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MARKETING OF LOYALTY

Loyalty Program is a form of marketing which is auinto creating long-term
relationships with customers in order to make thgatrons. Loyalty allows us to
understand customer’s needs and to develop thogeesethat they need.

The task of loyalty programs is a stable custonaseldormation.

Basic tools of the loyalty program are: 1) discoprigrams, 2) prize draws
with people who have made some purchases in a gpsiod of time, 3)
accumulative discount programs, 4) incentive b@rograms.

Also an important component of customer loyaltyguamns is gift certificates
and different types plastic cards.

Popular types of loyalty programs is the multi-lwramliscount. Both
offline(«Bill-card», «City Card», etc.) and onlinBiscount («Ukrainian online
shopping») in Ukraine.

The development and implementation of customer [tpyprograms must
comply with the «12 laws of customer loyalty»:

1. To form staff loyalty: to please their employeasd they, in turn, will cater
to customers.

2. Apply rule 20/80: about 80% of the income yocetiee from 20% of clients.

3. Create stage loyalty and make sure that cuskomewre from one to the
other: the customer is loyal to the company angbritglucts and services gradually,
step by step.

4. Firstly serve, and then sell: consumers beltbe¢ they are coming to you,
because your services are pleasant, productiveadohessed to them personally, and
If it is not - they're gone.

5. Carefully find out customer’s complaints, theg avorse of all, the negative
reviews of customers.

6. Be responsive: the speed of response is closkyed to notions of good
customer service. More and more customers relypomrservice.

7. Know what is valuable to customers: to inveghm customer loyalty, which
will help to understand how you satisfy customezdse

8. Return lost customers: to return to the oldntlis 2 times more likely than
persuade new.

9. Use a variety channels in order to serve théeomes well: customers often
change channels, but everywhere expect good service

10. Do training professionals working with clients.

11. Collaborate with partners controlling the emtsupply chain to ensure
guality service to the end consumer, you are beyloadeach of competitors.



12. Keep information in one centralized databasga drom all points of
contact with customers must be kept in one cemtrdicustomer database.

The main thing in loyalty programs is privilegeieged to participants. Only
offering customers the privilege, really have ieitreyes, a high value, you can rely
on the effectiveness of the program. To deternmim@edptimal ratio of tangible and
intangible benefits, you should follow the valuéeoted customer approach. This
approach involves three stages of privileges select

- The first step is the creative development oflisteof the privileges defined
by the needs of target groups.

- The second phase involves conducting a smalt ptlady obtained the list,
which aims - highlight of the proposed benefitsrare or less interesting.

- The third stage is a large-scale survey of custem

Loyalty programs are not created on the basis dityaliscounts or price

manipulation. Customer loyalty can not be bought. nhust be diversed.

Consequently, the main benefits should be intargiéhd expressed in the level of
service, special treatment and handling. Howeviee, discounts should not be
forgotten. Offering discounts to customers, youdnée follow to such a targeted
strategy, in which both company and customers anaexs.



