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Abstract
The general outlook of the Executive education market in Kazakhstan is
positive: more people are investing in education and career development.
However, due to economic instability in the country, people now are more
concerned about obtaining value for money. In other words, their criteria for
choosing an educational program will be the quality of education they are
getting for the price they are paying.

The Nazarbayev University Graduate School of Business (NUGSB)
believes it is offering high quality educational programs and add considerable
value for the tuition fees charged. Still the enrollment is below expectations,
particularly in the executive programs. The purpose of this research is to
understand the discrepancies between the planned forecast and the actual
numbers of enrollment in the NUGSB degree and non-degree programs
designed for executives. The external factors like global recession and decrease
in commodity prices that has resulted in the devaluation of Kazakh tenge by
more than 100% are the reasons on the surface. But are there any other
explanations for the low enrollment and/or can we do better in attracting and
increasing the number of enrollees in NUGSB programs?

To address this research problem, concepts and tools from selected
EMBA courses were applied to diagnose the reasons for the less than projected
enrollment in the NUGSB programs. A review of the relevant literature was

conducted to identify the current trends and best practices of the market of



education. In addition, a survey of key stakeholders was administered to
understand program’s strengths and challenges to generate ideas for continuous
improvement.

Based on the analysis of data, a variety of recommendations are offered,
including getting accreditation, hiring Faculty and staff with demonstrated
iprovision of applicable knowledge. In addition, the Alumni association of the
NUGSB can serve as a platform for business people to exchange ideas, share
their knowledge and expand their personal and professional networks. The
report concludes with the implementation plan in which the process owners are

identified along with specific actions to be taken within a defined period of time.
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1. Introduction and problem statement

| believe that the new university... should be created as a national brand,

harmoniously combining Kazakhstani identity with the best international
educational and scientific practice."

N.A.Nazarbayev

President of the Republic of Kazakhstan, 2009

NU is relatively young educational institution that was founded in 2009.

Its purpose is to help realize the ambitious goal of President Nazarbayev to

elevate Kazakhstan among the ranks of the world's 50 most competitive

countries. According to NUGSB strategic plan, such a large-scale

transformation requires developing the next generation of globally minded

business leaders who will become drivers of social and economic development

in Kazakhstan in 21% century. The role of the next generation of leaders,

managers, and professionals is elaborated in President Nazarbayev’s Annual

State of the Nation address:

"Kazakhstan 2050" strategy to transform Kazakhstan into a knowledge-
based diversified economy driven by the private sector can be fulfilled through
the Development of small and medium enterprises and the new model of public
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private partnership: “Strong business — strong state”.” (President Nazarbayev,

2016).

1 President N, Nazarbayev annual state of the nation address on December 15,


https://en.wikipedia.org/wiki/Nursultan_Nazarbayev

To realize the President Nazarbayev’s vision, the NUGSB was founded in

2013 in strategic collaboration with a globally-ranked Duke University’s Fuqua

School of Business. This collaboration was intended to help design the

curriculum, the systems and processes necessary to attract, recruit, and select

students. Fuqua School of Business also provides teaching capacity while
recruitment of the NUGSB own faculty is taking place.

The school has grown organically and now offers both degree and non-

degree programs. An illustration of its organizational structure is below.

SHSS SST SENG GSB GSPP GSE SOM
Degree Non-
programs degree
programs
EMBA FT MBA MEM company Open
specific Programs

Figure 1. Partial organization chart of NU schools.
However, the NUGSB after nearly 4 years of operation has yet to reach its
enrollment targets, particularly, with respect to its Executive degree and non-

degree programs as it seen in the figure 2 below.
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Figure 2. The NUGSB admissions projections.

The awareness about the NUGSB is gradually growing but given the
unstable economy in Kazakhstan, the number of qualified applicants leaves
much to be desired. The tuition fee for the NUGSB MBA and open-enrollment
programs are the highest in Kazakhstan. This is because of the aspirations of the
university, the decision to be strategically positioned as a role model for other
schools, and the collaboration with international schools that are highly ranked
in their domains of expertise to ensure that standards of high quality in program
design and delivery are adhered to. As such, the School is gaining a reputation
of high academic excellence.

Being both a student of the Executive MBA program and the employee of
the NUGSB gives me a unique opportunity to “wear two hats” and to have a
prospective of both participant and the observer. | had a chance to observe an

experience of delivering a program as a customer and a representative of the



School at the same time. Therefore, this research is mainly focused on EMBA
program with an eye to impact the further increase of the NUGSB enroliment.

In view of the current context, the purpose of this thesis is to better
understand the discrepancies of enrollment with the indicative forecast of the
NUGSB and to explore what can be done to increase the number of executive
participants in the degree and non-degree programs. That is, once the causes of
low enrollment are clearly understood, alternatives to address this problem will
be generated from a specific set of recommendations and an implementation

plan offered.



2. Methodology and data collection

To address this research problem, selected literature, materials, concepts,
and tools drawn from various EMBA courses will be reviewed and applied to
conduct a comprehensive situational analysis. The EMBA courses of particular
relevance to this project are Marketing, Strategy, Strategic Marketing, and
Quantitative Tools for Managers.

Among secondary sources of data collected, information and key insights
drawn from a review of the relevant literature will be examined. A situational
analysis of the educational industry in Kazakhstan with respect to NUGSB’s
executive programs will be conducted. Application of selected tools including
PESTEL and Porter’s Five Forces framework will result in an understanding of
external environmental factors that may be contributing to the low enrollment
and can also be driving forces for change. Such an analysis should also result in
the identification of opportunities and threats in the educational industry about
which NUGSB should be aware. Program participants (past and present) will
also be surveyed to assess their satisfaction with executive program offerings
and to capture their suggestions regarding marketing and recruiting initiatives.
External environmental analysis can also result in the identification of Industry
Key Success Factors that business schools aspiring to leadership positions
should strive to address.

Similarly, selected tools can assist in the analysis of the internal

organization, including the value chain, to determine whether or not there are
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sufficient core competences to match Industry Key Success factors, which is
essential to achieve and sustain a competitive advantage. NUGSB archives,
including admissions data, and other internal NUGSB documents, such as the
Strategic and marketing plan, will be reviewed and analyzed.

Furthermore, an internal organizational analysis should result in
identification of strengths and weaknesses. Collectively, the output of an
external environmental analysis and an internal organizational analysis are input
for a SWOT table and a 3-C analytical summary. Opportunities and Threats
reside in the external environment and are based on a timeframe from the
present to the future, whereas strengths and weaknesses are a result of an
internal organizational analysis and are based on a timeframe from the past to
the present. Both contextual analyses should help explain why actual enrollment
in NUGSB’s executive programs falls short of expectations as the basis for

generating alternatives and specific recommendations to address this problem.
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3. Situational analysis
3.1 Analyzing the External Environment.

PESTEL is a useful tool for examining the macro-environment to identify
forces driving change in the industry as well as opportunities and threats— in this
case, the educational industry. The illustration in Table 1 below summarizes
key observations about each of the PESTEL elements. It is evident that the
macro environment has strong impact on the educational industry; Political
factors are very positive given that the University is a beneficiary of strong
Government support, influence and investments. The reduction of commodity
prices and the devaluation of the local currency, which is now floating against
western currencies, raise concerns and affect recruitment initiatives as
prospective new international faculty members may be less willing to work in a
country with an unstable economic situation. Socio-cultural factors are positive
because of the population growth and increasing quality of life. However,
potential customers are inclined to pursue scholarships like Bolashak which
enables them to study abroad and gain international experience, rather than
studying at Nazarbayev University and also, there are increasing numbers of
Kazakhs leaving the country — the so-called brain drain that is attributable to the
unstable economy. Nazarbayev University has an autonomous status and
academic freedom. However, this fact does not diminish the level of

bureaucracy affecting new hiring of both faculty and staff, approvals of budgets
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and other organizational issues that constrain growth and the ability to respond
quickly to environmental opportunities and threats

Table 1. Performed PESTEL analysis.

Political Economic Socio-cultural
Government grants and support Devaluation of kzt Importance  of  education in
Autonomy of NU Low commodity prices Kazakhstan
Brain drain Unemployment rate Population growth
Bureaucracy Crisis influencing the SME Increasing of the lifestyle level
development Employment patterns

Technological Environmental Legal
Positive impact of technology
advancements on a learning process No environmental impact Legal and bureaucracy
Impact of internet detected constraint
Good quality control

It is also important to understand the dynamics of the industry
environment as it also affects the realization of NUGSB’s strategic goals. To
this end, an application of Porter’s 5-Forces framework can yield insights
regarding industry dynamics as well as opportunities and threats. According to
the table 2, it is evident that nearly all of the forces are moderate to high in
magnitude, suggesting that competition in this industry is quite strong, and with
as many competitors as there are, buyers have considerable bargaining power. In
NUGSB?’s case, suppliers (visiting faculty who teach in executive programs)
also have high bargaining power (Figure 2) Though distance learning programs
may be a competitive threat due to low cost and flexibility, they are not a viable

substitute for face-to-face classroom instruction.




Supplier Power
High
Moderate to

Figure 3. Porter’s Five Forces Analysis

Table 2. Porter’s Five Forces Analysis
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Threat of
New
Entry

1.

