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Today the necessity of innovative methods and techniques for Ka-
zakhstan’s economics is an actual problem. The local companies have to
implement and develop constant and innovative marketing technologies
in order to succeed on the highly competitive market and take an inde-
pendent stand in it. The innovative marketing technologies are the most
effective concept or course of the marketing due to the renewal of the
market with plenty of products. The innovative marketing technologies are
innovative management techniques applied by enterpriser in defining and
studying the demand, planning the manufacture, realization of the services
and products. By using new techniques, we can perform market research
efficiently and quickly, reduce the number of employees in the marketing,
in general, to optimize the whole process.
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Kasipri TaHaa KasakKCTaHAbIK, 9KOHOMMKA YLiH MapKeTUHITIH WH-
HOBALMSIABIK 8AICTEPI MEH TOCIAAEPIH KOAAAHY KaXKeTTIAIr e3ekTi Mace-
A€ B6OAbIN OTbIP. HapbiK ThiK SKOHOMMKA >KarAaibIHAAFbI KaTaH 6acekeaec-
TIKTEH >KeHimMrna3 GOAbIM, HapbIKTa 63 YAECIH MEMAEHY YLUiH, KepriAiKTi
K&CIMopbIHAAP, Y3AIKCi3, XaHAWbIA MAPKETUHITIK TEXHOAOTUSAAPAbI €H-
ri3in, AambITbiM OTbIPY KaxkeT. HapbIKTbIH, KenTereH TayapAapbIMeH TO-
AbIFybIHA 6ANAQHBICTbI MAPKETUHITIK €H TMIMAT TY>KbIPbIMAAMaChl HeMece
6aFbIThl MHHOBALMSABIK, MAPKETUHITIK TEXHOAOTMSAQD GOAbIN TabblAaAbI.
MHHOBaUMSABIK, MAaPKETUHITIK TEXHOAOTUSAAP — KOCIMKEPAIH CYypPaHbICTbI
aHbIKTay >X8He 3epTTey, COHbIMEH KaTap 6HAIPICTI, KbI3MeTTep MeH
TayapAapAbl CaTyAbl KOCMapAAyAd KOAAQHATBIH 6aCKapyAblH, MHHOBALMS-
AbIK, @AicTepi 60AbIN Tabbiraabl. XKaHa TEXHOAOTUSIAAPABI KOAAAHA OTbl-
pbin, 6i3 MAapKETUHITIK 3epTTey ic-luapaAapbliH CanaAbl >XXYPrisyre >koHe
SKbIAAAMAQTYFA, MAPKETUHT BOAIMIHAE KbI3METKEPAEP CaHbIH KbICKAPTYFa
>xaHe BYKiA 3epTTey NpPoueciH OHTanAaHAbIPYFa MYMKIHAIK aAambi3.

Ty#HiH ce3aep: MapKETUHITIK TEXHOAOTUSIAQP, MAPKETUHITIK 3epTTey,
SKbIAXKDITY, 6acekere KabiAeTTIAIK, MHHOBALMSABIK, MAPKETUHITIK TEXHO-
AOTUSIAQP, MAaPKETUHITIK CTpaTerus.

Ha ceroaHsiHMii AeHb HEOOXOAMMOCTb MEPEXOAa Ha MHHOBALMOH-
Hble METOAbl M rMpuembl AAS KasaxcTaHCKOM 3KOHOMMKWM  SBASIETCS
aKTYaAbHOM MPOOGAEMOI. B YCAOBUSIX PbIHOYHOM 3KOHOMMKM, YTOObI
cTaTb NMOGEAMTEASMM M OCBOMTb CBOIO AOAIKD PbIHKA, OTEYECTBEHHbIM
NPOU3BOAMTEASIM HEOOXOAMMO BHEAPSITb BCE HOBble M HOBble MapKe-
TMHIOBble TEXHOAOTMMU. B CBS3M C mepeHacbillleHMeM pbiHKa TOBapamm
CaMo¥ NPaBUAbHOM KOHLEMNUMEN MapKeTHUHra IBASIOTCS MHHOBALMOHHbIE
TexHOAOrMnU. MIHHOBaLIMOHHbIE MAPKETUHIOBble TEXHOAOTMM — 3TO HOBblE
METOAbI YrpaBA€HMs NMPOM3BOACTBA, MCCAEAOBAHUI, NMPOAAXK TOBAPOB U
YCAYTr. MCMOAb30BaHME 3TUX TEXHOAOTMIA TMO3BOASET MPOU3BOAUTEAIM
NPOBOAUTb MAPKETUHIOBbIE MEPOMPUSATUA KaUeCTBEHHO M BbICTPO, a Tak
K€ AQIOT BO3MOXXHOCTb COKpaLLEHUsI MepCOHaAa OTAEAA MapKeTUHra 1 B
006LeM ONTUMM3UPOBAThb BECb paboumin NpoLecc.

