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The need for marketing 
management in the management 

of the company’s activities

Today one of the most topical issues in the management of the en­
terprise is the use in the management of marketing management, man­
agement firms based on the principles and tools of marketing. Marketing 
has become a vital component of business success. Unfortunately, many 
domestic companies do not realize the importance to the proper level mar­
keting management in the management of the company. Marketing man­
agement – a new science. Marketing management was first used in 1999 
by Royal Bank of Canada, as a result of the reorganization of the com­
pany. As a result, over the next 3 years of income of the bank increased 
by 1 billion dollars. Under the influence of a number of important trends 
and forces in the commercial organizations is the introduction of new be­
liefs and change. The subjects of the market completely rethink their phi­
losophy and concept. In total there are 14 marketing management major 
changes implemented far­sighted companies in the XXI century. Success 
will be those companies that are able to implement these changes in the 
company.

Key words: marketing management, principles and tools of marketing, 
consumers, needs, 14 marketing management major changes.
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Кә сі по рын қыз ме тін 
бaсқaрудaғы мaрке тинг  

ме не дж мент тің қaжет ті лі гі

Кә сі по рын ды бaсқaрудa мaрке тинг­ме не дж мент ті, яғ ни мaрке тинг 
қaғидaлaры мен құрaлдaры не гі зін де бaсқaру ды қолдaнa бі лу – бү гін­
гі күн де кә сі по рын қыз ме тін де гі өзек ті мә се ле лер дің бі рі. Өкі ніш ке 
қарaй, көп те ген отaндық кә сі по рындaр бaсқaрудa мaрке тинг­ме не­
дж мент ті қолдaну дың қaжет ті лі гін жет кі лік ті дең гейде тү сін бейді. 
Мaрке тинг ме не дж мент – жaңa ғы лым тү рі. Бі рін ші рет мaрке тинг­ме­
не дж мент ті 1999 жы лы Royal Bank of Canada кә сі пор ны өзі нің іс­әре­
ке тін қaйтa ұйымдaсты ру ке зін де қолдaнды. Нә ти же сін де, ке йін гі 3 
жылдa кә сі по рын тaбы сы 1 мл рд доллaрғa өс ті. Мaрке тинг­ме не дж­
мент ті ен гі зу нә ти же сін де кә сі по рындaр көп те ген өз ге ріс тер ге кез­
дес ті. Осы өз ге ріс тер мaрке тинг­ме не дж мент тің мә нін, тү сі ні гін, бел­
гі ле рін, қaжет ті лі гін, кә сі по рындa оны ен гі зу бaғыттaрын aнықтaйды. 
XXI ғaсырдa мaрке тинг­ме не дж мент ті көп те ген кә сі по рындaр жү зе ге 
aсы ру үшін ең не гіз гі 14 өз ге ріс тер ді ен гі зу тaлaп еті ліп отыр. Осы өз­
ге ріс тер ді жү зе ге aсырa aлaтын кә сі по рындaр ғaнa мaрке тинг­ме не дж­
мент ті қолдaнa оты рып, ойдaғыдaй сәт ті лік ке же те aлaды.

Тү йін  сөз дер: мaрке тинг­ме не дж мент, мaрке тинг қaғидaлaры 
мен те тік те рі, тұ ты ну шылaр, қaжет ті лік тер, мaрке тинг­ме не дж мент­
тің 14 кө лем ді өз ге ріс те рі.

Бейжaновa А.Т., Нaрбе ковa С.К.