Moderate

Competitive
rivalry
Moderate

Threat of
substitutio
n
Moderate
Low to
Moderate

Buyer Power
High
High

Force Rate Comments Recommendations
Threat of | Lowto EMBA program can be substituted by self- The positive word of
substitution: Moderate development options and/or distance learning mouth can bring new
EMBA and returning customers.
Low o . _ _ The variet)( of courses
Moderats Studying by oneself or postponing the option for | should be in tune with
Open-enrollment professional development for uncertain period of | the market requirements
programs time. and trends.
Competitive rivalry | Moderate Partnership with Fugua makes the competition International
with local Universities moderate. Although there | accreditation will bring a
EMBA are more affordable options, NUGSB has a high | Faculty quality and
reputation of academic excellence and few Reputation value given
competitors in EMBA market. Simultaneous that only few business
Open  enrollment | High translation provides higher range of customers. schools are accredited in
programs . - . Kazakhstan
Variety and similar prices
Threat of new | Moderate Large economies of scale. To avoid threat of new
entrants: High barriers for other Universities of entry | entrants the NUGSB
EMBA because of administrative operations, facilities, | shall focus on their
From administrative policies. High costs to launch | segment and position
Open  enrollment | moderate to | new Universities, high quality is needed for | itself as an unique
programs high similar programs. Strict conditions to be | program that gives its
accredited. customers new skills and
financial independence
Suppliers’ power: High Dependence on partner. The quality of programs | Visiting Faculty
EMBA depends entirely on Faculty. Complicated members would allow
Open enrollment Moderate to | procedure of hiring new Faculty more  flexibility and
high freedom
Buyer power High Our customers can be very price sensitive. More aggressive
EMBA Given that there are a lot of other suppliers, recruiting and marketing
customers may choose other programs if the campaign. Discounts and
Open enrollment High quality is not that important, and because of the | scholarships to loyal

lack of awareness about the NUGSB offerings
and MBA programs in particular.

customers




14

3.2 Analyzing the internal environment.

Competetive analysis. The market of MBA programs is relatively new to
Kazakhstan and is occupied by different universities (Appendix A). Tuition fees
for MBA Programs in Kazakhstan range from 1 500 000 kzt to 1 000 0000 tg.
(Appendix 1), but we will focus on KIMEP, KBTU, ALMA, and UIB because
they are the most recognizable institutions to offer similar programs and service
in Kazakhstan with a similar range of potential customers, tuition fees and
format. Key differences tend to be credentials of faculty, language of delivery,
and part-time format.

There is also a possibility to earn the degree abroad, either through a
distance learning program or studying full time in an international university.

The tuition fee for the NUGSB EMBA program is the highest in

Kazakhstan but the School offers different types of volume discounts.
(Appendix B)
Open enrollment programs. The market of Open Enrolment and training
programs is occupied by NU, Moscow Business School, Corporate Institute
“Samruk-Kazyna”, Ernst and Young. The trainings are also conducted by other
business organizations, not related to the market of Business Schools.

Costs of short term courses in Kazakhstan range from 20000 kzt per day
to 120000 kzt per day (appendix 3). Costs of open enrollment programs at the
NUGSB — 150000 per day with an attendance rate — about 100 participants

annually.
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Statistical data from the Ministry of National Economy is provided in

Table 3 (http://www.stat.gov.kz/). The upper class population is 887.66, whereas

we need to find the ways of reaching those potential customers. No information
is available regarding the level of education but these numbers are an incentive
to learn more about interests and needs of potential customers and ways of
reaching them.

Table 3. Statistical data

Main socio-economic indicators Data
Population (1.05.2016, thsd. person) 17 753,2
Rate of unemployment (September 2016, %, estimated data) 50

The average monthly wage assessment (September 2016, tenge, estimated data) 139 279
Upper class in Kazakhstan: 5%/ 887.66

NUGSB has a clear vision and mission, both of which seem to fit the demands,
constraints, and opportunities in the market relatively well. Its strategy is
Focused Differentiation, meaning that it competes by offering high quality, and
thus, higher-priced degree and non-degree programs to targeted market
segments.

Business processes illustrated in the NUGSB value chain in Figure 3 are
the following: marketing creates awareness and interest to MBA offerings,
admissions recruit and select the most qualified applicants, faculty members

ensure the academic quality, program managers and teaching assistants control


http://www.stat.gov.kz/
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the program delivery and program logistics. Career service assists in placing the

FTMBA graduates.
Research Prggram
Faculty
.. programs managers
Corporate hiring
Relations - Corporate
e Teaching Program Relations
Coaching Logistics
B2B sales Alumni
capacity \ outreach
) . . Program Career Alumni
Marketing |=*| Recruiting | =»| Admissions |=» _ — _ — )
Delivery Services services
Communications ]
Alumni
Website Program Quality follow-up
Social media Design control Impact assessment
Market ) L
Custom design Accreditations
Research .
/ co-creation

Figure 4. NUGSB value chain

The value chain (in figure 4 ) is configured to support the business level
strategy which again is focused differentiation, and the corporate level strategy
of growth, which in essence, is increasing the scope and scale of operations.
NUGSB’s value proposition of academic excellence depends on the quality of
people involved: Staff, faculty, students and academic associates (Teaching
assistants). However, given that NUGSB is a relatively young organization,
some elements of the value chain are more developed than others. Key strengths
are program design, admitting qualified students, program delivery, and
assisting those students in need to find jobs following program completion.
EMBA students are sponsored by their companies or are self-sponsored so it is

only the occasional EMBA student who has utilized NUGSB Career Services.
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Many other elements of the value chain are in an early stage of
development and pose challenges for NUGSB. Regulations regarding the
staffing plan and budget constraints affect the ability to hire staff when they are
needed, resulting in long delays in filling positions. Hiring faculty is a challenge
given the geographic location and the country’s economic circumstances, as
mentioned previously. There are many applicants to faculty positions but few
meet the qualifications (PhD from an accredited Business School, a record of
research publications or demonstrated research potential). There are questions
regarding the effectiveness of marketing efforts in reaching our targeted
audiences and clearly communicating program value propositions. The
Marketing department of the NUGSB is represented by a part-time director for
business development and a marketing manager. Therefore the School faces the
following challenges: lack of a sufficient marketing budget, insufficient number
of staff, there is no system in place to monitor competitors’ activities, and
NUGSB is not yet eligible to apply for Accreditation until three FTMBA cohorts
are graduated. The 3 C’s analysis in table 4 below provides more detailed

information about the NUGSB current situation.
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Table 4. Three C’s analysis

Company Competitors Customers
v Academic v Competitors - v Top managers of national,
excellence and quality of KIMEP, KBTU, ALMA multinational companies and
programs; and Narkhoz have more [entrepreneurs,
v Government affordable tuition fees and |v/ Age 30-55
support - investments flexible in terms of v Mostly based in Astana and
and autonomy. duration, schedule and |Almaty
v Strategic content. v Willing to obtain business
collaboration with [v/ Big variety of knowledge without interruption from
Fuqua School of educational programs. work.
Business; v The majority have v’ Some have no English skills
v Modern accreditations. v Come mostly from the word of
technologies; v Based in Almaty, mouth, HR and social media.
where the market is bigger |v/ Majority  obtain  companies
sponsorship
v Interested in expanding the
network

SWOT analysis in Table 5 is provided to summarize the output of external
environmental analyses as Opportunities and Threats as well as the output of
internal organizational analyses as strengths and weaknesses.

The objective is to capitalize on internal organizational strengths to pursue
external environmental opportunities and develop strategies to ward off threats
while addressing weaknesses. Key strengths indicated should be amplified and
become visible; weaknesses can be diminished by specific plans of actions
(more detailed description is provided in recommendations). External analysis
shows that Kazakhstan is undergoing significant changes and obstacles,
nevertheless, conditions for doing business in Kazakhstan are improving. The
macro-environment in the country is supported by removing administrative
barriers and processes simplifications and providing more favorable conditions

for doing business. The NUGSB can bring value in innovative, industrial and



19

entrepreneurial environment in Kazakhstan by creating a platform for business
people. The majority of entrepreneurship programs focus on preparing future
entrepreneurs (we can see it from the correlation of entrepreneurs on EMBA
programs). Therefore the school should strengthen its focus on current
entrepreneurs, those already facing the challenges of growing business,
increasing expertise and knowledge about Kazakhstan laws and regulations.

Table 5. SWOT analysis

STRENGTH WEAKNESSES
Government support - Insufficient NUGSB Faculty size
- High quality of programs and service - Inadequate research infrastructure
- Program design -
- High admissions standards High quality researchers may lack local expertise
- Corporate relation and skills to make the course understandable and
- High customer service interesting for participants
- Quality of the Faculty - Not accredited
- Autonomy of NU - Limited marketing budget

- Positive word of mouth - Bureaucracy in NU _

- Modern facilities and technology - L|m|teq numb_er_of |_nternat|onal_ students

- Alumni association is not organized

- Lack of awareness and low promoting impact

OPPORTUNITY THREATS

Demand for short, non-degree programs Unfavorable economic conditions

Demand for custom programs of companies - Low currency rate (negative impact on hiring
Dual degree programs with Duke a new faculty)

Demand for joint programs with other NU Schools
Ongoing demand for programs and research in
Entrepreneurship

Demand for different format programs (Part-Time,
Online)

- Increased competition in Astana

- Poor policy for inviting visiting professors

- High price sensitivity of customers and
willingness to find grants and more
affordable options
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4. Key findings: Analysis of Program Participants Data
Since the launch of the NUGSB Executive MBA program, 148 candidates
applied to the EMBA program. 101 applicants were enrolled and 8 students

deferred or withdrew (Figure 5-6).

M applied

B admitted

emba 2013 emba 2014 emba 2015 emba 2016

Figure 5. Data on EMBA admission number since year 2013.

