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Annotation. The article reveals the features of marketing as a part of project manage-
ment, its purpose and objectives. The essence of marketing in general is described, the concept of
marketing research is considered. The article examines the features of project marketing for pro-
moting products to the market. Article also considers a certain example of a Kazakh company that
provides medical services.

Consumer survey and subsequent experiment were used as research methods. The survey
showed the most popular channels of communication between consumers and the company, their
experience with chat-bots, and their use and satisfaction assessment from using chat-bots. The
hypothesis that the implementation of such a modern marketing technology as a chat-bot will ef-
fectively affect the company's activities is considered proven. The research objectives were ful-
filled.

Key words: marketing, project, project management, marketing research, project market-
ing, promotion.

Basic provisions. Current market situation in many countries including Kazakhstan
demonstrates trends of high products oversaturation, quick assortment turnovers and renewals.
Supply and demand balance is being violated often, because supply precedes the potential de-
mand not only quantitatively, but also qualitatively. In such disbalanced conditions, producers are
forced to stay afloat among competing products. These harsh conditions require flexible manage-
ment system, namely the ability to adapt quickly, strategy and tactics in response to modern rapid
changing conditions.

Marketing component is a necessary requirement to adapt product, price, place and pro-
motion politics to a dynamically developing market environment. To withstand the competitive
pressures organization must vary continuously, while optimizing its managing system in general
and its specific business processes.

Introduction. Today the discussion of marketing experts about project marketing being a
part of project management or project management being a part of project marketing is still occur-
ring. Project marketing demands systematic approach that is common for most business initia-
tives. Setting goals, defining strategic opportunities, choosing a strategy and its realization claims
specific flexible approach because it is necessary to react quickly to market’s rapid changes.

Unfortunately, the problems of marketing support inside the project haven’t found the so-
lutions neither in marketing, nor in project management theories. However, starting from 2007,
the problem of marketing support is discussed annually on PMI conferences and “Marketing and
project sales” direction is among the five major trends of management development. That is why
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project marketing is an essential part of strategic project management that defines project success
due to its competitive advantages.

Materials and methods. Marketing project is a well-planned targeted complex of creat-
ing and upgrading some object or a set of objects, aimed at achieving pre-set marketing goals
within a certain period of time and established budget and quality [1].

Marketing in project — is a very useful tool, that should be based on three Key Perspec-
tives [2]: the “voice customer”, technology and new product development. In any marketing pro-
ject it is crucial to identify target customers and gather information about them and their needs.
The “voice of the customer” includes customer needs, hierarchy, segmentation and priorities. A
clear understanding of customers’ preferences and requirements helps many companies avoid un-
necessary costs.

Technology in the above-mentioned research is responsible for using such tools as mobile
devices, Internet and social media in marketing and project management. These tools can act as an
enormous platform for gathering data from all people involved in project. A study carried in 2011
examined the impact of using technological tools in project planning and its effects on project’s
success [3]. Data was gathered from 277 respondents from Norwegian population database. Se-
lected people held high positions in projects, such as project managers, developers, project cham-
pions or masters. This study was carried out by quantitative approach and the result showed that
technology usage has a positive and significant effect on successful project planning, managing
and learning.

The last key perspective, new product development, refers to product life cycle extension
by means of releasing and optimizing new products, that would satisfy customer needs more ef-
fectively than competitors do.

Market-oriented management based on advanced marketing and management methods is
the foundation for the successful company functioning. Project is a useful tool for significant
changes implementations. Project management, originating as a practical activity in the old days,
went through its development as scientific and methodological discipline in 20" century and has
currently become one of the most sought after and forward-looking management technologies in
the world [4].

Marketing projects chase the following classification basics [5]:

- strategic (related to major company goals and aimed at long-term vision) and operational (fo-
cused on tactic objectives);

- by marketing function: pricing, product, placement and promotional projects;

- by level of problem knowledge: traditional and non-traditional (requiring standard or lateral
thinking);

- by belonging to a company and scale: internal and external;

- in terms of project performance inside of a company: at the corporation level or local;

- by implementation period: short-term, medium-term or long-term;

- by source of funding and risk.

Analysis of the most common approaches to projects classifying indicates that marketing
projects as a separate species of projects is allocated by very few researches. Although, there is
still no consensus among those examiners that acknowledge marketing projects as a separate kind.

