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Abstract

In the article, the authors consider the essence of key account management system, analyze its role in the development of companies in B2B
market. The authors emphasize the role of client needs-oriented thinking and action as one of the most significant factors of competitiveness,
highlighting the recognition of several client aspects by a company. The authors actualize the role of client satisfaction in B2B market and its
evaluation possibilities, taking into account attitude and attention development factor, therefore setting the task of dividing clients in
categories and their classification necessity, depending on clients’ contribution to the achievement of company’s performance results. The
authors highlight the mentioned aspects in the context of clients’ attraction strategies as client value improvement and the source of company
value. The growing importance of key account management as client servicing conception is actualized in the article; its main objective — to
provide a long-term cooperation and mutual and successful market development is emphasized. In the context of the conception contents the
authors describe its development, advantages and opportunities for the companies as well as the correlation between the conception
achievements and partners’ cooperation relations. The role of key account management strategy in the company and client relations is
highlighted; the main objectives and tools to implement them are emphasized. In relation with the present development stage regularities, the
authors point to various internal and external aspects that influence key account management process. Several problems of objective and
subjective nature, related to key account management introduction in the company, are revealed. In the context of key account management
system, the authors ground its importance in Latvia nowadays. In order to evaluate the opportunities of introduction and development of key
account management system in Latvian companies as well as the problems related to this process, the authors have interrogated 409
marketing specialists of Latvian companies. Based on clients’ parameters, the authors have composed their importance rating for successful
company operation in B2B market, evaluated client information necessity and grounded the strategic importance of information in B2B and
B2C market that corresponds to basic principles of marketing. The authors have made conclusions on the role the analysis of each client
contribution to the company’s total net revenues and emphasize the parameters as the base for decision taking in the companies that
develop/plan to introduce key account management system. As the result, the authors have determined the conditions of efficient
introduction and development of key account management system and developed according proposals to Latvian companies.
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Introduction The aim of the article is to provide theoretic

grounds of the essence of accounts management

Today, in the conditions of globalization, market ~ system and to investigate the opinions of specialists

satiety, the increase of consumer power, the client ~ ©on the opportunities of development of this system in
becomes  increasingly ~more  definitive in  corporate marketing in Latvia.

manufacturer’s and client’s interrelations, therefore an The tasks of the article:

efficient satisfaction of client’s demands becomes - To evaluate the role of sale process object
increasingly significant in achieving business success. management;

The companies are looking for opportunities to create - To evaluate the essence of accounts
competitive advantages. management system and its stages;

One of the opportunities to create a competitive - To evaluate the opinions of Latvian
advantage is key account management process. companies’ specialists on the role of process
Nowadays key account management enables to introduction and possible problems.
concentrate on serving only several most significant . Resear_Ch meth0d53 abstractive  analysis ~ of
accounts that would also provide a long-term close  literature, interrogation.
cooperation with the clients and good profit Research object: key account management
opportunities to the company as well as would enable ~ System.
both the service provider and its key accounts to Research subjects: key account management

reduce costs. As the result Of key account System intl'OduCtion and deVelOpment in Latvian
management, mutually advantageous, dependent ~ COMpanics.

(loyal) and long-term relations are achieved that Hypothesis: key account management system

prevent from deceiving a cooperation partner, introduction and development in Latvian companies is

pursuing one’s own business interests and benefits. impeded by lack of knowledge about the principles of
key account management system and client research
methods.
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The Role of Sale Process Object Management
and its Actualities

In today’s economy world the main definitive
dimensions are client needs oriented thinking and
actions. One should remember that from sale
viewpoint the client is in the centre of production
process. To be able to understand its client, a
company should be aware of several client aspects,
such as accounting aspect, legal aspect, branch aspect,
relation potential, time aspect, network model,
partnership and sale aspect. When evaluating the
client’s potential, it should make its comprehensive
analysis and coordinate potential cooperation.

Both in B2B and B2C market sectors client’s
satisfaction is considered to be a factor of company
success. However, in B2B market client’s satisfaction
should be specially emphasized and it is evaluated in
measurable parameters, based on classification of
clients or division in categories, using strongly
defined criterion. In practice the necessity of the
aforementioned actions is explained by the fact that
the company is unable to maintain equal attitude and
attention to all its clients. The reasons are the
following:

1) Sale function capacities are insufficient to serve
all clients with equal intensity.