‘ B admitted
H denied
. m deferred and

withdrawd

Figure 6. a)Percentages of admitted, deferred, denied students; b) Gender

distribution
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42.60%
34.70%

6.90% 8.90% 6.90%
CEO and deputy Director of Chief accountants Enterpreneurs  Chief managers and
departments and Financial head of sections

directors

Figure 7. Positions of admitted candidates for years 2013-2016

Executives and senior managers are a strategically important stakeholder
group. It is believed that they not only are key decision-makers in public and
private sector companies, they also influence, if not control, resource allocation
decisions, such as deciding which of their staff they will send to what programs
for management development. Students and graduates are represented with high
level positions (figure 7); therefore, they are the focal point of this study and
were surveyed to query them about their satisfaction with the program and other
relevant issues of concern.

The survey questions were designed to learn about what they liked and
disliked about the EMBA program and the developmental needs of Executives
in open-enrollment courses so that the program portfolio could be broadened

accordingly.

The limitations of this survey are that it was taken by both students and
graduates, therefore, some questions like the overall quality, content and the

Duke residency couldn’t be answered by EMBA 2016-2018 students, given that
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they just joined the program. It was conducted in Russian language for critical

value.

The aggregated survey results (Appendix B) showed that 37% out 50
respondents - are decision makers and 45% of the respondents’ opinions are
considered during the decision making process about professional development
In their companies.

The survey was completed by 50 students out of 93 current students and
graduates with 50% respondent rate. The survey was conducted anonymously to
encourage the respondents to be honest and reliable. A summary of demographic
data follows:

e Age — 35.9 years (range between 30 to 55);

e As evident in the graph 4 the majority (77.3%) of participants occupy
positions of director levels or higher;

o 35% of participants are female;

e Average years of work experience — 12.4 years.

It’s important to understand that other than entrepreneurs, participants are
sponsored by their companies. Entrepreneurs are self-sponsored and discounts
(referred to as scholarships) offered range from 25% to 35%. To help build its
infrastructure and improve managerial skills of their employees, Nazarbaev
University provides full coverage of tuition and most other expenses. Twenty-

nine percent of all participants are NU employees.
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48% of the respondents (Appendix B) learned about the program from
word of mouth. 18% from social media and the rest is almost evenly divided
among the information sessions, HR of their companies and the other sources
(not specified). It means that word of mouth should be strengthened by building

a strong relationship with the NUGSB.

“How likely are you to recommend the EMBA program to a
friend or colleague?”
Detractors 4, 8%

Passives, 13,
27%

Promoters31,
65%

Figure 8.1.Survey results

In analyzing responds to the question: “Would you recommend the program to
your friends/colleagues/relatives?” | applied the Net Promoter Score metrics
which measures the company effectiveness.

Net Promoter Score (NPS) = % Promoters - % Detractors = 54% NPS

Detractors 4 9%
Passives 13 28%
Promoters 29 63%

2 http://www.medallia.com/program-types/
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O 1 2 3 4 5 6 9 10

@ Not likely to Recommend Extremely likely to Recommend @&

NPS=%@® - %D

The creator of NPS Fred Reichheld states that promoters can become a
marketing department and help companies to conserve their marketing budgets.
(see figure 8.1 ) His research shows that this score has a strong positive
relationship with a firm’s three year growth rate. Information sessions, HR of
companies, NUGSB mailing have 10-13% rate. The majority, 33,27% of the
respondents learn about business events from social media, 30.25% from word
of mouth and 29,24% - from emails. However, the figure 8.2 shows that social
media had zero impact on the reapondents to the question: “How did you learn
about the NUGSB programs?” Therefore, the visibility in social network should

be increased.

How do you learn about business events?

Leaflets,
magazines,
Other 1, 1% newspapers, 6,
TV and radio7, 6%
Search engines, 9, 5% °

8% \
’ Ads and leaflets
P ,3,2%
Company HR, 2,
2%
Emails, 29, 24%

Colleagues, 17,
14%

Social network
,33,27%

Friends/relatives
13,11%
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Figure 8.2. Survey results

How did you learn about the NUGSB programs?

~ Other, 7,
13%

The NUGSB
mailing, 5, 10%

™~

Social media 0,
0% Friends/collegues,
25, 48%
HR of companies,
6, 12%

Info sessions, 9,
17%

Figure 8.3. Survey results

Only 8,15% of respondents attended the NUGSB open enrollment programs:

Have you attended the NUGSB open enrollment
programs?

Yes, 8, 15%

No, 44, 85%

Figure 8.4. Survey results

The summary of open-ended question shows the overall positive picture:
the respondents are satisfied with the level of service, technical facilities, and the
content of courses. However, there are a small percentage of students and

graduates who recommend the School to improve quality of teaching, the
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service and find the need to stay in the hotel questionable. Some customers
advise to eliminate the thesis project and ask to reconsider the schedule of
program, stating that 20 months period is too long. Since the overall level of
satisfaction is high, indications are that external factors play a more dominant
role than participant satisfaction (or dissatisfaction) in explaining low

enroliment in the NUGSB programs.
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5. Recommendations

The key findings resulting from the extensive analyses above suggest the
following recommendations.

The strengths and opportunities summarized in the SWOT table can be
exploited by engaging in research relevant to Kazakhstan and producing
teaching case studies based on Kazakh organizations, engaging with business
organizations through executive programs, company-sponsored research
projects, organization of events, sponsored chairs, corporate visits, and guest
speakers. A variety of educational programs should be developed in tune with the
market needs based on intensive market analysis.

Branding doesn’t only allow your target market to choose your company
over the competitor’s, but it also helps in getting your prospects to see you as the
only company that provides a total solution to the consumer’s problem (Kotler
& Ketler, 2009). The NUGSB brand needs to be associated with a modern
approach reflected by innovative ideas and the investment that brings financial
independence and bright careers to its customers. A good motto, logo and other
brand attributes should be created and every process and action should be
attributed to the School’s vision and mission. Branding is particularly important
in helping to position a product in the minds of the product’s target market and
communication of clear value propositions. Increasing word of mouth will

further promote the NUGSB programs, resulting in a higher number of
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applicants.  Visibility will also be achieved through presence in the media,
professional and academic publications and international conferences.

A good, user-friendly website with immediate follow up information is an
essential key success factor. The School should use modern technologies by
installing an automated call center and email generators to be able to timely
respond to phone calls, emails and official letters.

Price is an important aspect of positioning. The NUGSB occupies the
niche of high quality educational programs for business people, therefore, the
tuition fee signals higher quality compared to competitors in Kazakhstan whose
prices are considerably lower.

Fees for MBA courses are typically well above the norm for postgraduate
taught courses. This is partly because they are expensive to run and partly
because they have been expected to make a contribution to other activities
within the providing institutions. According to Bock et al. (2014 ) ”low fees may
denote low quality to some applicants. Academics need to work harder to find
the right balance between user and supplier specification.” (Does branding
Impact student recruitment: a critical evaluation, D.E.Bock et al). The NUGSB
should identify ways to provide discounts and scholarships, possibly through
mutually beneficial relationships with national and multinational companies.

Accreditation from AACSB, AMBA and EQUIS will give the school a
mark of high reputation, quality and well recognized standards. All of the above

can attract local and foreign students and increase the international exposure.
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The third cohort of the NUGSB MBA students will graduate in June, 2017;
therefore, the school should start preparations for applying for accreditation.

Network: The benefit of having a network is very important and is one of
the reasons why the NUGSB Alumni Association should be carefully
constructed. Since the graduates of the Program will eventually leave the
School at some point of time, the School’s goal is to establish a solid
relationship with its Alumni. Much work needs to be done as the current alumni
are not active or engaged.

Alumni reunions will serve as a tool to rejuvenating the relationship,
ensuring that graduates will continue learning process by regular knowledge
sharing, brainstorming and co-creation efforts. To date, NUGBS has organized
only one alumni reunion with about 30% of the alumni attending.

The NUGSB should make it difficult for alumni to walk away from a
relationship with the school. The value propositions must be clear and
compelling to induce alumni to become engaged in various activities.
Unfortunately, the culture of alumni is not well developed in Kazakhstan,
therefore, the School should develop a program and a calendar of events
dedicated to different topics and goals. It should be positioned as a “By
Invitation only” organization that can serve as a platform for entrepreneurs,
business people, academics and students to network and form the relationships
necessary to grow startup companies in Kazakhstan and share best practices.

Nazarbayev University can create a policy to have lifelong access to the library,
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NU email and other NU facilities. It’s crucial to achieve and sustain Alumni
interest as they can play a critical role in many ways to assist NUGSB in
realizing its mission and vision.

Social media marketing is also a very good tool as we see from the
survey results that customers learn about business related events from social
media and emails. Positive testimonies and the School’s forum can be a good
way to send a strong message to potential applicants. Motivational videos, and
personal stories of students on their blogs can emotionally connect with our
target audience. Attracting a popular blogger/celebrity to the programs through
provision of a discount or other benefits could generate more leads to the

program.
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6. Implementation plan

Table 6. Actions to be taken in 2016-2020 years.

