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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 long-term
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 long-term 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.

Key words: relationships marketing concept, education service, model
concept of relationship marketing, loyalty of clients.

Kasipri AarAapbICTbIK >KaraaiAa Ke3 KEAreH KOMMaHus YiliH 6ypbiH-
Fbl TYTbIHYLLUbIAQPbIH YCTan KaAblir, Nanaara KeHeAy eTe MaHbi3Abl. COHbIH
iwiHAe 6iAiM 6epy KbIBMETI CaAaCbIHAAFbI MEMAEKETTIK YKOHE KEKEMEHLLIK
yibIMAQp YLUIH CaraAbl KbI3MET KOPCETYAI, NMePCOHAAAbIH >KOFapbl BiAIKTi-
AITiH, MHPPAKYPBIAbIMBIH, KbI3MET 6aracblH, TyTbIHYLIbIAQPMEH CEepiKTec-
TiK KapbIM-KATbIHAC OPHATbIM, Y3AIKCi3 CeHIMAI 6aiAaHbIC XKacayAbl >KoHe
T.6. XKeTIAAIPY ©3eKTi MoceAenepaiH 6ipi 60AbIM TabbiAaAbl. TyTbIHYLLbIMEH
y3aK, Mep3iMAI KapbIM-KaTbIHAC >Kacay MeH AOSIAAbIAbIK, AEHreniHe XXeTKi-
3yAiH 6aCTbl >KOAbI KAPbIM-KATbIHAC MAPKETMHT| TY>KbIPbIMAAMACbIH Yi1bIM
KbI3MeTiHe eHri3y. AA KapbIM-KaTbIHAC MApPKETUHTI Ty>KblpbiIMAAMacbIH 6i-
AIM 6epy KbI3METi CaAaCblHAQ >Ky3ere acblpyAblH 63iHAIK MoaeAi — CRM
(Customer Relationship Managment) TeXHOAOrMSHbI KOAAAHY, CarlaHbl
Garanay KOpCeTKilluTepiH eHrizy MeH OAap apKblAbl 6araaay >Kyprisy, Ty-
ThbIHYLLbI CypaHbICbiHa OaFbITTaAy, TYTbIHYLIbIMEH Y3aK, GaiiAaHbIC OpHaTy
>KoHe T.6 — >KYMEeAi OMAACTbIPbIAFAH LapaAapAbl PETIMEH XKy3ere acblpy-
MEH epeKLIeAEHeA| YKaHe KOMMaHMsHbIH MaiAa aAyblHa akeAeai. Makanaaa
KapbIM-KaTbIHAC MapPKETUHI TY>KbIPbIMAAMACbIH KOCIMOPbIH KbI3METIHAE
KOAAQHYAbIH MaHbI3AbIAbIFbI KapacTbIpbIAFaH. ATaAFaH TY>KbIpbIMAAMaHbI
6iAiM Bepy Kbi3MeTi cdepacbiHAA KOAAAHY KAXKETTIAIr Heri3AeAreH.

Ty#HiH ce3aep: MapKETUHT TY>KbIPbIMAAMAChl, KapbIM-KaTbIHAC MapKe-
TUHI TY>XKbIPbIMAGMAachl, 6iAiM 6epy KbI3METI, KapbIM-KaTbIHAC MapKeTUH-
ri TY>XbIPbIMAAMACbIHbIH, MOAEAI, KAMEHTTEPAIH, AOSAABIAbIFbI.

