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f:x pla natory note 

"Relationship marketing" - one of the f undamcntal disciplines that form the 

skills of managers and marketers. 

The aim of the course - to revea l the essence of relationship marketing, to show 

the possibilities ol' its use in management and allow future prol"essionals the 

knowledge and instil! the skills and abilities in the field of relationship marketing 

methodologies and the possibility of its use in practical activities of enterprises and 

organi/,ations . 

The main purpose or the discipline - the formation of professional competence 

in the field or 
• theor and practice of' the use of the concept of relationship marketing; 

• the use of re lationship marketing tools; 

• developing and implement ing a mechanism relationsh ip marketing strategics. 

/\ s a resu lt of studying the discipl inc the student must 

Know: 

• essence, core categories and relationships marketing concepts; 

• the concept or relationship marketing; 

• Marketi ng too ls· 

• the scope of the relationship marketing; 

• relationship marketing management framework; 

• de elopmcnt of marketing trends in the relationship. 

To be able to: 

• assess customer value and deve lop recommendat ions fo r the fu ll er use of this 

va lue; 

• use the relationship marketing tools in the practical acti ity of the enterprises; 

• de clop a relationship marketing strategy. 
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In accordance with the study program for specialties 1-26 8 I 05 "Marketing" 

and 1-25 81 07 "Economics and Management" discipline "Relationship marketing" 

is based on the basic knowledge or philosophy, psychology and sociology of 

management, consumer behavior, marketing research , customer loyalty, statistics 

and computer technology. 

For the Master's program "Event Marketing" in total 136 hours, including all 

classroom hours - 76, including 58 hours - lectures, 18 hours - seminars. 

Forms of current certification - the l ,addcr. 
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CONTENTS OF EDUCATIONAL MATERIAL 

Topic 1. Theoretical basics of relationship marketing 

Marketing as a management activity. C lassical marketing concept. 

Marketing in enterprise management. Problems solved by top management. 

Problems to be Sol ed marketing management team. Justification of the company's 

development strategy . The establishment or target segments. Study the bchavior of 

buyers in the market. 

Justification of the marketing mix . Coordination among functional units. 

Contacts with consumer goods. Relationships with suppliers. Relationships with 

intermediaries. Relations with competitors. 

The basic premises of the establi shment and development of relations 

marketing. Disadvantages of c lassical marketing concept. Customer orientation. 

customer value and enterprise . 

The need for relationship marketing development. Increased competition. 

Changing con. umer behavior. Technology development. Changing Marketing 

1 ~nvironment. 

The transformation of the classical marketing concepts in relationship 

marketing concept. Transactional Marketing. Marketing l·:vo lution . The basic 

relationship marketing position. 

Topic 2. Customer value in relationship marketing concept 

The role and importance of customer relationship marketing. The essence of 

customer value. Classification of customers. The role of the c li ent in relations with 

enterprises. 

The life cycle of a client. The essence of the customer lifcc clc . The main 

stages or the customer lifccyclc. ~ lient /\ttraction. customer retention. Repeat 

customer conquest. 
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The factors that determine the intensity of the business relationship with the 

client enterprise. The adoption of marketing decisions relationships by ana lyzing 

customer Ii fccyclc. 

Customer Value. The essence of value. the value of Scale. value chain. 

Specificity or customer value. customer value m marketing relationships. 

enterprise va lue to the client's position. Perceived value. the value ladder. 

Customer Value with the position of the company. Summati e assessment of 

customer value. Study or customer value in marketing relationships. 

Topic 3. The main factors that determine the value of a customer 

Market and customer resource potential. Market potential client. The 

potential for cross-sel ling. The main factors affect ing the value or the potential 

cross-selling. Effect of cross-selling potential client value. Potential costs. The 

costs of the establishment and development of mutual relations. Classification of 

costs in relationship marketing. 

Potential revenues. The potential for development. Resource potential client. 

Potential reviews. The role and importance of rev iews. Feedback as an instrument 

of communication policy. Leaders. Motivation reviews. 

In formation potential. The role and significance of information capacity. 

Factors determining the value of information capacity . Subjecti e information 

customers. Objective information customers. The impact of information on 

potential customer value. 

Co-operation potential. The role and importance of cooperative potential. 

Customer Cooperation in investment activity of the enterprise. 

The synergistic potential. The essence of synergy. The possibilities of 

synergetic potential level evaluation. 

Psychological determinants of customer value. Confidence. Commitment. 

l n vo l vement. 