Task Stakeholders Action Process owner Timeframe
Accreditation Graduates, Initiating the | Dean of the | 2017-2018
from AACSB, AMBA | academic quality of the | process and
and EQUIS NUGSB processes organizing the | NUGSB
paperwork
Faculty hiring Management Find Dean, On-going
of the  University, | recruiting  agencies | Associate Dean
agencies and networks
Activating the Students, Organize Director/S | 2016-2017
Alumni Association graduates and staff different  activities, | enior manager for
procedures and | Alumni relationship
reunions
Increasing Students, Executive Hiring 2016-
visibility in  social | graduates and staff director, HR manager | additional 2017
network marketing manager
with special skills
Internationaliz Potential Attending Executive | 2016-2020
ation applicants, students and | international fairs and | director,  director
staff conference, hiring | for business
agents in countries | development,
with complicated | marketing and
access to  social | admissions
media, for instance | managers
in China and India
Improving IT Management Improving NULITS, On-going
implementations and | of the University, Staff | the website design, | relevant NUGSB
developments online interaction | managers
with interested
candidates, call

center, portal...
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7. Conclusions

The purpose of this thesis was to investigate the reasons for the problem of
low enrollment in NUGSB’s executive programs and try to identify the internal
and external factors that could explain the poor results. It is clear that both
external environmental and internal organizational factors warrant attention. The
executive programs are of particular importance due to their prominence in our
portfolio and the potential impact on other programs.
The analyses and findings point to the importance of the whole NUGSB eco-
system — an interconnected web of relationships between NUGSB leadership,
faculty, staff, program participants, alumni, and companies. What can be done to
embrace the importance of education to leverage key stakeholders and influence
both internal and external factors? Several recommendations were offered,
some of which are relatively low cost. In closing, to capitalize on the potential
benefit of “small wins”, | would like to suggest a prioritization of the following:
v' Leverage the strengths and address the weaknesses that were identified in
the value chain through which functional-level strategies are
implemented, including the Marketing strategy

v Expand the ‘“catchment area” outside of Kazakhstan by aggressive
campaigns to recruit applicants from foreign markets, particularly in the
CIS region, India and China;

v" Provide inducements to increase word of mouth from alumni and current
program participants to strengthen the synergy between programs.

v' Escalate the life time value of customers by communicating the value
proposition of a mutually beneficial relationship.

v' Carefully develop organizational processes in the NUGSB.

Hopefully, the implementation of these suggested ideas will yield positive

results and help move NUGSB forward.
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5. Appendices.

Appendix A. Executive MBA Tuition Fees in Kazakhstan

1 Astana school of SBS Swiss Business School.
management and
business(ASMB), r.Astana MBA 6 042 400 tg
Executive MBA 7 503 200 tg
Global MBA program 3021200 tg
2 KIMEP University, Almaty c. | Executive MBA 2900 000 tg
3 University of International EMBA in partnership with International 2 030000 tg
Business), Almaty c. School of Business SolBridge, South
Korea,;
4 International business school, | Executive MBA Recidency in UK 2 000 000 tg/year
(Ka33V mm. T. PrickynoBa)
Narkhoz
5 Geneva Business School, Geneva Business School B 10 238 880 tg
Almaty c.
7 Almau, Almaty c. Executive MBA 2 450 000tr - 12 m.
MBA strategic management 3850 000 tr — 24m/
8 Kazakh University of Executive MBA — nporpamma 1 750 000
Economics and Finance pa3paboTaHa CreranbHO st
based on Ryskulov’s PYKOBOIUTEINECH KOMIAHUH ¥ MEHEIKEPOB
Business School BBICIIETO 3BEHA YIPABIICHHUSL.
9 Astana business school Executive MBA Strategy (Moscow) 2 800 000 tg
(Kazakh Law University), Executive MBA Entrepreneurship ( c.
Astana Latvia) optional Part-Time 1 500 000 tg
10 KBTU,Almaty c. MBA (oil and gas optional) 1750 000 tg
3000 000 tg
11 PFCA, National Bank, Executive MBA with concentration in 3000 060 tg

Almaty c.

finance (HEC, France, Paris)

Costs of open-enrollment programs in Kazakhstan
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Costs of open-enrollment programs in Kazakhstan

Name of the
No. | School Location Program Cost KZT* | Duration | Language | Comments
1 Almaty,
Atyrau, . - . . .
Astana Broad list of training sessions aimed to Gas & Oil
IKBTU Finince and Managment 180 000 2-3 days | Russian sector
2 EY Bussiness | Almaty, Discounts are availiable: early bookings(30%
Academy Astana Trainings in Finance, Audit, discount), installment payings(50%), group
Investment, Risk Management, discounts(5%),
Bussiness Couching, Project
Management, MBTI ect. 230 000 2 days Russian
ACCA, CFO, CFA, CIA, PMP 720 000 9 days Russian CFA is taugh in English remotely(webinars)
Mini MBA 405 900 5 days Russian
3 Moscow Almaty Taxes, Audit 103 600 3 days Russian Discounts are availiable: early bookings(30%
Business discount), installment payings(50%), group
School discounts(10%),
Businees Taxes, Audit, Risk Management,
Academy " Logistics, Finance,Marketing, Sales
4 Isker" Astana Management, IFRS 40 000 2 days Russian Broad list of training sessions
Academy of Almaty
Business mostly, Budget Management, Sales,HR
5 Education Astana Management, 80 000 2 days Russian
Budget Management,
RFCA Sales,HR,Finance, Strategic and Risk
6 Academy Almaty Management, 80 000 2-3 days | Russian
CFA 620 000 English
International
Bussiness Almaty, Managemnet, Finance, Economics,
7 Academy Astana Controlling 124 000 2 days Russian
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Bureau Veritas Energy, Risk, Asset,It security, and
8 Kazakhstan Almaty Quality Management, Railway Idustry | 120 000 2-3 days | Russian
Trainings in Finance,Audit,
Investment, Risk Management,
Almaty, Bussiness Couching, Project
9 PWHouse Astana Management, MBTI 170 000 2 days Russian
CPA, ACCA, CFA, CISA, CIAHR
KIMEP
10 | University Almaty PRM( Risk Management) 100 000 4 days English 4 exams (good informative site)
from 500
ADIT (taxation) 000 24 days English 3 courses
4 corcese for specialization FIBAA certificate
Trainings in Finance,Audit, ect 86 700 3 days Russian corporate trainings 1080 000
Mini MBA 1040 400 36 days Russian FIBAA certificate
Caspian
11 | University Almaty only corporate trainigns
12 | SDhU Almaty ACCA for students
Amaty
Management 60 000 - 80
13 | University Almaty Financial analysis 000 2 days Russian Variety of programs (Finance, HR, Budget)



http://www.kimep.kz/eec/ru/professional-development/risk-project-management-certificate/
http://www.kimep.kz/eec/files/2015/10/Certificate-FIBAA.pdf
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Appendix C Survey results
Default Report, EMBA 2015-2016
Executive Education Survey Peers
October 28th 2016, 6:39 am MDT
3 - Kak BbI y3naau o nmporpammax Beicineii mkoJinl 0n3neca Hazap6aeB YuusBepcurera?

Answer % Count
3unakomsbie/[{py3bs/Komneru 45.00% 9
WudopmaumonHble ceccun, BeOCanT 10.00% 2
Otaen kaapoB Bareit opranuzanuu 10.00% 2
DeitcOyk 0.00% 0
Linkedin 0.00% 0
Paccouika BILB 15.00% 3
Hpyroe 20.00% 4
Total 100% 20

6-1. IlopexomengoBaau au 661 mporpammy EMBA Bammum kosaneram/apy3ssim/3nakombiM? ot 1-10, rae 1-uu B KoeM ciry4ae, 5-He 3Ha10, 10-HeCOMHEHHO.

Answer % Count
1 0.00% 0
2 5.00% 1
3 0.00% 0

4 0.00% 0
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5 0.00% 0
6 0.00% 0
7 5.00% 1
8 40.00% 8
9 5.00% 1
10 45.00% 9
Total 100% 20

7 - KakuMm o6pa3om Brl y3HaeTe 0 KaKHX-JI1100 MepONPHUATHSIX, CEMHHAPAX, 1eJ0BbIX co0bITHSAX B Ka3axcrane?

Answer % Count
[leuaTtHble M3MaHUA 20.00% 4
Pamno u TB 15.00% 3
PekiiamHbIe pa3aToYHbIe MaTepUaIbI 10.00% 2
Otnen kaapos Komnauuu 5.00% 1
Komnerw/corpynaukn 35.00% 7
ConmanpHBIE CETH 70.00% 14
Jpy3bsi/pOACTBCHHUKA 20.00% 4
Email paccbuika 55.00% 11
[TouckoBbIe CUCTEMBI 20.00% 4
Hpyroe (ykaxure) 0.00% 0

Total 100% 20
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8 - IIpunumasam iu Bel yuacTne Ha KPaTKOCPOYHBIX CeMHUHAPaX, MPOBOAUMBIX B Boicuieil mkose 6usHeca? Ecian 1a, ykamure, MOKaIyiicTa, HA KAKHX.

Answer % Count
Ja 21.74% 5
Her 78.26% 18

23
Total 100%

OOyuenue npeanpuHUMaTesel B pamMkax Jlopoxnoit kaptel 6usHeca-2020; [Iporpamma npennpunnmarenscta B pamkax JIKB-2020
9-1. Omuenure, noxainyiicra, kparkocpounoie cemunapsl BIIB 1-10, rae 1-nmioxo, 5-cpeane, 10-npeBocxomaHo.

Answer % Count
1 0.00% 0
2 20.00% 1
3 0.00% 0
4 0.00% 0
5 0.00% 0
6 20.00% 1
7 0.00% 0
8 0.00% 0
9 60.00% 3
10 0.00% 0

Total 100% 5
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10 - Kakmue y Bac ectb npemio:kenust mo yjaydmenuio cemunapo BIIB? (Bpemsi, [IUTeIbHOCTD, si3bIK 00y4eHus, IITIC)

Kakue y Bac ects npeanoxenus no ynydmenuto cemuaapos BIIIB? (Bpewms, anurensHo...

