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B craThe paccMaTpUBAIOTCS MMOHITHE, POJIb HHHOBAIIMOHHOTO MAPKETHHIA B MOBBIIICHUH KOHKYPEHTOCIIOCOOHOCTH
CTpaHbl. ABTOPOM TIPEJIOKCHBI PEKOMEHIAIMK [0 TMOAJCPKKE HHHOBAIIMOHHOTO MapKeTHHra B PecmyOmuke
Kaszaxcran.
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The article deals with the concept, the role of innovative marketing to increase the competitiveness of the country.
The author has proposed recommendations for the support of innovative marketing in the Republic of Kazakhstan.

A. Tonuaxoea

DEVELOPMENT OF RELATIONSHIP MARKETING IN THE REPUBLIC OF
KAZAKHSTAN

Over the past ten years the Kazakhstan economy changed radically. We destroyed the
command-administrative system, building a new economic system. In Kazakhstan relationship
marketing remains unexplored areas of marketing. Today most of the leaders realize that business
success depends on effective leadership, optimal decision making, market research, recruitment and
improve relationship marketing in company. And all this is wholly or partially included in the
subject area of marketing.

One of the new trends in modern science of marketing is relationship marketing, which becomes
the object of strategic planning firm. This approach has long been used abroad and is being
promoted in the Kazakhstan market. Experts define the purpose of relationship marketing as an
effective marketing system interacting with key partners, the organization - customers, suppliers,
distributors, and staff. At present, there are many definitions of relationship marketing.

1) Relationship marketing - the practice of building long-term mutually beneficial relationships
with key partners, interacting in the market: consumers, suppliers, distributors in order to establish
long privileged relationship.

2) Relationship marketing - this is a relatively new and developing field of marketing, which
focuses on these basic relationships.

3) Relationship marketing takes on many inert models of traditional marketing, including the
concept of the market. [1]

The concept of relationship marketing involves:

- Needs of the person can be met by a large number of similar products;

- success of an enterprise depends on the number of loyal buyers and stability in relationships
with partners, which reduces transaction costs.

- customers and partners interested in long-term relationship, subject to their individual needs
and circumstances of the interaction.

Building honest, trusting, long-term and mutually beneficial relationship between staff and
client - that is the essence of relationship marketing. I comparing relationship marketing like a loop
that connects the client and staff.

When relations are established, the client demonstrates his loyalty. Loyal customer:

- Tends to increase the scale of service over time.

- Provides constructive feedback to the supplier, recommendations and advice.

- Distributes positive feedback on the supplier.
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What kind of benefits may be for organization and consumer.

What benefits for organization?

- Typically, a loyal customer zooms service, bringing the company more money, the total return
on the interaction with a loyal customer can be enormous.

- The average cost of maintaining the loyal relationship is less than the cost of acquiring a new
customer.

- And stable income

What benefits for consumer?

- Receives a positive contribution to the common sense of his life.

- Eliminates the need to look for something and change in their lives.

- Simplifies decision-making process itself.

- Receiving social support and friendships.

- Receives benefits from the supplier. [2]

Not every customer can be loyal, not every person can establish long term mutually beneficial
relationship, then you should not have illusions. Proportion of clients who may become loyal,
dependent on the accuracy of perception of quality business identity of mass consciousness (or the
correct segmentation of the market). But even  loyal customer, not suitable for long-term
relationships.

In the center of strategy, of course, is high quality and service value for consumers. If the
service is of no value to the client or if the quality is not satisfactory, then the issue of customer
loyalty can not be solved by other means, at least in the long run.

The aim of relationship marketing - to translate marketing communications with the consumer at
the level of personal relationships. Simply put - you need to make their customers' good friends and
long to sell a good friend. Support for personal contacts requires significant time and resources, so
the cost of marketing services as the technology is relatively high. [3]

Relationship marketing must to solve the following type of problem:

The conflict between the interests of the client and the interests of the organization. This
divergence of interests fundamentally unavoidably, but errors in the external marketing to bring his
intolerable degree. Then work on the front line staff can turn into a never-ending stress. The most
typical case - vague terms of the contract or the hype, misleading customers. When reticence
emerge, namely that staff who work directly with clients, take the first blow of dissatisfied
customers. If cheating customers - business strategy, while the typical course of events is as
follows:

1) the employee is trying to fight "for truth",

2) the employee is disappointed in his company,

3) the employee becomes an indifferent performer, who does not care about the quality of
service. To avoid this, management should very seriously and listen carefully to the information and
proposals coming from the front.