7 

Topic 4: Methods for determination of customer value 

Classification of methods of research value customers. Univariate methods 

or research alue customers. Multivariate methods of research value customers. 

/\BC method . /\BC method essence. /\BC method Implementation. Formation of 

customer data. Calculation of indices used to value the study or customers. 

Visualization and interpretation of the results. Graphic interpretation of research 

results . Regional Study on customer value. Research the value of potential 

customers. Using the /\BC method for customer segmentation. 

XY/,-method. SUMMARY XYZ-method. Formation or customer data. 

Formation of ordered list of customers taking into account the value of the 

coefficient of variation. Visualization and interpretation of the results . 

Scoring methods for determining the value or customers. The main 

di ITerenccs of effective methods for determining the value or customers. 

Determination of the net result of the relationship with customers. Marginal 

method for determining customer value. Process-oriented study of the value of 

customers. Process approach in the enterprise. The process or "serving the 

customer." The main advantages and disadvantages of erficient methods for 

determining the value of customers. 

Lifetime customer value. The formula for calculating customer lifetime 

alue. Determination of the duration of the enterprise and customer relations. The 

role and importance of the discount inter st rate. 

Multi ariate methods for determining the value of customers. Quantitative 

methods for determining the value of customers . Scoring methods of determining 

customer value. PFM-method. GSM-tcchnique. Advantages of quantitative 

methods for determining the value or customers. 

Portfolio model studies values customers. "Boston Consulting Group" 

model. Porfolio analysis algorithm. Calculation of customer value criteria values. 

Visualization and analysis of the results. Model McKinsey. 
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""ollection or customer data. Calculation of values criteria customer value. 

Data visualization and interpretation or the results. Possibilities or use or portfolio 

models. 

Subject 5. Management of the enterprise customer relationship 

Orientation on a client as a factor in its effective operation. The development 

or the enterprise customer base. Organization or customer-oriented business 

management. Control Pyramid. Formation or client-oriented processes in the 

enterprise. Customer-oriented motivation of the staff. 

Customer satisfaction as the preservation of the relationship factor. The 

essence of customer satisfaction. The basic theory of customer satisfaction. 

Evaluation or customer satisfaction. The degree of customer satisfaction as a 

meas ure or their segmentation. The impact of satisfaction and di ssatisfaction with 

the company's acti ity. 

Strengthening ties as a result or focusing on the customer and his 

satisfaction. The essence of strengthening ties. Factors affecting the strengthening 

or ties. Legal factors . Technical factors. Situational factor.. Economic forces. 

Integration with the client and the "binding" of the client. 

Marketing opportunities to strengthen ties. Trade policy. The essence of 

commodity policy. Standardization and adaptation of products. Improving the 

service. After-sales activities. Quality Management. Distribution Policy . Tools 

distribution po! icy . ""cntral ization and dcccntral ization or dcl iv cry () r products. 

Price policy . Pri vacy Policy objecti ves. Tools price policy. Flexible prices. 

Bonuses and discounts. Discount cards. Legal factors or price policy. Marketing 

communications. The mechanism of marketing communications. Tools of 

communication policy. Direct delivery. Center for Customer. Clubs clients. 

Internet Marketing. 

The combination or vario us tools to strengthen relationships with customers. 

Innuence of strengthening ties to the company activities. Enterprise security. 



9 

The growth or production and sales. The tncreasc 1n profitability. 

Strengthening communication with clients. 

Providing high-value customers in relationship marketing. SWOT-analysis 

or relations with clients. 
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GUIDELINES FOR TllE STUDY OF DISCIPLI E 

The acquisition or knowledge or the discipline is an important stage or independent work 

or students . Recommended budget time for independen t work on average 2-2 .5 hours on 2 class 

hours . 

The main areas of students' independent work arc: 

initial! , a detailed introduction lo the pro!!.ram or the discipline : 

familiariza tion with the list or n.:commcnded books on the subject as a ,,·hole and it 

di isions. its presence in the librar and other avai lable sources. the study of relevant 

literature on the subject, the selection or secondary literature ; 

exploring and expanding teacher lecture material at the expense or special literature, 

consultations; 

preparation for practical and seminars on specially de eloped plans ith the study or basic 

and additional literature: 

preparation for the implementation or diagnostic monitoring forms (tests. colloquiums, tests, 

etc .); 

work on the implementation of the abstracts ; 

preparation !'or tests . 
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Additions and changes to the study program for the study of educationa l 
discipline 

on ________ academic year 

-
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