1
Kpartkocpounslii ceMrHap NpOBEACH HAa XOPOLIEM YPOBHE

CEMHHAap NpouIci yCriecurHo

11 - Yro Bsl oskuaaere oT KPATKOCPOYHBIX CEMHUHAPOB?

Answer % Count
Bo3MmoHOCTH BHECTH BKJIa]] B pa3BuTHE Baieit koMmnanuu 40.00% 2
Bam muaHOCTHBIN pocT 40.00% 2
MeTox MoompeHus: COTPYIHUKA 0.00% 0
JIgHOCTHEIHN U PO ECCHOHATBHBIA POCT 0.00% 0
VYI1y4muTh MHBECTUIIMOHHBIN KIIMMAT CTPAHbI 0.00% 0
Hpyroe 20.00% 1
Total 100% 5

12 - UnTepecno ju Bam yyacrne Ha kypcax nosbimenust kpaianpukaunu? Kakue u3 nepeuncjieHHbIX HHKe CEMHUHAPOB BbI XoTesn ObI moceTuTh?

Answer % Count
OCHOBHI (PWHAHCOB TSI MEHEIKEPOB 18.18% 4
®uHaHCOBas OlLleHKa OM3HEC MPOEKTOB 22.73% 5

Jlupepsl npeanpuHUMAaTENbCTBA U MHHOBaLuil B Kazaxcrane 18.18% 4



YnpaBieHre U3MEHEHUSIMU

KiroueBble HaBBIKH JHEpa

HaBeixu 3¢ (eKTHBHOTO HACTABHIMYECTBA
YipasieHue puckamu

®duHaHCH U1 HE (PUHAHCHUCTOB
MNucrpyments! uiga HR menexepa
VYipasieHue npoeKTaMu

Apyroe

Total
12 7 _TEXT - Ipyroe

Apyroe

KopnoparuBHble ¢pruHaHCH; BHYTpeHHUI KOHTPOIIb

yIIPaBJICHUE IEPCOHATIOM

Yr{paBneHne N3MCHCHUAMU

13 - Ilpuaumaere Ju Bbl pemieHne o HanpaB/jieHUH Bamux coTpyIHHKOB Ha KypChl NOBBINIeHNsT KBaJTHpuKanumn?

Answer

Ha

Moe mHeHHne YUYHUTBIBACTCA IIPU HAIIPABJICHUN COTPYAHUKOB Ha o6yquHe

Her

Total
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%

34.78%
47.83%
17.39%

100%

Count

11

23

40.91%

27.27%

13.64%

36.36%

13.64%

22.73%

45.45%

18.18%

100%

10

22
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14 - Odyyaauch Ju COTPYAHUKHU Bameii oprann3zanum Ha ceMUHapaXxX APYruX KOMIaHMii?

Answer % Count
Ha 77.27% 17
Her 22.73% 5
Total 100% 22

ynpasnenue puckamu, MCOO, Jluaepctro, CCII
OOyueHre METO[aM PYKOHOMHUYCCKOTO aHaJIk3a, KOPIIOPATUBHOTO Pa3BUTHS
B pamkax ®onga CK

15 - Kakue kpuTepuu A5 Bac BasKHbI pH BbIGOPe KypPcoB MOBBIIIeHHS KBadupukanun. (Ctoumocthb, MecToHaxoxknenne, [ITIC, 1uTeJbHOCTD, I3bIK 00y4YeHHUs,
HHbIe KPUTEPUH)

CeMHHaphl KAKUX OpraHU3aliil SABIAIOTCS aabTepHATUBOM npeanoxenusm BIIB? [Touemy?

CTOMMOCTH M MECTOHAX0)KICHHE

Array

MIIC

Bcee

['aBHBIA KPUTEPHIA - COOTHOLICHHE LICHA U KaYeCTBO; IIPH BBIOOPE BaXKHO GJIM30CTH K MECTY PabOTHI, I3bIK O0YUYCHHS, aBTOPUTET y4eOHOU OpraHu3aluu
MIIC, s1381K 00yUeHHS

CoOTHOIICHNE BBILICyKa3aHHBIX IIapaMeTPOB

Croumocts, ITIC

CTOMMOCTb, MECTOHAXOXJICHUE, 3bIK 00yUIEHUsI

CTOUMOCTD
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CTouMoOCTh, U JUIUTEIBHOCTD

All

Bce BrimenepeuncieHHoe

Bce 03ByueHHbIE KpUTEPUHT

OnbIT KOMIIAaHUY B IPOBEICHUU KypCOB UMEHHO 3TON TEMaTHKHU
Ka4€CTBO IpCriogaBaHus

Jlextop u conepxanue

MI1C

CTouMOCTh ¥ NIPEToIaBaTeIN

22

Bomnpoc cnumxom npsamoit. MoskeT Jydiiie clipocuTh Kakue Kpurepuu 11 Bac BakHBI IpH BEIOOpE CEMUHAPOB, U3 YET0 MOXKHO CAEIAaTh BBIBOA O TOM. UYTO BaXKHO I KIHEHTa

Q19 - Kakyro u3 HIKeyKa3aHHbBIX onnuii Bel mpeanouTere npu oTnpaBKe COTPYAHUKOB HA MOBBINIeHHE KBATUpUKanu?

Answer % Count
Hazapbaer YHuBepcuter 80.95% 17
KUMDII 9.52% 2
Ernst&Young 38.10% 8
ALMA 9.52% 2
Kypcsl, npoBoayMble B APYruX CTpaHax 38.10% 8

Hpyroe 33.33% 7
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Total 100%

Q21 - Ouenure, mokaayicra, ciaenywuue kputepuu nporpammbl EMBA ot 1-10, rae 1-miioxo, 5-cpeane, 10-npeBocxoaHo.
Question 1 2 3 4 5 6 7 8 9 10

JnmurenbHOCTH
HPOTpaMMBbI
IIpocdeccopcko-
IpenoaBaTeIbCKHi 0.00% 0 0.00% O 000% O 000% O 556% 1 556% 1 27.78% 5 27.78% 5 16.67% 3 16.67%
cocTaB

BosmoxHOCTB
npumeHenus nonyuyenusix  0.00% 0 0.00% O 0.00% O 556% 1 556% 1 16.67% 3 11.11% 2 16.67% 3 11.11% 2 33.33%

3HAHWUM HA IIPAKTUKE

Pesunenuus B JIptoke 0.00% 0 0.00% O 0.00 0 000% O 11.11% 2 556% 1 16.67% 3 11.11% 2 556% 1 50.00%

0.00% 0 0.00% O 556% 1 556% 1 556% 1 556% 1 556% 1 27.78% 5 11.11% 2 33.33%

CopneprkaHue pOTrpaMMEbL

(coctaB u rmyomuna oxgara 0.00% 0 0.00% O 000% O 0.00% O 11.11% 2 556% 1 11.11% 2 2222% 4 16.67% 3 33.33%
MIPEeIMETOB)
CooTtHomIeHNE
1IeHa/Ka4yeCcTBO
Heo0OxomnmocTts
MPO’KUBAHUSI B TOCTHHUIIE

0.00% 0 0.00% 0 0.00% O 0.00% 0 2222% 4 556% 1 16.67% 3 16.67% 3 11.11% 2 27.78%

0.00% 0 0.00% 0 556% 1 000% O 000% O 000% O 0.00% O 556% 1 2222% 4 66.67%

Q24 - Ouenure, MoxKaIyicTa, coepKaHue MPOrpaMMBbI

Question 1 2 3 4 5 6 7 8 9 10

CocraB npeaMeToB 0.00% 0 0.00% 0 0.00% O 0.00% O 0.000 0 0.00% O 11.11% 2 3333% 6 1667% 3 38.89%

I'mybuna oxBara npegmeroB  0.00% 0 0.00% O 0.00% 0 0.00% 0 11.11% 2 0.00% O 27.78% 5 2222% 4 16.67% 3 22.22%

Q20 - Yto Bbl 0:xu1aeTe OT KPATKOCPOYHBIX CEMHHAPOB?

Answer %

Bo3MmoHOCTh BHECTH BKJIa]] B pa3BuTHE Bameii komnanuu 42.86%

12

21

Total

18

18

18

18

18

18

18

Total

18

18

Count
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MeTo1 MOOIIPEeHUs COTPYIHUKA 0.00%
JIMYHOCTHBIH U MTPOQeCcCHOHATIBHBIA POCT 57.14%
Hpyroe 0.00%
Total 100%

5 - Kakue Bbl MoskeTe 1aTh peKOMeHJAlUM M0 Yaydliennio nporpammsl EMBA?

Kak Mb1 MOkeM yrmyumnTh nporpammy EMBA? Jlaiite, noxanyiicta, Bamu pexkomeHnanuu

[TpaBubHEIM BEIOOP MPEMOAaBATEILCKOTO cocTaBa. B uactHocTu npenoaasatencii HY. Hanpumep: Crparterusi, Managirial Economics

more practical approach

Pesnpennuio B JIploke MOXKHO OBLIO IPOBECTH I/I€ YTOMHO YUHUTHIBAs YTO HE OBUIO MpaKTHUYECKU cBsA3K ¢ DbloKya. MOKHO COKpPAaTHTh IPOrpaMMy, IIPOBOJIS SK3aMEH B
CJIeYIONTyI0 cy00O0TY 1mociie 3aHATHH M NCKIIIOYUTh HEKOTOPBIE IIPEIMETHI MITH CAEIaTh OOJBIIIE IIPEIMETOBHA BEIOOP, YTOOBI MOKHO OBLIO C(OKYCHPOBATHCS HA TOM, UTO
Tebe nHTepecHo. Juccepranuio cuntato JumHed. [IpoekT no npeanpuHIMaTeabCTBY MOT Obl 3aMEHHTH 3alIHTY.