2) Clients’ purchase activity does not justify the
company’s contributed efforts in the attitude to
the client.

3) The clients have different requirements.

4) It is impossible to satisfy all demands equally
well.

5) The care about regular clients and attracting new

clients should be balanced.

The task of dividing the clients in categories is to
make a distinction between the basic content and to
range them by interest in separate groups: important
and unimportant. The clients should be evaluated and
classified, taking into account their contribution to the
achievement of company’s performance results. The
clients are ranged by priorities, according to which the
resources for visiting the clients and other servicing
measures will be distributed and organized. It is
possible to outline the following most important
advantages of dividing the clients in categories:
Reasoned and controlled distribution of
company’s resources between interested parties,
clients, and client groups (target groups);

The enhancement of performance efficiency and
a grounded approach to sales costs;

Organization of target group, based on the reports
on the results of cooperation with the consumers;
A more efficient approach to clients’ demands
consideration;

A higher level of independence in servicing the
clients;

More advanced actions in the market and less
regulation actions that provide an advantage over
the competitors;
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More time for real accounts;

Continuous staff training process (Vinkelman,
2000).

The dividing of clients in categories is closely
related to clients’ attraction strategies that enhance the
client value that in turn is a source of company value.
The authors emphasize that the client value increases
under the effect of relations and develops in several
levels.

Therefore, strategic and operative planning,
dividing of clients in categories and client value
determining strategy determine the main directions of
clients servicing, where the following dominating
target dimensions could be outlined: the attraction of
new clients; the wuse of potential; relations
development; the enhance of efficiency/costs
reduction; and the improvement of contacts with sales
partners.

In the recent years the types of communication
with the clients, as well as clients servicing and
servicing strategies have experienced considerable
changes, therefore changes take place in various
clients’ attraction aspects. A new type of thinking and
new marketing methods appeared.

As the result, the authors conclude that in classic
transaction sale the seller’s interest is focused on one
separate sale action, without further prospects of
business relations. On the contrary, in developed
market relations successful transaction is based on
establishing personal contact between the seller and
the buyer. It is an important, but not sufficient
condition to provide the client’s satisfaction in long-
term relations. Therefore, client’s satisfaction is a
result of successful relations.

Despite the strategies of building relations
between the companies and their clients, developed in
theory and approbated in practice, based on clients’
needs, a dedicated dividing of clients in categories as
well as value conception are increasingly more valued
in key account management (KAM) that can be
classified as a special clients servicing conception.
Key account management means a dedicated, high
quality servicing, executed by the sales manager of
several most significant strategically important
accounts. The main objective of such servicing is to
provide a long-term cooperation and a common
successful market tapping.

Key Account Management development and
Essence

Key accounts are defined as B2B market clients
or buyers that are of strategic importance for the
supplier company that provide bigger profits to the
company or have a potential to provide it in future, or
strategically important clients of the company. The
golden rule is that key accounts should not be
numerous. Therefore in client management it is
important to satisfy the clients profitably whether they
are big or small ones.
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Key account management (KAM) originates from
client-oriented marketing business-to-business (B2B)
markets. The conception suggests considerable
advantages and opportunities to stimulate and to get
service package that is adjusted to meet their specific
needs. Therefore, it is necessary to determine the
appropriate approach and to integrate it as a process in
complicated organization.

Key account management responsibilities are
determined by the recipients of this approach — the
key accounts that, as the authors already mentioned,
are of strategic importance. An important task to set
up is to define what is strategically important for the
trade company. The achievements depend on
statistical importance, given to the client, as well as
the suppliers. The client’s will and ability to cooperate
is also influenced by the supplier’s ability to satisfy
consumer’s needs.

Client relation management is very important for
the company. Key accounts are those clients at
company’s disposal that provide or have a potential to
provide major part of profit or those clients that are of
strategic importance. It is important for business to
develop relations with these clients and to retain them.