AAS KQXKAOM KOMMaHMUK B YCAOBMSIX KPU3UCHOM CUTYaLMM OYeHb BaXKHO
YAEP>KaTb CYLLECTBYIOLIMX KAMEHTOB U MOAYUMUTD MPUObIAL. B TOM umcae aas
rOCYAQPCTBEHHbIX M YACTHbIX OpraHn3aumii B cdepe o6pa3oBaTeAbHbIX yC-
Ay KaueCcTBeHHOe 0OCAY>KMBaHWe, MOBbILLEHWE KBaAMDMKALMM MepCoHana,
MH(PACTPYKTYypa, LeHa YCAYrM, MOCTOSIHHAs CBSI3b M COTPYAHWYECTBO C
KAMEHTaMM 1 APYTOE SIBASIIOTCS OAHUM 13 BaXKHbIX Mpo6Aem. OCHOBHOM MyTb
CO3AQHUSI AOATOCPOYHBIX B3AOMOOTHOLLIEHWIA C KAMEHTAMM M AOBEAEHMS UX
AO YPOBHS$ AOSIABHOCTW — BHEAPWUTb KOHLLEHMNLMIO MapPKETMHIa OTHOLLEHWI B
AESTeAbHOCTb OpraHusaumi. A PyHKLMOHMPOBAHME CaMOCTOSITEABHOM MO-
AEAUN KOHLIEMLMW MApPKETMHIa OTHOLLEHWI B chepe 00pa3oBaTeAbHbIX YCAYT
MPUBOAMT K MOAYYEHMIO MPUOBIAM KOMMaHUM U MMEET OCOBEHHOCTb MOCAe-
AOBaTEAbHOM peaAm3aLim CUCTEMHO MPOAYMAHHbIX MEPOMPUSTUIA — UCTIOAb-
30BaHue TexHororn CRM (Customer Relationship Managment), BHeaApeHue
rokasarteAei OLeHKM KauyecTBa M MPOBEAEHWE KOHTPOAS C MOMOLLBIO HUX,
YAOBAETBOPEHMe TpeboBaHWi NoTpebuteAeit, Co3aaHne AOATOCPOUHbIX OT-
HOLLEHMI C MoTpebuTeAsMu 1 Apyroe. B cTaTbe paccMoTpeHa BaskHOCTb
NMPUMEHEHMNS KOHLIENUMM MapKETMHIa OTHOLLEHUIA B AESITEABHOCTU MPeAn-
pusatnin. O60cHOBaHa HEOOXOAMMOCTb UCMOAB30BAHUSI AQHHOW KOHLLEMLMK
B chepe 0b6paszoBaTeAbHbIX YCAyr. [1py 3TOM MPEAAOXKEHA YCOBEPLUEHCT-
BOBaHHasi MOAEAb KOHLIEMLMM MapKeTMHra OTHOLLEHMW 3TOM OTPacAU Aes-
TEAbHOCTU C BbISIBAEHVEM €€ SIBHbIX MPEUMYLLECTB.

KAtoueBble  cAoBa:  KOHLUENUMS  MapKeTMHra  OTHOLLUEHWH,
o6pasoBaTeAbHasi YCAyra, MOAEAb KOHLEMUMM MapKeTUHIa OTHOLLIEHMH,
AOSIABHOCTb KAMEHTOB.



UDC 339. 138

THE MODERN

MODEL OF APPLYING
THE CONCEPT OF
RELATIONSHIP
MARKETING IN THE
FIELD OF EDUCATION

ISSN 1563-0358

Kozhamkulova Zh.T., Mukayev D.T., “Sarsenova A.S.

Al-Farabi Kazakh National University,
Kazakhstan, Almaty
“E-mail: sarsenaktoty@gmail.com

Conditions of a competitive market in the sphere of service
require a new logical entrepreneurship. Competitiveness is a source
of an advantage regardless of the sphere of service it is offered,
for instance fixing, teaching personnel, consulting, supplying and
so on or traditional sphere of service (banking, tourism, hosting,
restaurants and so on). In this situation new methods of operations
of marketing and personnel are needed. Consequently, new methods
of marketing and personnel organization are required.