The conflict between quality and performance. Another typical and essentially ineradicable
conflict. Quality of service (customer interest) means greater attention to the customer and the large
investment of time and resources. A large capacity (interest of the business owner) means less time
and resources.

Acuteness of the conflict can only remove the awareness of long-term marketing benefits of
quality service and its benefits, which can be reused more short-term benefits of high performance
to the detriment of quality. Personnel, who must be at the heart of this conflict, it will help to clear
standards of quality.

Conflicts between the interests of different clients. A striking example - conflicts related to the
order of service. The only way to avoid these conflicts or reduce them to a minimum - have
unshakeable standards of service, which every customer should know. But there is one time to
deviate from them, the reaction of the client, who "walked" to be extremely negative. [4]
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Byn mMakanaza KapbIM-KaThlHAC MapKETHHTIHIH TYCIHITT MeH KOJJIaHy aschbl, TOXKIpHOe JKY31HAE KIHEHT IeH
KBI3METKEpJIep apachblH/ia TybIHAAIl OTHIPAThIH KapaMa KallIbUIBIKTap bl LNy JKOJIapbl KapacThIPbUIFaH.
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B naHHOW cTaThe OBUIO PAacCMOTPEHO MOHATHE MAPKETWHra OTHOLIEHWH M €ro MPaKTHYECKOE HCIIOJIb30BaHHE.
ABTOpOM OBUTH JJaHBI PEKOMEH ALY 110 PELICHHIO MPOOJIeM KIIMEHTa C COTPYAHUKAMU KOMITaHHH.

Tonza Couicyn

AT'POOHEPKOCIITIK KEINEHIH JAFJTAPBIC KESEHIHEH JAMBITY APKbBIJIbI
AJIBIII IBIFY MOCEJIEJIEPI

MewmnekeT GacuibIChIHBIH OMBLIFEI JKoaybIHa e1iMi3/IiH arpOOHEPKACINTIK KEIIeHIH JaMbl-
TyFa €peKIlle Ha3ap ayJdapbUIbII, a3bIK-TYJIK KAYINCI3irT MEH 3KCIOPTTH AUBEPCUPUKAIUAIAY BT
KaMTaMachl3 €Ty MIiHJIETTepiH Oip Me3riije Ienry MyMKIiHIIKTepiH OepeTiHAIri *oHe arpoeHep-
kocin kemeHiH (AOK) nameity 6apeickina 2014 Kbkl KEIMICHHIH OHIMIUIITIH €Ki €Ce achIpBhII,
IIKI HapbIK OTAHIBIK A3bIK—TYNIK TayapiapbiMeH 80 maiibi3ra KamTbulyFa, 2015 >xpurFa Kapai
arpapiblK CaJaHbIH AKCIIOPTTHIK dJieyeTi 8 MmalbI3Fa JCHIH YIFarobl THIC Jem artam kepcerti [1].
EnGacpbl, arpoeHepKocinTiK KEUIeHHIH JaMybl apKacklHaa 0i3 Oip Mes3ruie eniMi3 yIIiH aca
MaHBI3JIBI €K1 MIHJETTI — a3bIK-TYJIK KayilcCI3diriH KaMTaMachl3 €Tyl )KOHE IKCIIOPTTHI dpTaparn-
TaHABIPY/BI IIEIIEMi3 JIeN AaMyIbIH OaFbIT-0aFrapbiH aa alkeiHaan oepai. Enbackr atanm kepceTkeH
OyJ1 ekl MIHACTTIH OWJaFbIIail menIiM Tadybl TeK arpOOHEPKOCINTIK KEIIEH FaHa €MeC, JKAJIIbI eIl
OKOHOMHKACHIHBIH JaMyblHa bIKHAN errnek. OcChl MIHAETTEpIi OpBIHAAY, >XYMBICTBI >KYHem
YUBIMIACTBIPY VIIH €NIMI3IIH aybll IIapyallbUIbIFBl CalaChIHAAFBl MEMJICKETTIH KapiKblLiai
KOJI/1aybl MEH 1C-KUMBLIT OPEKET1 Heri3T1 yiI OaFbIT OOMBIHIIA TONTACTHIPHUIMAK.