Необ хо ди мос ть мaрке тинг­ 
ме не дж ментa в упрaвле нии 

дея тель ностью компa нии

Нa се год няш ний день од ной из сaмых aктуaль ных тем в упрaвле­
нии дея тель ностью предп риятия яв ляет ся ис поль зовa ние в упрaвле­
нии мaрке тинг­ме не дж ментa, то есть упрaвлять фир мой нa ос но ве 
прин ци пов и инс тру мен тов мaрке тингa. Мaрке тинг стaл жиз нен но 
необ хо ди мой состaвляю щей ус пехa в биз не се. К сожaле нию, мно гие 
оте че ст вен ные компa нии не по нимaют нa долж ном уров не необ хо­
ди мос ть мaрке тинг­ме не дж ментa в упрaвле нии дея тель ностью фир­
мы. Мaрке тинг­ме не дж мент – это новaя нaукa. Впер вые мaрке тинг­
ме не дж мент был ис поль зовaн в 1999 го ду компa нией Royal Bank 
of Canada, в ре зуль тaте реоргa низaции дея тель ности предп рия тия. 
Кaк ре зуль тaт в те че ние сле дующих 3 лет до ход бaнкa уве ли чил ся 
нa 1  мл рд доллaров. Под дей ст вием рядa вaжных тен ден ций и сил 
в ком мер чес ких оргa низaциях проис хо дит внед ре ние но вых убеж­
де ний и из ме не ний. Суб ъек ты рынкa пол ностью пе ре ос мыс ливaют 
свою фи ло со фию и кон цеп ции. Все го в мaрке тинг­ме не дж мен те 
нaсчи тывaет ся 14 круп ных из ме не ний, осу ще ст вляе мых дaльно вид­
ны ми компa ниями в XXI ве ке. Ус пехa добь ют ся те компa нии, ко то рые 
смо гут реaли зовaть эти из ме не ния в дея тель ности компa нии.

Клю че вые словa: мaрке тинг­ме не дж мент, прин ци пы и инс тру­
мен ты мaрке тингa, пот ре би те ли, пот реб нос ти, 14 круп ных из ме не­
ний мaрке тинг­ме не дж ментa.
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To date, one of the urgent problems in the management of the 
market activity of the company is – the ability to manage the com-
pany on the basis of marketing management, i.e based on marketing 
principles and tools. Unfortunately, many domestic companies do 
not realize at the proper level the importance of marketing manage-
ment tools in the management of the company, often they use the 
policy of «closed door-windows», do not examine the changes that 
occur in the market. But the market at the moment is changeable, the 
consumer wants and needs change all the time, nothing is standing 
in one place. You need to know and be ready for these changes, or in 
the market situation can lose competition and be forced to withdraw 
from the market loser.

President N.A. Nazarbayev in his recent letters noted the need 
for Kazakhstan entered the top thirty most competitive countries 
of the world. In order to address these issues, as well as the goals, 
which are set in the «Kazakhstan – 2050» Strategy, we must make 
creative use of the modern business philosophy – the principles and 
methods, as well as marketing tools. Because the tools and methods 
of marketing are well adapted to the socio-economic situation in 
Kazakhstan and for the daily activity of the company in the market. 
If the company is to efficiently use the modern business philosophy, 
will be able to increase the competitive advantage over rivals, as 
well as to achieve considerable success in the market.

Therefore, if we take into account that we have a market econo-
my, for each local company must be very important term marketing 
management. The use of marketing management in the company – 
one of the conditions to achieve big profits and desired victory over 
the competition.

Marketing management – a new kind of science. It was first used 
in 1999. For the first time in late 1999, marketing management was 
used by Royal Bank of Canada at the time of the reorganization of 
its activities. Previously, the company has built its activities around 
its products and serviced areas. As a result of the reorganization of 
the bank has developed a number of new profitable products and ser-
vices. As a result, over the next 3 years, the bank’s income increased 
by $ 1 billion, and the shares increased in value by 100%.

Marketing management is the case when at least one of the par-
ties to a potential exchange develops and uses means to achieve 
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the desired response contractors. Marketing man-
agement – is the art and science of selecting target 
markets and attracting, retaining and developing 
customers through the creation, delivery and promo-
tion of important values   for them. For this company, 
based on market research, carefully identify the true 
needs of customers; build a loyal long lasting rela-
tionship with them; based on that achieves great re-
sults from the competition [1].

In the words of well-known expert in the field of 
management Peter Drucker: «The aim of marketing 
– to make efforts to unnecessary sales. His goal – so 
good to know and understand the customer that the 
product or service will exactly fit the latter and sell 
themselves» [2].

Marketing management involves producing 
goods with high value to the customer, thereby attract 
customers, increase the number of loyal customers, 
as well as save them from the competition, and on 
this basis not to lose their market share. Therefore, 
companies must carefully plan their activities on the 
market, do not forget to use marketing management 
and all the time, exploring the market, to introduce 
all the changes in the company’s actions. Even such 
market leaders as Microsoft, Wal-Mart, Nike, do not 
allow yourself to relax and watch all the time for 
all the changes occurring in the market. Jack Welch, 
the celebrated CEO of GE has repeatedly warned 
of its employees: «Implement changes, or we’re 
finished». Those companies that are in the manage-
ment of the company will ignore the methods and 
tools of marketing management, will lose their posi-
tions and eventually will be forced to withdraw from 
the market.