Key account management includes a special
treatment of key accounts that is not applied for other
clients. Special servicing could include preferential
approach, for example, related to pricing, products
and services offered, adjustment ant providing
information (Jobber, Lancaster, 2006).

Therefore key account management is one of 4
components of client relations management. The other
components are client value analysis, client portfolio
analysis, and relations lifecycle.

In competitive environment, the ability to manage
key accounts is a part of business success. The
objective of key account management is to create key
accounts’ loyalty by offering them a product/service
portfolio that is adjusted to meet their individual
needs. In turn, establishing relations is the major
objective of key account management. Besides the
mentioned processes, key account management
integrates the contact between all persons, involved in
the process (buyer and supplier). Further out, getting
mutual benefits for all persons involved is
emphasized. As the needs of a separate client are in
the focus of attention of key account management, the
goods and service offered are adjusted to meet their
needs.

Therefore, it can be concluded that a significant
aspect is the exchange of all relevant information as
well as openness between all persons, involved in the
processes, therefore key account management is a
strategic business approach in order to provide long-
term and sustainable company development by using
beneficial partnership with strategically important
accounts. This is one of the best ways to provide
repeatable and extra purchases.
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profits both for the sellers and the buyers. Key
account management is used by trade companies that
are aimed at forming a total of loyal key accounts by
offering them a long-term product and/or

The advantages of key account management:

v" Understanding of each client and ability to
forecast the client’s needs;

v' The assessment of company’s potential;

v The assessment of risk sources, relevant
costs and profits;

v' The development of appropriate strategy for
each client;

v' The development of better implementation
processes;

v' The supervision of actions and improvement
of results.

Despite the expressed argument to ground the
role of key account management, in the authors’
opinion, in order to acknowledge the role of this
strategy in the company and client relations fully, it is
necessary to accent major objectives and their
implementation tools. Therefore, key account
management objectives are:

. To maximize sale speed, it improves the use
of sale resources, the role of understanding and
features of client management;

e To increase the average transaction amount,
achieved with each client; at the same time the drop of
prices decreases by developing specific processes for
clients forming and management;

. To improve clients’ loyalty and retaining of
clients that in turn reduces total costs from sales
amount.

Therefore the clients should be particularly
valuable partners (Johnston, Clark, 2008).

Therefore it can be concluded that key account
management can provide the following benefits for
the company:

e  Sales efficiency enhancement by
stimulating/attracting high potential clients and using
the company’s opportunities;

The increase of market share and revenues
with the existing clients;

e  The increase of profitability by developing
appropriate products and services and offering them
to the consumers; bigger sales volumes.

o  Tight business relations with the clients in
decision taking process. Better communication and
coordination (Jobber, Lancaster, 2006), and, as the
result, the improvement of clients retaining
opportunities.

e  Facilitates marketing and sales resources
distribution.

e  Lower costs due to optimal production and
supply schedule for mutual coordination/cooperation
as well as demand forecast (Jobber, Lancaster, 2006).

An analogous conclusion on the benefits of clients
from key account management can be made:
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e  More information on the product;

e A more comprehensive information on
services;
L]

Better of
reimbursement;

A more comprehensive understanding of
product advantages;

. Individual profile improvement opportunity;
The increase of the number of end users of
products/

Services;
Provided with resources, and tools.

In the authors’ opinion, in order to make a
qualitative assessment of the role of key account
management introduction, one should start with
identifying general problems. Evaluating the
Evaluating the regularities of current development
stage, the authors note various internal and external
aspects that influence key account management
process:

e  Grown clients’ power (influence) — a buyer or
client has more opportunities related to
suppliers/sellers.

e International dimensions — globalization.
Speed of changes — in external environment
changes happen very fast. Technological, social and
other changes influence key account management
process.

[ ]

understanding compensation/

Market readiness — in stable markets accent is
put on keeping, retaining the clients. It is achieved by
focusing on key accounts and their efficient
management.

e Process changes — it relates to invoicing and
ordering processes, supply or order execution
processes etc. The development of information
technologies caused considerable changes in
processes, related to key account management.