Bipiamn 6arpIT — a3bIK-TYIK KAYINCI3AIriH KaMTaMachl3 eTy. OChbl MakcaTKa KOJ KETKI3y YIIH
eMMI3/IH IIKI a3bIK-TYJNIK PHIHOTBIHIAFHI JKaFIaliIbl TYPAKTAHIBIPY, OCHl APKBLIBI CBIPTTAH KEIill
YKaQTaThIH UMITOPTTHIK, OHIMIEPA1 OTaHIBIK OHIMIEPMEH aJIMACTHIPY iCiHE Kom KeHiI OemHbOek. byn
iCTe ©H aJIbIMEH KOKTEMT1 eric JXOHE KY3Il JKUBIH-TEPIM CEKUIAl JKbIMA JKbUI KalTalaHBII
OTBIPATHIH CaJIaJlaFbl aca MaHBI3bl aFbIMIAFBl KYMBICTAPbl YUBIMIACTHIPY MEH KapKbUIAHIBIPY
iCIH JKYHeni TypJie »OJFa KOIJbIH, OyJI Macenenepe KolJAeHeH mpobiaemManapabiH 00aIMaybIHBIH
MaHbBI3bl 30p. OpaH KeWiH aybul MIapyallbUIBIFBI MEH KalTa eHJIey OHJIpiCiHe OaFbITTalFaH
WHBECTUIUSUTAPABIH THIM/II KBI3MET €TyiH KaMTaMachI3 €TyiMi3 KaxeT.

ExiHnmn GarpIT — 3KCHOpPTKA Tayap IMIbIFAPATBIH OHAIPIC TYPJEPIH JAMBITY >KOHE 3KCIOPTTHI
opTapanTaHabIpy, SIFHU CajlaHbIH OOJalIaK SKOHOMHUKAIBIK ©CIMiHE CepIliH OepeTiH alfbllapTrap
MEH HET13/Iep il KaJIbINTacThIpy. by yiniH nHGpakypbUIbIMIapsl 3aMaH Tajla0blHA Call KEJIETIH Majl
OopaakpUiay alaHgapbl MEH Majl COSITBIH KacalxXaHajapAbl CalybIMbI3, OWSI3BI JKYHAI KOU
IapyambUIBIFBIH, TayapJibl OajblIK IIapyallbUIBIFBIH, OJIAPABIH OHIMACPIH OHJICY OHEPKOCINITEPIH,
aCTBIKTBI TEPEHJIETIN OHJCY ICiH, COsl, JKYrepi, )KeMIC-KOKOHIC OHJIPICIH JaMBITYbIMbI3, OCHI iCKE
ocepl KyIITI >ko0amap/bl Kap>KbUIAHIBIPY MOCEJECIH IIENIin, >XY3ere achIpybIMbI3 KayKerT.
CoHbIMEH KaTap, OChl €KiHII OarbIT OOMBIHIIA OJEyeTi dJli TOJBIK AallbLIBII OOJMaraH, SFHU
MYMKIHZIT1 TOJBIK TaWJalaHblIMail OTBIpFaH cajlajap/bl, €JOiH 1Kl KaKETTUIITH KaHaraT-
TaHABIpA aliMail OTBIPFAH OHMAIpIC TYPJEPIH AAMBITYIBIH J1a MaHBI3bI 30p. MoceneH, 0i31iH
XaJIKBIMBI3 €pTe KOKTEM/IE JKOHE KbhIC ME3TUIIHJE KOKOHICTIH OipKaTtap Typsepi OOWbIHIIA KamTa-
Machl3 €TUly iciHAe Kemurumikrep kepim keneai. OCbl OJKBUIBIKTAPABIH OPHBIH TOJTHIPY YIIIiH