1) IIpoxxnBaHKe B OTENE CYUTAIO HELIENECOO0Pa3HBIM (TPYIIIOBEIE PAOOTEI MOXHO OBLIO BHIOIHATH B TEUEHHE PE3UICHIINH 33 CUCT YBEIWICHHS MPOJAOJDKATEIHHOCTH
pe3uneHmy Ha 1 1eHp); 2) pesuaeHnys B [Iploke B TOM BUJIe, YTO ObUIa Y HAac, HE JiaBajia MOTPYKEHUs B cpey 00yueHHs 1Koibl OusHeca Pykya (MpoKMBaHUE B OTENE U
MIpOBE/IEHNE TaM e 00ydeHHs); 3) mepephIBBl MEXKAY IIPEIMETaMU MOYKHO COKPATHTD (CIUIIKOM OOJIBIINE TEPEPHIBHI)

IpH [TpreMe BHUMaHKE 00paliaTh Ha ONbIT paboThl HA PYKOBOISIINX JTOJDKHOCTSX
Her npennoxenuit

[IpoBoanTh 00yUEeHHE OJHOTO MPEAMETa HE TIPEPHIBAsL, T.€. B TEUCHUH OJHOW HEJEIIH.
IlepeBox MaTepHaIoB Ha PYyCCKUH SI3BIK - YIYYIIHTh Ka4eCTBO

6osblIie yuacTHs MPUTJIAIIEHHBIX JIEKTOPOB C APYTUX BEAYIIUX YHUBEPCUTETOB
[Nono6parts kelicsl Oonee agantuposaHHbie Ha peanun CHI®

English only

Pesunennuio B J[proke ObUTO OBI JTydIlle OPTraHU30BATh Ha JIETHEE BPEMs
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Bounbie npodeccopos ¢ Jlptoka 1 Oojiee ueTKoe cosiepkaHue

CoKpaTuTh JUIMTEILHOCTH IPOrPAMMBI, YUECTh CHCIM(DUKY Ka3aXCTAHCKHUX YCIIOBHI OM3HECA, COKPATUTH KOJIMYECTBO TCOPETUICCKUX a30B B Kypcax
VIIy4IINTE TIEPEBOI, YTOOBI MIPETIOIaBaTeNN He TOIBKO 3HAIM IIPEIMET HO U YMENH JOHECTH €T0 10 CTYICHTOB.

YOpaTh HepeneBaHTHBIE KYPCHl H YCHIINTH IPETOAaBaTeNIei 10 HEKOTOPEIM KypcaMm

Bce ycrpauBaer

I'ny06oxe MOAXOIUTH K BRIOOPY MperofaBaTescii

CoKpaTuTh CPOK MPOTrpaMMBbl, HE00A3aTEIBHOCTh IPOKUBAHUS B OTEJIE, MOXKHO OOJIbILE aBaTh MPAKTHYECKHUX 3aHATHUI BO BpEMs PE3UICHIIN, MOXKHO JaXe CIeN1aTh
PE3UACHIMHU 110 3 JHS, IK3aMCH MOXKHO IPOBOJIMTE Cpa3y Ha cienyroineii neaene. PE3uaenius B Jlproke 1o/mkHA ObITh Oosee TecHoi co [lIkomoit Ouszneca dykya
(coBMeCTHBIE MEPONIPHUATUH, KYpCHI U T.1.)

[TpaBubHEIH BEIOOP MPEMOAaBATEILCKOTO cocTaBa. B uactHocTu npenoaasatencii HY. Hanpumep: Crparterusi, Managirial Economics

more practical approach

Pesnpennuio B JIploke MOXKHO OBLIO IPOBECTH I/I€ YTOMHO YUIHUTHIBAs YTO HE OBLIO MPAKTHUECKH CBSI3H ¢ PbroKya. MOXKHO COKPATHTh MPOTPaMMy, IIPOBOS HK3aMEH B
CJIeYIONTYI0 cy00O0TY 1mociie 3aHATHH M NCKIIIOYNTH HEKOTOPBIE IIPEIMETHI MITH CAEIaTh OOJBIIIE IPEIMETOBHA BEIOOD, YTOOBI MOKHO OBLIO C(OKYCHPOBATHCS HA TOM, UTO
TeOe nHTEepecHO. JluccepTaliio CUNTat0 JIMIIHEH. [IpoeKT Mo MpeInpHHNMATENBCTBY MOT OBl 3aMEHHTH 3aLIHTY.

1) IIpoxxnBaHue B OTEINE CYUTAIO HELIEIECO00pa3HBIM (TPYIIOBEIE PAOOTHI MOXHO OBLIO BHIOIHATH B TEUEHHE PE3UICHIINH 33 CUET YBEIMYECHHS NPOJAOJDKATEIHHOCTH
pe3uneHmy Ha 1 eHp); 2) pesnaeHnys B [Iploke B TOM BUje, 4TO ObUIA Y HAC, HE JAaBaa MOTPYKeHHS B Cpeay oOydeHus mkonbl Onsneca @ykya (MpoKMBaHUE B OTEIE U
NpOBECHUE TaM ke 00ydeHus); 3) mepepbIBbl MEXKAY MIPEAMETAMH MOXKHO COKPATUTh (CIMIIKOM OOJBIINE NEPEPHIBEI)

IpH [TpYeMe BHUMaHKe 00paInaTh Ha OIBIT pabOThI HA PYKOBOISIIUX JTOJDKHOCTIX
Her npennoxenuit

IIpoBonuTs 0OyUeHHE OHOTO MpEAMETa He IPEPhIBasi, T.€. B TECUCHUH OJAHOHN HEleH.
IlepeBox MaTepHaoB Ha PYyCCKUH SI3BIK - YIYYIIHTh KA4eCTBO

GoJiblIIe yuacTus MPUTIIALIEHHBIX JIEKTOPOB C IPYTUX BEAYIINX YHUBEPCHTETOB
[Mono6parts kelicsl Oonee anantuposaHHbie Ha peanun CHI®

English only
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Pesnpennuto B JIptoke ObIIO OBI JTydllle OpraHM30BaTh Ha JIETHEE BPeMsl

Bonbure npodeccopos ¢ [iptoka u Gonee 4eTKoe CoAeprKaHue

CoKpaTuTh AIUTENFHOCTD IPOTPAaMMBI, YIECTh CIIeIU(UKyY Ka3aXCTAaHCKHUX YCIOBHI OM3HECa, COKPATUTh KOMHIECTBO TEOPETHUECKHUX a30B B Kypcax
YIYYIIUTh IEPEBO, YTOOBI IPETIOJABATENHN HE TOIBKO 3HAIH IPEIMET HO U YMEIH JOHECTH €TO A0 CTYACHTOB.

YOparh HepesieBaHTHBIE KypChl H YCHIIUTH IIPENojaBaTelieil Mo HeKOTOPBIM Kypcam

Bce ycrpausaer

I'my6sxe moX0AUTh K BRIOOPY MpernoaaBaTeeit

COKpaTuTh CPOK MPOTPAMMBI, HEOOS3aTEIIEHOCTh POKUBAHHS B OTEJIE, MOYKHO OOJIBIIE TaBaTh MPAKTUICCKUX 3aHATHI BO BpeMs pE3UICHITNM, MOXKHO JTaXKe CIIEIaTh
pe3umeHIrH 1o 3 JHS, 9K3aMEeH MOYKHO IIPOBOAMTE Cpa3y Ha cienyromeit Heaene. PEsnnennns B J[proke gomkHa ObITH Oomee TecHOI co IlIkomoit 6m3neca @ykya
(coBMeCTHBIE MEPONIPHUATUH, KYpCHI U T.1.)

Default Report All

EMBA 2013-2016

Executive Education Survey
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2 - sIBasierech 1 Bbl cTyIeHTOM HiIM BBIMYCKHHKOM nporpammbl Executive MBA B Beicieii mkosie 0usHeca?

Answer % Count
Ja 97.30% 36
Her 2.70% 1
Total 100% 37

3 - Kak BbI y3Ha1u 0 nporpammax Beiciieii mkosbl 0u3neca Hazap6aeB YuuBepcurera?

Answer % Count

3nakomsie/[{py3bs/Komeru 50.00% 16



48

HubopmanmoHHbIe ceccru, BeOCalT 21.88% 7
Otnen kagpos Bameit opranuzanuu 12.50% 4
DeitcOyk 0.00% 0
Linkedin 0.00% 0
Pacceinkxa BIIIb 6.25% 2
Hpyroe 9.38% 3
Total 100% 32

6-1. IlopexomengoBaau ju 661 mporpammy EMBA Bammum kosaneram/apy3ssiM/3nakombiM? ot 1-10, rae 1-uu B KoeM ciry4ae, 5-He 3uaro, 10-HeCOMHEHHO.

Answer %  Count
1 0.00% 0
2 0.00% 0
3 0.00% 0
4 0.00% 0
5 0.00% 0
6 10.71% 3
7 3.57% 1
8 10.71% 3
9 28.57% 8
10 46.43% 13

Total 100% 28
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7 - Kakum o6pa3om Bbl y3HaeTe 0 KaKuX-JIM00 MEpPONPHUATHSX, CEMUHAPAX, 1eJ0BbIX coObITUsSIX B Ka3axcTrane?