KAloueBble CAOBa: MapKETUHIOBbIE TEXHOAOTMM, MapKETMHIOBOE MC-
CAEAOBaHUE, MPOABUXKEHME, KOHKYPEHTOCMTOCOBHOCTb, MHHOBALMOHHbIE
MapKeTMHIrOBble TEXHOAOI MM, MAPKETUHIOBas CTpaTeruns.
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The necessity of innovative methods and techniques for
Kazakhstan’s economics is an actual problem today. The local
companies have to implement and develop constant and innovative
marketing technologies in order to succeed on the highly competitive
market and take an independent stand in it.

There are two options of the description of marketing
technologies:

The description of marketing technologies related to the sequence
of marketing stages. There are five stages of marketing: analytic,
conceptional, formative, realizing and monitoring. Each stage has
its specific innovative technologies. These stages match for both
marketing strategies and its items (such as projection, advertising,
realization of tourist product, etc.).

The marketing activity of the company can be referred as a
particular system. An each item of the system is oriented to carry
out the research task of the state-of-the-art and orientation of the
company’s external environment, the creation of its concept, planning
of the nomenclature and pricing policy and market promotion [1].

Today the innovative marketing technologies are the most
effective concept or course of the marketing due to the renewal
of the market with plenty of products. The innovative marketing
technologies are innovative management techniques applied
by enterpriser in defining and studying the demand, planning
the manufacture, realization of the services and products. The
application of the innovative marketing technologies in any industry
advances competitive growth and develops the specified industry.
The implementation of the innovative marketing technologies
enables the promotion and realization of the entire resources of
the companies, including goods and services, and the selection
of the optimal methods of merchandising for each product. The
introduction, adaptation and development ofthe innovating marketing
technologies in the companies are blocked by the influence of some
objective and subjective factors, particularly by the limitation
(expenses) of the marketing. They include: 1) the conduction of
marketing researches and practical promos in an inappropriate time.
Therefore the companies waste sufficient resources on ineffective
interventions. 2) the marketing organization and the conduction of
marketing researches require nonallowable charges from most of
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companies. 3) the negative views of the company
executives are considered to be subjective factors
which prevent the development of the innovative
marketing in Kazakhstan [2].

The analysis of the management issues of
the company and the provision of the directions
for the development of the innovative marketing
technologies and competitiveness are important
in the current market economy of Kazakhstan. In
this context it would be appropriate to observe the
foreign practice of the development of the innovative
marketing technologies.

The recent actual innovative marketing tools
used by the majority of foreign brands are described
below.

Little Bird. It is known that the establishment of
close relations with people in any industry is highly
important. It’s worth paying attention to this issue
especially in marketing. In the Little Bird system the
leaders of each industry are recorded, any marketing
manager can enter into relations with the experts of
other sectors and exchange information. It allows
to find out the sector-specific-issues quickly and
accurately. For example, the Tesla auto manufacturer
can share information about special transport
software features and limitations by establishing
relations with Apple before manufacturing the
electric cars. It was a precondition of further
entering into promising cooperation of both major
companies. As the result Apple company used its
resources in motor industry, while Tesla company
constructed a new automobile equipped with recent
electronic technology [3].

Determination of an optimal sell-out price
according to Van Westendorp method

KonSi — Price Sensitivity Meter of Van
Westendorp software is used for determination of an
optimal sell-out price of new product based on price
options offered by responders.

Classical approach known as Van Westendorp
method (referred to as Price Sensitivity Meter of
Van Westendorp in Western literature) is represented
in program for determination of an optimal sell-out
price.

The realization of PSM Van Westendorp method
assumes the conduction of survey during which
testable products are presented to respondents for
study and they are asked questions about how they
accept a price set for testable product.