Under the influence of a number of important 
trends and forces in the commercial organizations 
is the introduction of a new set of beliefs and skills. 
The subjects of the market completely rethink their 
philosophy, concepts and tools. In total there are 14 
marketing management major changes implemented 
forward-thinking companies in the XXI century [1]:

1. From the marketing in the marketing depart-
ment of marketing throughout the organization. As 
a rule, for the creation and delivery of value to cus-
tomers in the company’s marketing department is 
responsible – for this he created. However, as not-
ed by the late David Packard of Hewlett-Packard, 
«Marketing is too important to leave it to the dis-
cretion of the marketing department». Now, com-
panies realize that marketing is not only engaged in 
marketing, sales staff and employees of the service 
department; Each employee can affect the customer 
and must consider the past as a source of well-being 
company. As a consequence of the company in the 

management of key processes are beginning to fo-
cus on interdisciplinary teamwork. Special attention 
is also paid to the smooth management of core busi-
ness processes, such as the release of new products, 
attract and retain customers, fulfillment of obliga-
tions under the orders.

2. From the organization to the marketing units 
of the organization to customer segments. Some 
companies are moving to a fully marketable orienta-
tion when the «ball» rule managers goods units of 
issue, to focus on customers’ segments. In late 1999, 
this reorganization took place in the Royal Bank of 
Canada, earlier builds its activities around their prod-
ucts and serviced areas. After careful consideration 
of customer segments, Royal Bank of Canada has 
developed a series of new profitable products and 
services, such as the first loans to purchase real es-
tate. As a result, over the next three years, the bank’s 
income increased by $ 1 billion, and the shares have 
risen in price by 100%.

3. From independent production to the procure-
ment of a growing number of goods and services. 
More and more companies prefer to own brands, 
rather than physical assets. Some activities also in-
creasingly transferred to contractors. These compa-
nies operate on the principle that what others can do 
better, and cheaper, for outsourcing, it is necessary 
to carry out the very basic, the most important ac-
tion.

4. From working with many suppliers to part-
ner with several of them. Companies are develop-
ing partnerships with key suppliers and distributors. 
These companies no longer treat as intermediaries to 
their customers and treat them as partners to provide 
value to end customers.

5. From the conservation of the old market po-
sition to seek new. In markets with intense compe-
tition companies need to constantly move forward, 
conducting marketing activities, launching new 
products and services, keeping in touch with cus-
tomers and taking care of their needs. Companies 
must constantly seek new benefits, not just to rely on 
when it created the potential.

6. From the priority of tangible assets to in-
tangible assets priority. The company understands 
that a large part of their market value accounted for 
by intangible assets, such as trademarks, customer 
base, staff, business relations with distributors and 
suppliers, intellectual capital.

7. From branding supported by advertising, 
branding through high performance and integrated 
communications. Modern companies are moving 
away from the use of a single method of commu-
nication, such as advertising or personal selling, fa-
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voring the use of the entire complex of branding, 
passing a single image for each contact with the cus-
tomer brand.

8. From attracting customers using stores and 
sales staff to online trading. Consumers can view 
product images, examine their characteristics, com-
pare the prices and terms of several online merchants 
to order and arrange payment with the click of the 
«mouse». The Internet is gaining momentum trade 
in goods and services to the business purpose. Per-
sonal selling is also increasingly carried out through 
electronic means, when the buyer and seller can see 
each other on the screens of their monitors in real 
time.

9. From selling products all in a row to turn 
into the best supplier for well-defined target mar-
kets. Target marketing has contributed greatly to 
the emergence of a huge number of specialized 
magazines, television and Internet forums. In addi-
tion, the company invested heavily in information 
systems, seeing them as a way to reduce costs and 
create competitive advantage. With their help, they 
collect information on purchases, preferences, de-
mographic characteristics and profitability of indi-
vidual customers.

10. By concentrating on profitable transactions 
to focus on lifetime customer profitability. Typical-
ly, the main thing for us – the profitability of each 
individual transaction. Now, the company focus on 
its most profitable buyers, products and channels. 
Product development and pricing are carried out on 
the basis of lifetime customer profitability so as to 
obtain the maximum profit for the whole period of 
cooperation with them. Modern companies retain 
customers pay a lot more attention than ever before. 
Attracting a new customer can cost five times as 
much of the existing conservation.