Answer % Count
[leuaTtHble M3MaHUA 7.41% 2
Pamno u TB 14.81% 4
Pexmamabie pa3naToYHbIE MaTePHAIIBI 3.70% 1
Otaen kaapoB Komnanuu 3.70% 1
Komneru/cotpyaauku 37.04% 10
ConmanpHbIE CETH 70.37% 19
Jpy3bs/poACTBEHHUKA 33.33% 9
Email paccpiika 66.67% 18
[TouckoBbie cucTeMBbl 18.52% 5
Hpyroe (ykaxwure) 3.70% 1
Total 100% 27

8 - HpI/IHI/IMaJ'[PI Ju Bel YuyacTue Ha KPAaTKOCPO4YHbIX CCMUHapax, NIPpOBOAUMMBIX B Boicmieii mkoJie ou3neca? Eciu aa, YKaKurTe, HO)](EIJ'IyﬁCTa, Ha KaKHX.

Answer % Count
Ja 10.34% 3
Her 89.66% 26
Total 100% 29

GE Change Acceleration Process

9-1. Ouennre, nmoxajyiicra, Kparkocpounnie cemuHapsi BIIIB 1-10, rae 1-nmioxo, 5-cpeane, 10-nmpeBocxoaHo.
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Answer % Count
1 0.00% 0
2 0.00% 0
3 0.00% 0
4 0.00% 0
5 0.00% 0
6 0.00% 0
7 33.33% 1
8 33.33% 1
9 0.00% 0
10 33.33% 1
Total 100% 3

10 - Kakmue y Bac ecTs npeanoskenus mo yayumenuio cemuanapos BIIIB? (Bpewms, IuTeabHOCTD, si3bIK 00y4enns, [ITIC)

Kakwue y Bac ects npemnoxenns no ynydmernto cemuaapoB BIIIB? (Bpewms, amurensHo...

Heob6xoaumo 3Hanue npenoaasatensmMu u CHI oBckoii crieruduky..

11 - Yto BsI o:xuaeTe 0T KPATKOCPOUHBIX CEMHUHAPOB?

%
Answer
Bo3MoHOCTh BHECTH BKJIa]] B pa3BuTHE Bamieil komnanuu 0.00%
Baii TH9HOCTHBIN pOCT 66.67%

Merton noouipeHust COTpyJHUKa 0.00%

Count
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JIMYHOCTHBIH U TPOQEeCcCHOHATIBHBIA POCT 33.33%
Hpyroe 0.00%
Total 100%

12 - UnTepecno au Bam yuyacTne Ha kypcax nobimeHus kpajanpuxanun? Kakue n3 nepeuncjieHHbIX HHKe CEeMHUHAPOB BbI XoTesn 061 moceTuTh?

Answer % Count
OCHOBHI (PWHAHCOB TSI MEHEIKEPOB 7.14% 2
®duHaHCOBas OlIEHKa OU3HEC MPOEKTOB 35.71% 10
Jluneps! npeanpuHIMaTENILCTBA U MHHOBaMi B Ka3axcrane 17.86% 5
YmpasieHrne H3MCHEHUSIMH 32.14% 9
KitroueBrpie HaBBIKH JTHIEpa 46.43% 13
HaBeixu 3¢ (eKTHBHOTO HACTAaBHIYCCTBA 32.14% 9
YmpasieHre puckamu 39.29% 11
DuHAHCHI 17151 He QUHAHCHCTOB 10.71% 3
Huctpyments! ansg HR menemkepa 7.14% 2
VYupasieHue npoeKTaMu 53.57% 15
Hpyroe 14.29% 4
Total 100% 28
Apyroe

Crparerus
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Nothing from the listed is of a particular interest

Project management, Performance management, Supply Chain Management

13 - lIpunumaeTe i Bbl penienue o HaNpaBJeHNH Bammux cOTpyAHUKOB Ha Kypchl MOBbIIIeHNs KBadupukanuu?

Answer % Count
Ja 42.86% 12
Moe MHEHHE YIUTHIBACTCS MIPH HAIIPABJICHNHN COTPYTHUKOB Ha 00yUeHHe 39.29% 11
Her 17.86% 5
Total 100% 28

14 - Ody4yanuch Jin cCOTPYAHUKH Bameii oprann3anuu Ha ceMUHapax APYrux KOMmnanmii?

Answer % Count
Ha 78.57% 22
Her 21.43% 6
Total 100% 28

15 - Kakue kputepuu 15 Bac BaKHbI pu BbIGOPe KypcoB MOBbIIIeHHS KBamnpukanun. (Ctoumocthb, MecToHaxoxkaenne, [ITIC, 1nTeJbHOCTD, I3bIK 00y4YeHHUs,
HHbIe KPUTEPUH)

CeMuHapHI KaKUX OpraHM3aInil ABISIOTCS anbTepHaTHBON npemnoxennsam BIIB? ITouemy?
S3BIK O0YUIECHUS

ONITHMAJIFHOE COOTHOIIEHHUE [ICHBI U Ka4eCTBa

[I1cC

HpI/IMeHI/IMOCTB TIOJTYYCHHBIX 3HAHUM U oTaadya OT HUX
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Ipodeccop

CTOMMOCTb, pEMyTalusi TpEHepa UK IIKOJbI, TeMa CEMUHApa, JITUTENbHOCTb, BPEMSI U MECTO MIPOBEIACHHS
all of the above listed

Ka4eCcTBO, IPUMEHUMOCTD

CroumocTb (Ha TaHHBIA MOMEHT, IOCKOJIBKY BO BCEX OPTaHU3alUAX HAET MPOoIecC ONTUMHU3AIUN PACXOO0B)
CTOHUMOCTb, HAXO0XKIEHUE

CroumocTh 1 3 PEeKTUBHOCT

Bce kpurepun

crouMocTs, [TI1C

IITIC, ctoumocTs,

CTOUMOCTD, ATUTENBHOCTD, TPEHEP

CroumocTs, MecToHaxoxAeHHE, [IT1C, ATUTETHHOCTD, A3BIK 00YICHUL

WHBIC KPUTCPUHU

TII1C

CTOMMOCTb, PEIEBAHTHOCTD, TPUMEHUMOCTH

Ilosne3HOCTh ¥ CTOUMOCTH

CTOUMOCTB, TTOCKOJIEKY OI0/KET OrpaHHYCH, JITUTEIHHOCTD, MECTOHAXOXKICHUE

TIIIC, kauecTBO, CTOUMOCTh

COACPIKAHUEC U TTOJIE3HOCTDH
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3(h(EeKTUBHOCTD, JITUTEIHHOCTD, MECTOHAX0XKICHHUE

CogepxaHue MporpaMMbl U CTOUMOCTD BCEX 3aTpaT Ha KOMaHIUPOBKY
peneBaHTHOCTS, [1I1C, MecToHax0XIeHIE, CTOMMOCTD

JITATEeIbHOCTD

PEIACBAaHTHOCTh, CTOMMOCTH, MECCTOHAXOXKICHUEC

Q19 - Kaky1o u3 HuKeyKa3aHHBIX oNIuii Bul npeamourere nNpu oTnpaBKe COTPYIHUKOB HA MOBbIIIeHUE KBATUPUKAIUN?

Answer % Count
HazapOace YHuBepcuter 51.85% 14
KUMDOII 0.00% 0
Ernst&Young 44.44% 12
ALMA 3.70% 1
Kypcsl, npoBoauMbIe B IPYTUX CTpaHax 48.15% 13
Hpyroe 22.22% 6
Total 100% 27

Q24 - Ouennre, MokaxyiicTa, COCTaB NMPEAMETOB H IIyOMHY oXBaTa npeameros ot 1-10, rae 1-miioxo, 5-cpenne, 10-npeBocxoaHo u AaiiTe, NPH HEOOXOAMMOCTH, CBOH
peKoMeHAaANMH

Answer % Count
1 0.00% 0
2 0.00% 0

3 0.00% 0



4 3.57% 1
5 3.57% 1
6 0.00% 0
7 7.14% 2
8 32.14% 9
9 35.71% 10
10 17.86% 5
Total 100%  undefined

Q20 - Yrto Brl 0:xnaaere oT KpaTKOCPOUHBIX CEMHHAPOB?

Answer %
Bo3MokHOCTE BHECTH BKJIAJ B pa3BUTHE Bameit komnanun 50.00%
Merto/1 MooIpeHHs COTPYTHUKA 8.33%
JInuHOCTHBIN 1 IPO(ECCUOHATBHBIA POCT 41.67%
Hpyroe 0.00%
Total 100%

Q19 - Ykaxure, noxkaiuyiicra, roapl Bamero odyuenus na nporpamve EMBA

Answer % Count
2013-2014 21.62% 8
2014-2015 35.14% 13

2015-2016 5.41% 2

55

Count

12
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2016-2018 37.84% 14

Total 100% 37

Q20 - Ouenure, moKagyHCTa, IINTEIbHOCTh MporpamMmal ot 1-10, rae 1-mjioxo, 5-cpeane, 10-npeBocxoaHo U JaiiTe, €CJIM CUUTAETE HEOOXOIUMbBIM, CBOH
peKoMeH AN .

Answer % Count

0.00%
3.23%
3.23%
0.00%
16.13%
3.23%

0.00%

19.35%
16.13%
38.71%

Total 100% 31
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Q30 - Ouenure, nmoxanyiicra, Ilpogeccopcko-npenogaBarenbeknii coctas ot 1-10, rae 1-minoxo, S-cpeane, 10-mpeBocxoaHo U qaiiTe, ecju CYUTAETE HEOOXOTHMBIM,
CBOHM PeKOMeH/IAIMH.