KonSi-Benchmarking Prices

The KonSi-Benchmarking Prices software
is used for price monitoring in retail trade, price
analysis and comparison, setting the new prices for
goods taking into account the prices at competing

points of sale. The KonSi-Benchmarking Prices
(simple) program is intended for solution of the
following marketing problems. Your company
competes with other stores. You and your competitors
deal with equal or similar production. Prices at
points of sale are different. The company’s analyst
faces up an issue of researching an assortment and
prices of competitors, comparing the prices between
competitors, determination of specific prices based
on current competitive situation [4].

For price research a form is produced which has a
list of goods and set prices at different points of sale.
Your employees visit that points of sale and record
prices for goods. Your price recorders also mentions
goods on sale by competitors and previously
unknown for you. An obtained information is
entered into a computer. Prices at different points of
sale are subject to benchmarking study.

The analyst formulates a proposal on setting
of new competitive prices. Also he makes a report
on price situation for head office. The study of
competitor’s prices ang preparing of the report
on price situation at competing points of sale are
performed on a fixed periodic basis. Using the Price
Benchmarking (simple) program the analyst can do
the following in order to study a price situation:

— create lists of goods of interest and divide
them into product groups;

— make a price and qualitative description of
goods in each product group;

— list the involved competitive points of sale;

— prepare a form for acquisition of data about
prices and points of sale;

— copy price data from different points of sale
from filled paper forms to a computer;

— carry outan operative analysis on an assortment
and prices for an each item at each point of sale;

— calculate the absolute and relative price
variances (in percents) for competing points of sale;

— plan anew price for goods based on conducted
audit of competitive environment;

— prepare a report on assortment and price audit
at points of sale, include in the report the offers on
price correction for proprietary goods.

Anketter for Positioning Brands software
(program) is intended for conducting a
questionnaire for end consumers in solving issues
of brand positioning regarding «ideal» of article
and dedicated market segments. This is a program
for marketing managers who study the brands and
handle problems of brand positioning regarding the
market segments.

This program has unique features for supporting
questionnaire projection for conducting a survey
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for end consumers of products (brands) of interest
according to the selected positioning model. The
program allows automatically creating database for
gathering filled questionnaires and automatically
preparing a screen form for entering the filled
questionnaires into a PC.

The given program makes possible to transfer
acquired data according to the brand positioning
model to KonSi Segmentation & Positioning program
in which market segments are defined by methods
of cluster analysis and positioning map (perceptual
map) is created. Thereby Anketter for Positioning
Brands program is a useful tool for performing a brand
positioning. The program enables to speed up the time-
taking process of acquiring a brand data and quickly
prepare consumer details in order to define market
segments and construct a brand perceptual map [4].

Also the development of innovative marketing
technologies in promotion of goods and services is
observed in foreign tourism industry. For example,
BiblioGlobus tour operator offers worked out and
implemented technologies such as: dynamic price
lists; 3D flight check-in; detailed 3D models of
hotels; interactive flight maps; touch sensitive self-
service terminals.

Recently the tour operators implemented an
innovation — so called «live price». Prices for tourist
products are determined by objective market laws,
not by subjective human factor. While bypassing
dealers «the live price» is directly addressed
to consumers at moment of request. The given
innovation is characterized by the capability of
tourists to select a tour and moreover minimize
expenses. It is represented in form of dynamic price
list at website of the tour operator which is remotely
available for anyone. During the system operation
the turnover of the company and amount of daily
booking doubled. The data of this system does not
pass through dealers, commercial department and
airline division and directed to the consumer and
makes it of high priority.

The basic advantages of this innovation are:
automatic sales management; reduction of labour
costs; protection from business espionage and price
competition. The implementation of «the live price»
in 2013 allowed to the representatives of tourism
market to track and reserve online the best offers at
effective prices which were calculated in a flicker of
second individually for each customer.

In addition to this 3D flight check-in in air
companies is one of the innovations of tour
operators. The tourists chooses a seat on board the
aircraft in advance, remotely register for the flight
and get boarding card.
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Travelers can determine the place on the plane
for a month, and three months before the date of
departure. Aviation market experts have already felt
that mass use of 3D early check-in flight allows to
avoid the queue to the check-in counter at the time
of overloading the hub, and the special Drop Off
desks at the airports without waiting in line to check
in their Luggage.