An important aspect that must be taken into account when highlighting marketing projects
is the need to comply with the main features of projects [6]:

1) uniqueness, singularity of conditions, novelty or innovativeness of the result, pilot exe-
cution (may be a characteristic of the project as a whole and its individual components);

2) clear and specific goal, achieved by choosing a strategy and structuring it in the form of
specific works;
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3) gradual clarification (at each step of the project, the available information and the con-
tent of the upcoming work and activities are being clarified);

4) fixed duration, fixed start or end of the project, logical sequence of work;

5) limited resources (the number of various resources used in the project will always be
insufficient, the approved project plan must have a list of resource specifications and limitations,
as well as a schedule for their consumption in the project's work);

6) the complexity of the project and differentiation with other activities of the company,
which means taking into account all internal and external factors that directly or indirectly affect
the development and results of the project, management of all its areas;

7) special organization of the project implementation, necessary for complex and im-
portant projects;

8) people managing the project - the leader and the project team.

The use of project management in marketing activities can provide an organization with a
number of benefits [7]. The use of project management methods in the planning and implementa-
tion of marketing activities helps to:

- structure the work: the process of planning and implementing activities is broken down
into stages (initiation, planning, implementation, closing);

- increase the controllability of all processes;

- manage the subject area of the project;

- manage the terms of the project;

- manage the cost of the project;

- manage the quality of the project;

- manage risks;

- manage human resources;

- manage communications

- manage project purchases;

- manage the integration of the project.

Project management in relation to marketing activities can increase its efficiency, which in
general will have a positive effect on the success of the organization in the context of dynamic
changes in the environment in the long-term. At the same time, the management of marketing
projects is fraught with a number of difficulties, the solution of which must and can be carried out
at the level of each specific organization on the basis of the existing practical experience and
modern theoretical developments of domestic and foreign researchers.

To obtain data with the subsequent use of primary information in the experiment, it be-
came necessary to conduct a quantitative marketing research - a survey. The key goal of the sur-
vey is to determine which of the communication channels with the company is most often used by
consumers to receive services and consultations, whether they have had any experience with chat-
bots, and to assess the degree of use and satisfaction from using chat-bots. The survey posed the
following questions to the respondents:

1. Age of the respondent

2. Gender of the respondent

3. Preferred method of communication with companies providing services

4. Experience of communicating with chat-bots

5. Assessment of the degree of satisfaction from using chat-bots.

The main hypothesis of the study assumes that the introduction of such marketing tool as a
chat-bot as part of a marketing project will help a company increase the number of calls and ap-
pointments by 20%.
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Using the obtained primary data, general statistics are organized on the degree of possible
effectiveness of marketing channels of communication with the consumer to summarize the re-
search results with the subsequent development of a second marketing research - experiment.

When selecting respondents, the general population of all Almaty residents aged 18 and
over was used, since the lion's share of the city's population uses marketing channels of interac-
tion, regardless of age, education level and gender. However, the selection did not include people
under the age of 18, since they are not the economically active population that is necessary for
businesses. This sample made it possible to take a broad look at the reach of users, their prefer-
ences in communication methods, awareness of chat-bots and overall satisfaction with their use.

In order to select the required sample from the general population, the snowball method
was used. This method was used by organizing mailings in social networks to various target
groups, which subsequently also organized mailings to familiar target groups. Such an informal
tool made it possible to select respondents from different age groups and with different prefer-
ences. Thus, the study showed results based on a wide coverage of user groups.

As a tool for collecting information, the Google Forms platform was used, where an
online survey was compiled, which made it possible to get a picture of marketing communication
channels through the eyes of the consumer. The service allows you to collect and analyze infor-
mation that was left by the respondent on this site during the research. This platform was chosen
based on a number of key factors, namely:

1) the ability to break down the responses of each respondent;

2) a detailed graph of the results of the entire sample of respondents;

3) fast loading speed and ease of filling out the survey.

The procedure for the development and implementation of this study consisted of the fol-
lowing steps:

Step 1. Development of the main goal of the study. The key goal was to determine which
of the communication channels with the company is most often used by consumers to receive ser-
vices and consultations, whether they have experience with chat-bots, and to assess the degree of
use and satisfaction from the use of chat-bots.

Step 2. Selection of the research method. During the study, a quantitative method was
used, namely, a survey.

Step 3. Selection of the required general population and sample. The economically active
population of the city was used as the general population. For the selection of the sample, the
snowball method was chosen. The respondents were residents of Almaty from 18 to 55 years old.

Step 4. Organization and collection of primary information. To obtain primary infor-
mation from the respondents, the Google Forms service was used.

Step 5. Analysis of the results obtained on the popularity of marketing communication
channels among the population in order to implement the experiment.

The survey data obtained became the basis for conducting a second study in the company
- an experiment. Experiment is a method of empirical research in which a scientist acts on the ob-
ject under study with the help of special material means in order to obtain the necessary infor-
mation about the properties and characteristics of these objects or phenomena.

The carried-out experiment was to introduce consultations and appointments into the
company's activities through a chat-bot in the Telegram application. The goal of this experiment
was to increase the number of customer calls to the company and increase the number of daytime
treatment sessions.