A basic idea of inter relationship marketing is not to be the
decision for control object, but communication among participants
of the process buy and sale the importance of inter relationship
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
attempts to attract him or her again;

— stable profits will be gained after one year of contact with
clients; if it is less than one year a firm can meet expenses which is
not acquitted;

— comparing with new consumer, it is 5-10 times cheaper to
contract with stable consumers;

— growing expenses relating with customer retention can grow
sales volume for 25%, profits grow for 50-100%;

— most company’s stable customers do not bring profit because
of'its disadvantageous inter communication;

— opinions of unsatisfied clients are spread more than opinions
of satisfied (1, 8-9 pg)

In the era of internet marketing, success of company does
not only depend on ways of promotion and manufacture, but also
depends on innovation, knowledge, information resources supply,
and it also important to contact with clients in real or virtual time
and using it effectively. Development of theory of inter relationship
marketing brings marketing decisions to standardize services and
products. Therefore, the main way of keeping customers is to
separate inter communication among them.

As the result, long term inter communication will be developed.
Financial, material, informational and human resources will turn
into very important resources of inter communication contact.
Nowadays important factors of continuous inter communication in
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market are — integrational products of intellectual
and informational resources (2,27pg).

It is important to use marketing theories
systematically and qualitatively for any company.
Moreover, inter relationship marketing is strongly
needed in an educational system of society and
social-economical government.

Nazarbaev’s speech to the Kazakhstan peon in
2004 year 19 March “For competitive Kazakhstan
economics, for competitive people». He said

competitiveness of the nation is recognized by the
level of knowledge.

Therefore, unions working in this field have
more responsibility. [t means that teachers personnel,
discounts for students studying in university,
infrastructure of universities have to carry out
their continuously communication with customers
successfully.

The figure 1 shows unions which serve in
educational system.
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Figure 1 — The number of organizations working in the field of education in the Republic of Kazakhstan [4]

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
privatization of educational institutions. In recent
years, there has been an increase in the number
of private organizations in this sphere. It enlarges
competition between organizations in the field of
education. It requires improving the quality of service,
price, infrastructure, efficient use of promotion tools,
development of successful long-term cooperation
with customers and competitive advantages as well.

The given figure represents the amount of
private educational institutions rise for 68 units in
2015 (Figure 2).

The statistical data given above presents the
rapid growth of private educational institutions
of additional education and a rise to the new
competitive environment through privatization
or merge of national and state universities and
demands of quality services. It means that it’s very

important the introduction of relationship marketing
concept of organizations and implementation of new
modern model. Moreover, in case of current crisis
situation keeping customers or making them into
loyal clients economize expenses of a company,
building long-term relationships between customers
and organization brings company profit. Therefore,
it’s very important to build reliable relationships and
continuously model of relationships with customers,
partners, and suppliers.

This strategic concept 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 personal circumstances; increase in non-
price competition; specifics 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 — The organizations of additional private education in the educational field of Republic of Kazakhstan [4]
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Figure 3 — The chart of the relationship of organizations with customers, which offer educational
services in the Republic of Kazakhstan
*A chart was created by author
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Figure 4 — A new model of the application of the concept of marketing communication
*The chart was created by author
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As we see from the scheme, the organizations,
which offer educational services, in process the
relation with clients, carry out function «to interest
— to sell — to receive benefit». Unions don’t make
long-term relationship with clients and don’t turn
them into loyal clients. It leads to advertising and
customer acquisition expenses for companies.
We are offering a complete and new model of
relationships marketing concept for organizations of
the educational field (4 — figure ).

As shown in Figure 4, in practice the concept
of relationships marketing database contains
information on key customers and partner
companies, carry out through the use of CRM
technology. The advantages of this model: to
collect full information about customers and

create database, make ABC classification; the
adoption 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 relationships in various
activities (alumni events, holiday greetings, the
Alumni Association, professions, workshop, etc.),
and so is the company’s marketers, creative and
systematic measures.

In addition, the current market environment is
very important to introduce the concept of relationship
marketing potential, and many foreign companies are
active in the field of education using it in a certain
level. Since making relationships builds long-term
relationships and developms quality service.
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