,rAnswe % Count
1 0.00% 0
2 0.00% 0
3 0.00% 0
4 0.00% 0

5 6.45% 2
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6 0.00% 0
7 9.68% 3
8 16.13% 5
9 22.58% 7
10 45.16% 14
Total 100% 31

3 TeX, KTo yxe 0vu1, Keit - 10, Atany - 4, [xepemu - 8

Ha TEKYyILUH NEPUOJ MOE MHEHHE BBIIIE CPEIHETO

u3 3 MpeaIMETOB YTO MPOHIeHBI, 2 mpodeccopa ObUIH UCKITFOYNTEIHHO XOPOIITH

Xortesnock Ob1 MaTepuaioB ¢ yuérom CHI 0BCKo#i 1 Ka3aXCTaHCKOM CrieIH(UKH

Yposens [I1C ouenp xoporuii. [Ipobiema B TOM, 4TO CTYACHTHI HE MOTOTOBJICHBI, OCHOBHYIO YacTh MaTepHala He TIOHUMAIOT, U Ja)Ke HE CTapalOTCs MOHSTh.
Xopolue npenoaaBaTeiy, pyu 3TOM JyMalo, YTO HY)KHO NPUBJIEKATh OOJIbIlE TPAKTHKOB OU3HECA.

JIBa U3 3 MpernogaBaTelicii Mo TpeM MpOHICHHBIM MTpeaMeTaM ObLTH MpocTo 3ameuatenpHbiMu!!!! Tlo6onbiie 6b1 Takux mpenoaaBatenceii kak Craiic u [lerpanka

51 obyuanacek B nepuoj npenoaasanus [1I1C or Duke University u riry0oko 0arogapHa UM 3a MPeroJHECEHHBIC KMU OCCIICHHBIC YPOKH,

Q31 - Ouenure, MokaTyiicTa, BO3MOKHOCTh MPHMEHEHHS MOJy4YeHHbIX 3HAHNH Ha nmpakTuke ot 1-10, rae 1-mioxo, 5-cpenne, 10-mpeBocxoaHO U AaiiTe, ecau
cyMTaeTe He0OXO0AUMbIM, CBOM PEeKOMEHIalUM.

Answer % Count
1 3.23% 1
2 0.00% 0
3 0.00% 0
4 3.23% 1
5 3.23% 1

6 6.45% 2
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7 9.68% 3
8 41.94% 13
9 19.35% 6
10 12.90% 4
Total 100% 31

1B PK HenpumeHUMBI

JUYHO MHE MHOTO€ IIPUTOJHMIOCH B TEKYIIEH AeATeIbHOCTH. JlyMaro B JaibHeimeM OyneT He Xyxe

HY’KHO 0O0JIbIIIe KeWCOB M3 )KU3HH MTOCTCOBETKUX CTPaH B MepByto odepens PO u PK

[Toxa He mpuIyMalia Kak CMOTY HCIIOJIb30BaTh HOBBIC 3HAHUS Ha MPAKTHKE. BO3MOKHO, MBI €llie He MPOIIIH, TO YTO MOXKHO IPUMEHHUTH Ha MPaK THKE.

Q32 - Ouenure, moxkanyiicra, pesugenuuio B JIpoke ot 1-10, rae 1-mioxo, 5-cpeane, 10-mpeBocxoHO U qaiiTe, €CIU CHUTAETE HEOOXOTUMBIM, CBOU PEKOMEH/IALIHH.

Answer % Count
1 0.00% 0
2 0.00% 0
3 0.00% 0
4 0.00% 0
5 0.00% 0
6 0.00% 0
7 0.00% 0
8 0.00% 0
9 0.00% 0
10 0.00% 0

Total 100% 0
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Q33 - Ouenure, mokaayicra, COOTHOIIeHUEe eHa/KavyecTBo oT 1-10, rae 1-miioxo, S-cpeane, 10-npeBoCcXoaHO U 1aliTe, €CJAM CUYUTAETE HEOOXOAUMbIM, CBOH

peKoMeH A M.

,rAnswe % Count
1 0.00% 0
2 0.00% 0
3 0.00% 0
4 0.00% 0
5 21.43% 6
6 3.57% 1
7 17.86% 5
8 28.57% 8
9 14.29% 4
10 14.29% 4
Total 100% 28

Q34 - OueHure, MoxKAIyiicTa, HEOOXOTUMOCTH NMPOKUBaHUs B roctunnie ot 1-10, rae 1-mioxo, 5-cpeane, 10-nmpeBoCcXoaHO H AaiiTe, €CJIU CYUTAETE HEOOXOTUMBIM,
CBOM peKOMEHIAlHH.

Answer %  Count
1 3.57% 1
2 3.57% 1
3 0.00% 0

4 0.00% 0
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5 14.29% 4
6 0.00% 0
7 7.14% 2
8 3.57% 1
9 28.57% 8
10 39.29% 11
Total 100% 28

Ectb sin y Bac apyrue pekomenaanuu no yjay4dieHuio nporpammsl EMBA?

S cuurato, 4TO 3TO NMUUIHSS TpaTa AeHer. J{Jis TpyNmnoBbIX 3aHATUN MOKHO U B YHHBEpE M03aHMUMAaThcsl. B rocTHHMIIE Bce paccnadiisioTcs U BCe paBHO MOYTH HUYETO HE
JenatoT. Taxke MOKHO ObUIO OBl M B YHHBEPE IMOCHUIECTb.

MPaKTUIECKHA HET HEOOXOTUMOCTH, MHOTHE YIaCTHHHUKH U3 ACTaHBI HE BCETIa HOUYIOT B OTelie. B 3ToM HeT ocTpoif HeoOX0JMMOCTH

Bonbmie HpaBunocs B Park Inn

[IpokruBaHKEe HEOOXOIUMO, TaK KaK €CTh BO3MOXKHOCTh OTCTPAHUTCS OT BCEX MPOOJIEM U YACIUTh BHUMAHUE TOJIBKO yueOa. OueHb TOUHBIH 110 IXO0

HEOOXOTUMOCTh MTPOKMBAHUS B TOCTUHHIIC Ba)KHA. OHA 00CCIIEYMBACT MOJIHBIM OTPHIB OT KAXKOIHEBHBIX 3a00T (JIoMa U Ha paboTe) U MO3BOJISCT MOJHOCTHIO OKYHYThCS B
nporiecc y4eOnl Ha MEePUo.T yueObl

CYHTAIO YTO HEKOTOPBIE HAN0OJIee CIIOKHBIE TSI BOCTIPUATHS MOIYJIH, KaK CTATUCTHKA, MOXHO OBLIO OBI cIIeaTh HEMHOTO JITHHHEE YeM 5 THeW JICKIUi

CYHTAI0, YTO IIEHY MPOTPaMMBI MOKHO CYIIECTBEHHO COKPATHTh, €CIIH CICIATh Pa3MEICHHE B KaMITyce YHUBEpcUuTeTa. HeT HIKakoi HEOOXOJUMOCTH TepeIIaunBaTh 3a
ycnoBus otenst MapuotT B ycnousix Kazaxcrana.

[[eHa Ha MO B3I (BO3MOJKHO 51 OITHOAFOCh) HEMHOTO 3aBBIIICHA [T CETONHAIIHIX Peatnii

Lena anexBatHas. Bmecte ¢ Tem, oTMedy, 9TO aM-X03 4aCTh YHUBEPCUTETA CTpasaeT. Ha ynuiie toporu He yOpaHbI, Ta30HEI CTPAIIHEIE, MYCOP BaJlICTCS, MAIITIHEI
MIPUIAPKOBaHBI KOE-KaK, MHOTO HEJIOJIETIOK B CTpOUTEIhCTBE. HO 3TO 3aMedaHus B 1IEJIOM K YHHUBEPCUTETY.

HyxHo yOpath Te3uc U3 MporpaMmel, a JaTh OOJIbIIE BO3MOXHOCTh CKOHIIETPUPOBATHCS Ha UIIOCKOMBKY MPOIIJIO TOJBKO 4 Mecslla, OLIEHUBAIO BHIIIE CPEIHETO, YIUTHIBAs
YTO JJOCTATOYHO MHTEHCUBHBIN KypC

CPOK IPOTrpaMMbI MOT ObI OBITh HEMHOTO COKPAIICH 3a CUET MPOBEACHUS (PHHAIBHOTO SK3aMeHa Ha CJICAYIOIINE BHIXOAHBIC MTOCIC OKOHYAHHUS YIeObI 110 MPEAMETY a HEe uepes
JIBE HEJICNIN KaK 3TO cerJac.

Tax xak mbI Class 2015, To ObLUTO OBI JIOTUYHEE MMOJTYYUTh JUILIOMBI qatupoBaHHbie 2015 romom, a He ssHBapem 2016.

Iporpammer MBA 1o anmutenpHOCTH O0Jiee MEHEE IMOXO0KH, IO3TOMY TSDKEIIO JaBaTh PEKOMEHIANY. [[pUHIMAaeM 4TO eCTh.HTErPUPOBAaHHOM MIOBTOPE MAaTEPHUAIIOB.

1B PK nenpumeHHMEI

JIMYHO MHE MHOTOE TIPUTOIMIIOCH B TEKYIIECH AesTeIbHOCTH. JJyMaro B nanpHelIIeM OyIeT He XyxKe.