The suppliers/sellers should continuously add
value by using exchange process. This value added
could be, for example, credit opportunities,
advertisement support, reserve form etc.

Overall it can be concluded that according to key
accounts conception relations efficiency should be
continuously monitored/ controlled in order to prevent
problems that could spoil long-term business relations
and development.

However, the authors should also emphasize
several problems, related to key account management
(KAM) introduction in the company. The problems
are related to objective and subjective reasons; current
development problems, related to crisis overcoming,
should also be noted, for example, the decrease of the
number of clients, insolvency, competition etc. that
ambiguously influences decision processes in client
policy. The authors emphasize that in order to prevent
the problems, initially the client’s opinion on the
company as the supplier should be investigated. It is
important to make an appropriate market
segmentation that is a significant condition of
successful key account management, in order to be
able to reveal the ways to provide the value added to
the client. It is also necessary to have a deep
understanding of changes in client’s business
environment and the forces that impact competition in
the specific branch. Value chain, clients’ satisfaction
assessment, the analysis of key accounts profit
potential, contact card and opportunities analysis can
be used.

In order to create successfully future development
opportunities in current economic crisis situation, the
authors have conducted a research in order to reveal
the understanding of the essence and role of client
relations management system in Latvian companies.

Research of Latvian companies

In March — April 2011 a research of marketing
specialists of Latvian companies was conducted under
the authors’ guidance in order to evaluate key account
management system introduction and development
opportunities in Latvian companies as well as the
problems, related to this process. To make a selection,
the quota method was used. The quotation was carried
out on the base of company’s size, the term of
company’s operation in Latvian market and sphere of
activity. A total of 409 marketing specialists of
Latvian companies were interrogated. Based on the
methodology of Elizabeth Noel, with probability
0.954 we can affirm that the selection is
representative. The dependence of selection scope on
the general multitude, based on Noel’s methodology,
is shown in Table 1.

Table 1. Dependence of Selection Scope on the General Multitude (Noel, 1993).

Volume of 500 1,000 | 2,000 | 3,000 | 4,000 | 5,000 | 10,000 100,000 *
general
multitude
Selection scope 222 286 333 350 360 370 385 398 400

As we can see in the table, a selection scope of 222
respondents is sufficient for the general multitude of
500 units etc. If we have an endless general multitude
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then a selection scope of 400 respondents would be
sufficient. Therefore we can conclude that after the
volume of general multitude achieves a certain level, its
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further increase does not have any significant impact on
the increase of the selection scope.

As the result of the interrogation, it was revealed
that nearly all Latvian companies acknowledge the
necessity of complex approach to the investigation of
different clients; parameters in B2B market. based on
the results of the interrogation, a significance rating
for successful company operation in B2B market was
composed:

1. The level of client’s satisfaction with
company’s goods/services — 9.3 of 10 scores;

2. Client’s market share — 9.1;

3.  Client’s financial state — 8.9;

4.  Client’s development perspectives — 8.3;

5. Client’s image in the market — 7.2;

6.  The share of each client in company’s total

net revenues — 7.1;

7.  Client’s marketing communications — 5.8.

The composed rating shows that Latvian
companies highly value the necessity of information
on the clients. It should be assessed as a very positive
fact, as additional scope of information can provide a
higher data quality and to enhance the efficiency of
marketing decision taking, and, therefore, information
is a strategically important tool both in B2B and B2C
market. Marketing specialists of Latvian companies
gave the maximum score to the necessity of
investigation of clients’ satisfaction level. It fully
corresponds to basic principles of marketing;
however, in the opinion of the authors of the article,
today the analysis of each client’s share in company’s
total net revenues is of equal importance. This
parameter is the base for decision taking in the
companies that develop/plan to introduce key account
management system.

