�enses which is 
not acquitted;

– com�aring with new consumer, it is 5-10 times chea�er to 
contract with stable consumers;

– growing ex�enses relating with customer retention can grow 
sales volume for 25%, �rofits grow for 50-100%;

– most com�any’s stable customers do not bring �rofit because 
of its disadvantageous inter communication;

– o�inions of unsatisfied clients are s�read more than o�inions 
of satisfied (1, 8-9 �g)

In the era of internet marketing, success of com�any does 
not only de�end on ways of �romotion and manufacture, but also 
de�ends on innovation, knowledge, information resources su��ly, 
and it also im�ortant to contact with clients in real or virtual time 
and using it effectively. Develo�ment of theory of inter relationshi� 
marketing brings marketing decisions to standardize services and 
�roducts. �herefore, the main way of kee�ing customers is to 
se�arate inter communication among them.

As the result, long term inter communication will be develo�ed. 
Financial, material, informational and human resources will turn 
into very im�ortant resources of inter communication contact. 
Nowadays im�ortant factors of continuous inter communication in 
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market are – integrational �roducts of intellectual 
and informational resources (2,27�g).

It is im�ortant to use marketing theories 
systematically and qualitatively for any com�any. 
Moreover, inter relationshi� marketing is strongly 
needed in an educational system of society and 
social-economical government.

Nazarbaev’s s�eech to the Kazakhstan �eon in 
2004 year 19 March “For com�etitive Kazakhstan 
economics, for com�etitive �eo�le». He said 

com�etitiveness of the nation is recognized by the 
level of knowledge.

�herefore, unions working in this field have 
more res�onsibility. It means that teachers �ersonnel, 
discounts for students studying in university, 
infrastructure of universities have to carry out 
their continuously communication with customers 
successfully. 

�he figure 1 shows unions which serve in 
educational system.

As can be seen in the figure, the number of 
country institutions, including universities, colleges, 
full-time general education institutions and vocational 
schools has reduced. It relates with integration and 
�rivatization of educational institutions. In recent 
years, there has been an increase in the number 
of �rivate organizations in this s�here. It enlarges 
com�etition between organizations in the field of 
education. It requires im�roving the quality of service, 
�rice, infrastructure, efficient use of �romotion tools, 
develo�ment of successful long-term coo�eration 
with customers and com�etitive advantages as well. 

�he given figure re�resents the amount of 
�rivate educational institutions rise for 68 units in 
2015 (Figure 2).

�he statistical data given above �resents the 
ra�id growth of �rivate educational institutions 
of additional education and a rise to the new 
com�etitive environment through �rivatization 
or merge of national and state universities and 
demands of quality services. It means that it’s very 

Figure 1 – �he number of organizations working in the field of education in the Re�ublic of Kazakhstan [4] 

im�ortant the introduction of relationshi� marketing 
conce�t of organizations and im�lementation of new 
modern model. Moreover, in case of current crisis 
situation kee�ing customers or making them into 
loyal clients economize ex�enses of a com�any, 
building long-term relationshi�s between customers 
and organization brings com�any �rofit. �herefore, 
it’s very im�ortant to build reliable relationshi�s and 
continuously model of relationshi�s with customers, 
�artners, and su��liers.

�his strategic conce�t of market orientation is 
based on social and educational services; on a variety 
of a consumer demand; increase of a role of consumers 
in an educational system and on requirements of a 
tendency to �ersonal circumstances; increase in non-
�rice com�etition; s�ecifics of behavior of consumers 
in questions in the market; cultural level, lifestyle, 
ability to make the choice and to use sources of 
information and on other factors. On the basis of 
these factors, it has been revealed in what relations 
educational institutions and consumers are (figure 3). 
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Figure 2 – �he organizations of additional �rivate education in the educational field of Re�ublic of Kazakhstan [4]

Figure 3 – �he chart of the relationshi� of organizations with customers, which offer educational 
services in the Re�ublic of Kazakhstan

*A chart was created by author

Figure 4 – A new model of the a��lication of the conce�t of marketing communication 
*�he chart was created by author
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As we see from the scheme, the organizations, 
which offer educational services, in �rocess the 
relation with clients, carry out function «to interest 
– to sell – to receive benefit». Unions don’t make 
long-term relationshi� with clients and don’t turn 
them into loyal clients. It leads to advertising and 
customer acquisition ex�enses for com�anies. 
We are offering a com�lete and new model of 
relationshi�s marketing conce�t for organizations of 
the educational field (4 – figure ).

As shown in Figure 4, in �ractice the conce�t 
of relationshi�s marketing database contains 
information on key customers and �artner 
com�anies, carry out through the use of CRM 
technology. �he advantages of this model: to 
collect full information about customers and 

create database, make ABC classification; the 
ado�tion of quality assessment and evaluation 
through them; to check a level of customer 
satisfaction and increase loyalty of them; to focus 
on the needs of the customer; in order to establish 
long-term customer relationshi�s in various 
activities (alumni events, holiday greetings, the 
Alumni Association, �rofessions, worksho�, etc.), 
and so is the com�any’s marketers, creative and 
systematic measures.

In addition, the current market environment is 
very im�ortant to introduce the conce�t of relationshi� 
marketing �otential, and many foreign com�anies are 
active in the field of education using it in a certain 
level. Since making relationshi�s builds long-term 
relationshi�s and develo�ms quality service.
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