The essence of the experiment was to assess the effect of changing one variable on chang-
ing another, namely, to analyze how the implementation of a chat-bot into the company’s market-
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ing activities, which could consult and sign customers up to appointments, would affect the num-
ber of calls and the number of services provided.

The input data were the daily, weekly and monthly number of customer calls to the com-
pany and the total number of services provided per month. The average daily number of requests
is 3. Average weekly number of requests - 17. Average monthly number of requests - 59. The av-
erage monthly number of services rendered is 39.

Results. The carried-out survey involved both men and women in approximately the same
proportions. The most popular age group participated in the survey was from 25 to 34 years old.

The research showed, that the most preferable way to get consulted and signed up for ap-
pointments among customers is via messages or by phone calls. Chat-bots are preferred by 45,3%
of respondents which proves their interest and need in such marketing tool. As survey revealed,
people mostly use chat-bots from time to time, which explains the need to implement this tool in
the company's activities.

It is also has been noticed that even though some of the respondents use chat-bots to ac-
cess some services, they are not fully satisfied with it. The most common problems of use are the
lack of necessary functions, a complex interface and a large overload of the bot with unnecessary
information. This is why today’s companies’ chat-bots whether they are on sites or in other appli-
cations, still need a complex optimization and thoughtful interface.

Since the survey showed the potential interest of users in having a chat-bot to receive ser-
vices, the company decided to develop a chatbot in the Telegram application as part of a market-
ing project.

After two full months of observations (July and August 2021), it was revealed that the
monthly number of calls to the company through the use of chat-bot clients in the Telegram appli-
cation increased by 18%. The average daily number of requests showed an increase of 22%, and
the average weekly requests of 19%. The number of services rendered per month increased by
16% compared to the base period.

It is worth noting that targeted advertising for promoting a chat-bot has also shown its ef-
fectiveness during the implementation of a marketing project.

Thus, the hypothesis that the implementation of such a modern marketing technology as a
chat-bot will effectively affect the company's activities is considered proven. The surveys’ goals
were fully met.

The company that was the subject of the study expressed a desire to hide the commercial
data of its activities, but agreed to provide the results of the experiment in the form of quantitative
and proportional distributions.

Conclusion and discussion. The dynamism of changes in the conditions for the function-
ing of companies dictates the need to search for effective management technologies to ensure the
competitiveness of the company. The modern market is characterized by a high degree of satura-
tion with goods, fast renewal and changeable assortment. Simultaneously with the strengthening
of the marketing component, it is necessary to introduce competent methods of managing it.
Therefore, interest in project management, which allows organizing resource management to
achieve goals with given quality parameters, costs and timelines, is steadily growing.

Often, firms, with a particular focus on marketing, rely only on it. This approach is not al-
ways successful, since we must not forget about the management part. Marketing project man-
agement is a laborious process that must be implemented taking into account constantly changing
conditions, unstable consumer preferences and frequent supply-demand imbalances.

To date, the study of the topic is more represented by foreign experts, in Kazakhstan the
project approach to business is not widely used. In the developed countries of Europe, North
America and East Asia, special attention is paid to the management of both marketing and other
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projects. It is widely believed that project activities are more relevant, more flexible, and more
economical than a simple operating room. Thanks to a deeper study, detailed analysis of success-
ful approaches and coverage of urgent problems, Kazakhstan has an excellent opportunity to in-
troduce a modern approach to doing business in both small and medium and large enterprises.
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"KOBATA APHAJIFAH, ’KOBA BOMBIHIIA KOHE JKOBA TYPAJBI
MAPKETHHT : KABAKCTAH/IBIK KOMIIAHUSIJIAPJBIH YJTICIH/IE

E.P. Onimoncan™, ILII. Xampaes, C.M. Kanovipoaesa
Anmamvr Menedoscmenm Ynusepcumemi, Aimamol, Kazaxcman
e-mail: rspaeva_e@hotmail.com

Tyuin. Hapvix wiapmmapuinvly KapKblHObL 032epyi MeH baceKkeze OAlIAHbICIbL, KOM-
NAHUSIAD HERYPILIM d¢hhekmuemi 6acKkapy mexHoN0SUALAPbIY i30eyee MANCOYD.

Byn maxanada mapkemunemix sepmmeynep cayaiHama peminoe KelmipileeH, oHOd
KA3ipel  MYmulHYWbLIapobly — 4am-00m CUsKmvl  KOMMYHUKAYUATILIK — MeEeXHOL0UALApea
Kbl3b12YUlbLIblebl 021en10eH0i. Ocvl 3epmmeyoel Kellin JiCypeizileer dIKCnepumeHm OoubliHua,
KOMNAHUANAPOLIH YCLIHRAH Kbl3mem canbl 16% ockeHi anbikmanobi.