Any marketing specialist would like to use
comprehensive and timely information on company’s
clients in his or her work; however, due to various
reasons, the approach of Latvian companies to
marketing information support is not complex and
systematic. According to the results of interrogation, a
comprehensive analysis of clients’ parameters is
carried out only in 6.3% of Latvian companies. These
are primarily big companies and international
companies. Small companies are short of experience,
knowledge and resources for comprehensive analysis
of clients’ parameters. Client’s financial situation is
analyzed by most of Latvian companies (84%),
however, this analysis if often insufficient (noted by
representatives of 38% of companies) (see Figure 1).
Client’s share in net revenues is investigated by 79%
of Latvian companies. It is very positive, however, it
is often treated as comprehensive parameter when
analyzing the company’s client. In the opinion of the
author of the article, this indicator should be
considered in combination with the other clients’
dimensions, for example, it should be obligatory
integrated with client’s development perspectives.
The level of client’s satisfaction with company’s
goods/services is researched by 62.5% of Latvian
companies; the depths and regularity of the researches
obviously vary. Client’s image in the market, client’s
market share, and client’s marketing communications
and development perspectives are not sufficiently
analyzed. Clients’ development perspectives are
considered in the context of nearest future events, in
short-term period (within one year) that is not
objective and expedient for determination of general
tendencies.
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Figure 1. Clients Research Directions in Latvian Companies
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The development of marketing in Latvia
influences the changes of companies’ approach to
client relations in B2B market. According to the
results of interrogation, equal conditions and
standardized approach to each client are used by
Latvian companies very seldom. Nearly all Latvian
companies acknowledge the necessity of individual
approach to each client. However, despite of that, in
28% of companies the approach to the client depends
only on the employee that communicates with this
client. It means that these companies do not use client
relation management or use it insufficiently. These are
predominantly small companies. The division of
clients in categories and the used of differential
approach to each category are used by 43% of Latvian
companies but 29% of companies use special focusing
on several key accounts. It can be assumed that 29%
of Latvian companies, according to the opinion of
their marketing specialists, have already introduced

management system. Most of them are big companies
that operate in the conditions of sharp competition.
This correlation with the size of company is related to
objective reasons, both marketing development level
and the number of clients, as in bigger companies
with the biggest number of clients there is a natural
necessity to differentiate the clients and group them;
in turn, in small companies the number of clients does
not cause differentiation necessity. Several Latvian
companies that develop key account management
system do not have an appropriate key accounts
planning and they lack a strategic approach to client
relation management.

Despite the fact that 29% of Latvian companies,
according to the opinion of their marketing specialists,
already introduced and are currently developing key
account management system, the conducted
interrogation has shown that client research
methodology in many Latvian companies is poor (see

and are currently developing key account  Figure 2).
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Figure 2. Methods, Used by Latvian Companies in Client Research

The major part of companies (67%) use ABC
analysis by net revenues in client research. Clients’
portfolio analysis as client research method is used
only by 42% of Latvian companies. The analysis of
client’s status of loyalty to the company is used by
27% companies. This indicator is considerably low. It
can be explained by the fact that in the conditions of
economic crisis clients’ loyalty decreased and, as the
result, the research of loyalty became less important.
Clients’ value analysis is carried out by 23% of
companies, but clients’ lifecycles is analyzed by 15%
of companies. Unfortunately only 6% of companies
apply multifactorial analysis of clients’ behavior. It
can be explained with the shortage of knowledge in
multifactorial analysis of clients’ behavior as well as
the opinion of many companies that the research of
clients’ behavior is more important in B2C, not B2B
market.

According to the results of interrogation, special
concentration on serving several key accounts is used
or can be used predominantly by:
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1. Big companies — this answer was chosen by
61% of companies;

International companies — 56%;

Market leaders — 43%;

Financially stable companies — 39%;
Innovative companies — 27%;

. Any company — 12%.

In the opinion of the authors of the article, it
makes since for any company to introduce key
account management system, as any company would
benefit from introduction of this system. The
marketing specialists of only 12% of Latvian
companies share this opinion.

Amongst the advantages that the company could
get from key account management system
introduction, the following ones were named by
marketing specialists of the interrogated companies:

- Company’s position in the market becomes
more stable;

- Company’s profit grows; - Company’s reputation
in the market improves;

RO
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- The satisfaction of the company’s -clients
increases;

- The work with clients becomes better organized
and therefore more efficient.

47.5% of marketing specialists share opinion that
the company benefits from introduction of key
account management system. Key account
management system introduction does not guarantee
any advantages in company’s work, according to the
opinion of 43.5% of companies’ representatives, but
19% of marketing specialists think that key account
management system introduction would have a
negative impact on company’s performance.