11. From the conquest of market share to the de-
velopment of «share of customer». For example, the 
bank aims to increase the proportion attributable to 
a consumer wallet, supermarket aims to increase its 
share of customer «stomach». Development of the 
«share of customer» comes by offering existing cus-
tomers an increased range of products. Companies 
teach their workers to cross and up-selling.

12. From the local to the «glocality»: global and 
local at the same time work. Firms used in combina-
tion of centralization and decentralization, achiev-
ing a balance between adaptation to local conditions 
and global standardization. Their goal – to stimulate 
initiative and internal entrepreneurship at the local 
level and at the same time maintain the necessary 
global principles and standards.

13. From financial performance to marketing 
estimates. Many senior managers evaluate the activ-
ities of the company, not only in its financial results, 
i.e, in terms of sales, but also on the marketing situ-
ation: market share, churn rate of customers, cus-
tomer satisfaction, product quality, and other char-
acteristics. They understand that change marketing 
indicators can predict changes in financial results.

14. From the shareholders to business partners. 
Top managers understand the importance of im-
proving the welfare of all business partners and cus-
tomers. They develop policies and strategies so as to 
ensure a balance of interests of all interested people.

These and other concepts are the basis for solv-
ing the problems, without which it is impossible to 
imagine the success of marketing management.

In addition, plus the above it changes the essence 
of marketing management of the company also de-
pends on other important activities. The content and 
the usefulness of these measures fully disclosed in 
Chart 1.
 

Chart 1 – Important activities for successful marketing management of the company

The name of activities The company’s actions

Development of marketing 
strategies and plans

The first problem to be solved managers of the company – is to determine the potential long-term 
prospects of the business unit. In addition, the company will make a specific marketing plans, de-
scribing the marketing strategies and tactics to move forward.

The development of knowl-
edge about the market

In order to assess what is happening within the company and beyond, and to monitor the market, 
the company’s marketers need reliable marketing information system. Internal and external factors 
directly affect the level of sales and profits in the market.

Improve relationships with 
customer

Any company, in order to reach high achievements in the market and high profits, should establish 
with their regular customers loyal long-term relationship. That loyal customers generate 80% of 
total revenue.
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The name of activities The company’s actions

Creating a strong brand

Any company should be your strengths and weaknesses in terms of customers. Perhaps the brand 
is so strongly associated with the opposite of the brand things, that its use does not seem sensible. 
Take for example the chocolate company «Dove», the buyers brand name associated with antibac-
terial soap that does not cause appetite and desire to buy the product, as the market for a long time 
there is a brand with the same title, which produces soap. It also has a role to position your brand 
so that customers find and select your product is on the shelves.

Creation of market offers

The basis of the marketing program is commodity – financial offer from the market, which includes 
product quality, design, features, packaging. Critical marketing decision is price. The Company 
shall decide on the wholesale and retail prices, discounts, compensations. The price should be 
commensurate with the perceived value proposition, otherwise buyers will turn to competitors’ 
products.

Providing value
Any company should also reflect on how best to provide value, enclosed in its products and servic-
es, target market. Events in distribution channels include a variety of programs aimed at increasing 
the availability of its product to target customers.

Promoting values

Every company needs to promote the value of carefully enclosed in its products and services in the 
target market. Marketing communications – is the means by which the company informs consum-
ers, convincing them of the need to make a purchase, and remind us, directly or indirectly, of their 
trademarks. Also, the company should consider conducting personal nature of communication in 
the form of direct and interactive marketing.

Ensuring long-term growth

The company must adhere to the long-term approach to their products and brands, as well as an 
increase in profit. Mindful of the chosen market position, the company must develop, test and pro-
duce new products to market. It is necessary to take into account the changing global opportunities 
and challenges. Finally, the company must organize their marketing resources, and then the execu-
tion of the marketing plan and monitoring its implementation. Implementation of the marketing 
plan is accompanied by a pleasant surprises and bitter disappointments, so we need a sustainable 
feedback and control of the implementation of the plan.

The chart was compiled by the author based on [1] literature 

The company must very carefully approach to 
all these issues, in particular to form a marketing 
strategy and tactics, as well as to marketing long-
term and short-term development plan. The proper 
implementation of the marketing plan for the future 
of the company on the market. Summarizing, we can 

accurately say that today the role and necessity of 
marketing management in the company is very high. 
Management based on the principles and methods 
of marketing management is an effective means to 
achieve great success in business, commercial and 
economic area of the company.
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