Ray Burke was developed in the Harvard
interactive computerized method of testing
packaging design. On a large video monitor shows a
supermarket shelf. Existing packaging or packaging
with new design can be placed on this shelf alongside
competitors ‘ packaging is exactly the same as the
buyer sees it in a real store. The participants of the
study can guide the movement between the «shelves»
of'the virtual store with the mouse. If consumers want
to explore the package in more detail (as we all do
from time to time, when you go shopping), they can
«zoom in» package and see the list of ingredients,
the fat content or something else that can be printed
on the packaging. The best part is that the program
tracks and measures everything, making the research
participant. Accordingly, it is possible to experiment
with different design packages and measure their
effectiveness in different ways [5].

Scientists of the Massachusetts technological
University have conducted research using the
technique, which they called the render method
of the acceleration (or increase) of information
(information accele-ration), designed to conduct
marketing research according to brand new
products. A computerized system allows participants
to consider, explore and look for information on
a new product concept. The challenge is to go
beyond mere description («This electric vehicle
has a speed of 100 miles per hour, It can be charged
from any household outlet...») in order to model
the real process of information search, consumers
who are in the process of making the decision to
purchase a new product. In response to the request
of study participants, the computer system may
issue a description of the product oral statements
about the product, comparative technical indicators
or any other information which might need to the
consumer when deciding to adopt this innovation
or not. By replicating the search process instead of
simply providing «passive» perceived descriptions
the researchers hope to make the concept of a new
product rather lively and realistic for consumers to
judge its strengths and weaknesses, thus helping
the manufacturer to adequately assess the potential
of a new product and determine its strengths and
weaknesses. When not activated-so-deep approach,
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there is always the danger that the study of consumer
reaction to brand-new foods will be particularly
effective due to the lack of consumers a clear idea
about the product that they are asked to evaluate [5].

Computer simulation has several advantages —
it allows you to recreate experimental conditions
and measuring different effects by configuring the
software to show different images or selections.

Moreover, since the demonstration of the
stimulus material is computerized, the experiment
is conducted for each participant equally, with
constant conditions. Finally, the use of computer
with multimedia programs to achieve a much more
accurate recreation of real-world conditions, thus
increasing the realism of the experiment and the
probability that the same results will be obtained
outside the laboratory.

Domestic enterprises can effectively use
higher foreign samples of innovative marketing
technologies. We can confidently say that, the
current system of implementation of the application,
the introduction of new technologiesthat are
available and ready, enables to increase company
competitiveness and to grow share on the market.
For example, the price is the first factor which have
the most influencing in the choice of goods for
consumers, at the level of the average social situation.
But, in the process of goods delivery from producer
to consumer, because of companies in connection
with wrong application of promotion strategy and
means of communication, market intermediaries
determine the ending price. As a result the price
of production of domestic products, will cost
equal with foreign quality products. Of course, in
selecting foreign suppliers comes out the winner. If

we actively use the internet and use the «Live price»
pricing strategy, consumers could buy products throw
the network at the prices below, without extra costs.
In this case, manufacturers not losses at the opening
of additional sales and in labor force. Also, flexible
prices, below that will promote growth of demand.

Another example of the effective use of such
new technologies is computer program KonSi.
Currently, it is the truth that many domestic
companies mobilizes a lot of forces and mean of
labor, during the marketing research in the gathering
of information, in the course of its processing and
analysis. With use of KonSi program we can perform
market research efficiently and quickly, reduce the
number of employees in the marketing, in general,
to optimize the whole process.

Using innovative marketing techniques in the
marketing strategies drawn up on the basis of market
research, can be tested with the help of computer
imitation. By creating a computer model, without
extra costs, we can estimate the effectiveness of the
strategy.

As you can see, any new marketing techniques
give opportunities to save workforce, time and
money costs. In addition, it improves the quality
of marketing service, by reducing the errors done
by human factors. We can say that, all of this are
derivatives of rigid competitive struggle. The authors
of such works, that is, the company now actively
strengthening its position in the market. But, the pace
of development of competition did not stop there, it
constantly demands novelty. There fore, domestic
enterprises, considering the tough competition laws,
increase using of these technologies in the service of
marketing should be put forward.
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