The rating of problems that Latvian companies can
face by introducing key account management system,
according to the results of interrogation, is the
following:

1. Lack of knowledge about the principles of
key account management system — 77% of
companies;

2. Lack of knowledge about clients research
methods, therefore it is difficult to outline
the most significant clients — 68%;

3. Lack of knowledge about the methods of
dividing the clients in categories — 62%;

4. Shortage of highly qualified marketing
specialists in the companies — 43%);

5. Shortage of financial resources — 39%;

6. Low degree of training for the new approach
of staff, involved in direct communication
with clients — 30.5%;

7. Unpredictable reaction of the clients on the
use of the new system — 19%;

8. Company’s management can be not aware of

the necessity and usefulness of the system
introduction — 16%.

In order to successfully introduce and to provide
appropriate functioning of key account management
system, in the opinion of interrogated marketing
specialists, Latvian companies need:

1. Popularization of key account management
system in information resources — 89% of
companies;

Experts’ conclusions on the efficiency of
key account management system — 73%;
Seminars/courses for marketing specialists
on key account management system
introduction principles — 71%;

The offer of consultancy services on key
account management system introduction
and functioning principles from specialized
companies — 64%;

Seminars/courses for staff on the features of
communication with the clients after new
system introduction — 42%.

The results of interrogation have proved the
topicality of key account management system in
Latvia nowadays, despite the decrease of sale
activities and enabled to draft proposals, related to
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introduction and development of this system in
Latvian companies.

Conclusions

The most significant key account management
problems are related to insufficiently defined key
accounts, therefore many organizations do not know
what are their key accounts.

There is no appropriate key account planning. It
should be emphasized that many companies have
different key account planning system.

The reduction/interruption of sale activities is
observed; however, the authors emphasize that key
account management is complicated and this process
cannot be interrupted. Therefore it is very important
to continue relations development independently.

Finally, in client aspect there is a lack of strategic
focus that would clearly determine orientation on
retaining of clients, providing services, special rules
and conditions, adjusted logistics etc. In key account
management, investments in establishing of relations
should be emphasized.

Latvian companies highly value the necessity of
information on clients, but the methodology of client
research in many Latvian companies is rather poor.

Nearly one half of marketing specialists of Latvian
companies think that a company would get several
advantages from key account management system
introduction, including the enhancement of efficiency
of the work with the clients;

The main problems that Latvian companies could
face, introducing key account management system,
are the lack of knowledge about the principles of key
account management system and client research
methods. The research hypothesis is approved.

The authors’ proposals are the following:

Latvian companies, operating in B2B market, should
pay more attention to the share of each client in
company’s net revenues in combination with the result
of investigation of the other clients’ parameters, for
example, the assessment of client’s development
perspectives;

Latvian companies, operating in B2B market,
should improve client research methodology, using
multifactorial analysis of client behavior and client’s
values analysis as well as client lifecycle analysis. Only
complex approach to client research methodology
would provide company development despite the
negative factors of external marketing environment;

Any company, irrespectively of its size, sphere of
activity and time period of operation in the market
should introduce and develop key account
management system, as this process stimulates
company’s growth;

Marketing agencies, training centers and academic
staff of high schools should popularize key account
management system in information resources,
research the efficiency of this system introduction,
organize seminars/courses for marketing specialists
on key account management system introduction



Anda Batraga, Jelena Salkovska

principles as well as offer consultancy services on key
account management system introduction and
functioning principles.
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ABA-Dcrtpa,

AHAJIU3 BO3MOKHOCTEM BBEJIEHUS U
PA3ZBUTUSA CUCTEMBI YIIPABJIEHUSA
OTHOIIEHUSMMU C KIIIOYEBBIMHU
KJIAEHTAMM HA JIATBUMCKHX
HOPEAIPUATUAX