Tyiiin ce30ep: mapxemunemix dHcoda, MapkemuHe, Hcodanapovl Oackapy, mapke-
MUHSMIK 3epmmeyiep, HoOANbIK MAPKEMUHE, HCOLIHCLIMBLILY.
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MAPKETHUHI JJIs1 TIPOEKTA, I1O TIPOEKTY U O IIPOEKTE:
HA IIPUMEPE KA3AXCTAHCKHX KOMITAHUAM

E.P. Onimacan®, IHILIII Xampaes, C.M./Kanovipoaesa
Anmamor Menedsicmenm Ynusepcumem, Armamet, Kazaxcman
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Peztome. /[unamuunoe usmeHeHue pPoIHOYHBIX YCIOGUUL BLIHYICOAEm KOMNAHUU UCKAMb I¢)-
hexmugHvle mexHoIo2UU YIPasienus 01 Mo2o, Ymodbl COXPAHAMb C80I0 KOHKYPEHMOCHOCOOHOCb.
B oannou cmamve npugedeno mapxemunzogoe ucciedosanue @ sude Onpocd, Komopoe 0oKasvléaem
uHmepec HulHeWHUX Noab308amenell K maxol CO8PeMEeHHOU MeXHON02UU KOMMYHUKAYUL, KAK 4am-
o6om. Cnedom 3a smum ucciedosanuem Obll NPOBEOEH IKCNEPUMEHN, 2TABHbIM Pe3VIbMAmMOM KOMOo-
D020 ABNANOCH YBeNUYeHUe YUCTA OKA3AHHBIX KomMnaHuel ycaye na 16%.

Knwouesvie cnosa: mapxemuneogulii npoekm, MapKemuHe, YNpasieHue npoexmamu, Mmapke-
MUH208ble UCCIe008AHUSA, NPOEKMHbLIL MAPKeMune, npo0sUulceHuUe.
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Annomauusa. Cmamvs noceésujeHa UCCIe008aHUI0  NpodIeM  MeppUmopuaIbHO-
IKOHOMUHECKO20 PA3BUMUSL 8 PAMKAX Pe2yIUpyemozo npeobpazosanusi npoyeccos ypoaHusayuu.
s nposedenus KOMNIEKCHO20 U3YUEHUsl NPOYecco8 YpOaHu3ayuu nposeder cCmamucmudecKull
aHanu3 AOMUHUCMPAMUBHO-MEPPUMOPUATLHO0 OeNeHUsl, NIOMHOCMU HACENEHUs 8 PeUOHAb-
HOM paspese, KOMOPbLIL 8bIAGUTL CYUeCMBEeHHble MEPPUMOPUATLHO-IKOHOMUYECKUE OUCHPONOD-
yuu. Pewenuio npobnemvr obecneuenus KOMNIEKCHO20 Npeoopa30eanus pecuoH08 NoCeaujeHd
HOBAS Pe2UOHATIbHASL NOJIUMUKA, Yelbl0 KOMOPOLUL AGIAENICs pa3eumie nepcneKmusHbiX YeHmpos
9IKOHOMUHECKO20 pOCMA U NOOOEPHCAHUE PESUOHO8 CO CAObIMU IKOHOMUYECKUMU 803MONHCHO-
CMAMU HA MUHUMATILHO OOCMAMOYHOM YPO8He cmaHoapma kadecmea sxcusnu. Ilpoyecc ypoanu-
3ayuu 6 Kazaxcmane umeem ouHamuyHwlll Xapakxmep, 4mo Oaem OCHOB8AHUEe COelamb 8bl00 O
Heobx00UMOCmu hOPMUPOBAHUS HOBBIX YEHMPO8 YPOAHUIAYUU U AIOMEPAYULL.

Mamepuansl u memoowt uccnedosanus. Ilpu uzyuenuu meppumopuaibHO-3KOHOMUYECKUX
ocobennocmel ypoanuzayuu 6 Kasaxcmane npumeHnsnca KoMniexc ciedylouux memooos uccie-
008aHUll: MOHOSpapuuecKull, NPOSPAMMHO-YENe80U, cmamucmuyeckuti anams. B pabome
makoice ObLIU UCNONL306AHBL MAKUe Mmeopemuyeckue Memoobl UCCIe008aHUS KaK CPABHEHUs U
0000WeHUsl, HayUHAs AOCMPAKYUS U CUHME3.

Knrouegwie cnosa: ypoanusayus, aznomepayus, 20poo, pecuoH, HaceleHue, 001acmHou
YeHmp, pecUOHAbHAS NOTUMUKA.

OcHoBHbIE M0JI0KeHHs1. B 1aHHOI cTaThe paccMOTpeHbl COBPEMEHHBIE TEHACHIIMU yp-
OaHM3aIK, HA OCHOBE CTATHCTUYECKHX JIAHHBIX ONMCaHbl ee ocodeHHocTu B Kazaxcrane, npen-
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