O6obOmenune

B HayuHOli cTaTbe aBTOpHI Ha OCHOBE TEOPETHYECKHX
ACIIeKTOB O0OOCHOBAIN CYLIHOCTh CHCTEMBI YIPaBICHUS
OTHOIICHUSIMH C KIIFOYEBBIMH KJIMEHTAMH M e€ 3HauyeHue
IUIsL Pa3sBUTUS NPEINpPUATHH Ha pBIHKE «OHM3HeC I
Om3Heca». ABTOPBHI OCYIIECTBHIIM JMITUPHYECKOE HCCIe-
JIOBaHHE O BO3MOYKHOCTSIX BBEICHMS M Pa3BUTHs CHCTEMBI
YIpaBJIEHHs] OTHOIICHUSMU C KJIIOYEBBIMHM KIMEHTAMH Ha
JATBUHCKUX HPENIPHATHAX, a Takxke o npobiiemMax, CBs-
3aHHBIX C 3TUMU IpolLeccamu. [IpoBenéHHOE HccaenoBaHue
JIOKa3aJl0 aKTyaJbHOCTh CHUCTEMBI YIPaBJICHHs OTHOILIE-
HMSMU C KJIIOYEBBIMM KJIMEHTaMU B HACTOAIICE BpeMs B
JlaTBUM, OTKpPBUIO HENOCTATKH METOAMKHM HCCIENOBaHUS
KJIMEHTOB, HCIIOJb3yeMOW JIATBUHCKUMH HPEINPUITHAMH,
MIO3BOJIMJIO BBISIBUTH MPOOJIEMBI W HEJOCTATKH IOJXOJa K
OTHOIICHUIO C KJIMEHTAaMH{ Ha PBHIHKE «OU3HEC Uit OM3HECay,
CBSI3aHHBIE C BBEACHHEM M Pa3BUTHEM CHCTEMbI YIpaB-
JICHUs OTHOLICHWSIMHM C KJIIOYEBBIMH KIHMEHTaMH. B pe-
3yJIbTaTe IPOBEAEHHOTO HCCICIOBAHUS BBISBICHO, 4YTO
HauboJiee CyIIECTBEHHbIE NPOOJIEMBl YNPABICHUS KIIOYe-

BBIMH  KIMEHTAMH HA TPEANpUSATUSX  CBA3aHBI C
HEKOPPEKTHO OINPEAENEHHBIMH KIIOYEBBIMH KIHEHTaMH, B
CBSI3M C YeM, MHOTHME OpPraHM3alluy He 3HAIOT, KTO HX
HauboJiee BaKHbIE KJIHMEHTH. Ha OONBIIMHCTBE MpeArpH-
STUIl HE OCYUIECTBJIAETCS JOJDKHOTO IUIaHHMPOBAaHUS
OTHOIIEHWH C KIIOYEBBIMM KIHEHTAaMM, OTAENIbHbIC
MPeANpPHUATHS 3aHUMAIOTCsl (POPMHUPOBAHUEM OTHOIIEHUH C
KIMEHTaM{ SIH30JMYECKH, YTO SBIAETCS HEIOIYCTHMBIM
Ins pasBuTHsA  mpennpusatus. [IpoOGmeMHBIM  acmieKToM
SIBISIETC W OTCYTCTBHE CTpaTermdeckoro (okyca mpu
(OpPMHPOBaHUM OTHOWICHHH C KIIIOUYEBBIMH KIIHEHTAMH.
Ilpu sTOM JaTBHiiCKME NPENIPHUATHS JOBOJIHHO BBICOKO
OLICHUBAIOT HEOOXOIMMOCTh pPa3IMYHOW HH(MOPMALMU O
KIMEHTaX, B TIEPBYIO OYepelb, UX HHTEPECYeT CTENeHb
YJIOBJIETBOPEHHOCTH KJIMEHTOB YCIIyIaMH/TOBapaMH IIpej-
MIPUSITHS, @ TAKXKe JIONS PHIHKA KIHEHTA M ero ()MHAHCOBOE
nosiokenue. [louTu monoBuHA NATBUMCKUX NPENIPUSTHI
MIPU3HAIOT, YTO OJIarofaps BBEJCHUIO CHCTEMBI YIIPaBICHHS
OTHOIICHUSIMA C KIIIOYEBBIMH KIMEHTAMH MOBBICHTCS
3¢ dexkTHBHOCTE nX paboThl ¢ KiMeHTaMu. B kauectBe
IJIABHBIX ~ NPOOJIEM BBEIOCHUS CUCTEMBI  YIPaBICHHS
OTHOIIEHUSIMA C KJIIOYEBBIMH KIMEHTaMH JIaTBUMCKHUE
MIPEANPHUATHS YKa3bIBAIOT HEJOCTATOUHBII YPOBEHb 3HAHUIMA
0 MPUHIHUIAX JAHHOH CHCTEMBI M O METOJaX MCCIIEA0BAHUS
KIIMEHTOB. B pe3ymbTaTe 3TOro, TUmoTe3a HCCICTOBAHHS
noareepamnack. O600mas pe3yabTaThl  HCCIECJOBAHUS,
aBTOpPHl  pa3paboTaj  pEeKOMEHJAIUH  JATBHHCKHM
MIPEANPUSITUSIM cyOBeKkTam pbIHKa «OHM3HEC JuIst
OusHeca»,  MAapKETHHTOBBIM  areHTCTBaM,  y4eOHBIM
LEHTpaM, MPENoAaBaTelbCKOMY COCTaBY BBICIIUX IIKOJI O
HOMYJIAPU3ALUA CHUCTEMBI YIIPABICHUSI OTHOIICHUSIMH C
KIIFOYEBBIMHU KJIMEHTAMH M HATPABICHHUAX HCCICIOBAHUS ¢
a¢pexTuBHOCTH. B dYacTHOCTH, aBTOpHI PEKOMEHIYIOT
JATBUMCKAM TPEANPHUATHIM — CyOBEKTaM pPhIHKA «OHM3HEC
Juisi Ou3Heca» OoJblIe BHUMAHUS YJICIATh HHTETPALlUH
TaKOTO IOKa3aTeNs KaK aHAM3 YAENBFHOTO Beca KaKIOoro
KJIMeHTa B 0o0IieM 000poTe MPEAIpUsITUs C pe3yJbTaTaMu
HCCIIEIOBaHMs IPYTHX XapaKTEePUCTHK KIMEHTA, HallpuMep,

C OLEHKOM TMepCcrneKTHB pa3BuUTUs KiueHTa. Taxoke
NpeINPUATHAM 1enecooopasHo YCOBEpPIIEHCTBOBATh
METOJHKY HCCIIEIOBAHHS KIIMEHTOB, UCTIONB3YSI

MHOTO(AKTOPHBII aHaNM3 IOBEICHUS KIMEHTOB, AHAIH3
CTOMMOCTH KIIMEHTa, aHAIN3 €ro >XHM3HEHHOTO IHKIIA.
ABTOpBl CTAaThbH AaKIEHTHPYIOT BHUMAaHHME Ha TOM, 4TO
TOJBKO KOMIUICKCHBIN IOJXOA K METOAWKE HCCIEHOBAHHS
KJIMEHTOB OyJIeT CIIOCOOCTBOBATH PAa3BUTHIO IPEINPHUATHS
JaXe B YCIOBUSAX HEONAaronpusATHOW BHEUIHEH Cpesl
MapkeTuHra. Takum oOpa3oM, n000My MpPEANPHATHIO, HE
3aBHCMMO OT €ro pasMmepa, cdepsl JIeSTelbHOCTH,
MPOAODKUTENBPHOCTH  (DYHKIMOHMPOBAHUS Ha  PBIHKE
HEOOXOIVMO BBECTH W pa3BHBATh CHCTEMY YIPaBICHHS
OTHOIICHUSIMM C KITIOYEBBIMH KJIMEHTaMH, TaK KaK 3TH
Hporeccs OyayT 00ecreunBaTh POCT MPEAPUSITHSL.

KIIIOUYEBBIE CJIOBA: MapkeTHHT, TJ00anu3ars,
VAOBICTBOPEHHOCTh,  YNPABICHUE  OTHOUICHUSMH  C
KITFOYECBBIMU KJIMEHTAMH, PBIHOK «OHM3HEC ISl OW3HEcay.
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