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Summary

Relevance. Problem statement. The article examines modern approaches to
integrating loyalty programs, which are a critical tool for enhancing the
competitiveness of enterprises in the dynamic market environment. The relevance of
the study is driven by the growing importance of customer retention and the
development of long-term interactions with them, which is particularly significant in
the context of globalization, the digitalization of the economy, and increasing
consumer demands for personalized service.

The challenges of loyalty program integration encompass issues related to the
effective implementation of technological solutions that enable personalized
communication with customers, adaptation of offers to their needs, and improvement
of customer satisfaction levels. A particularly important aspect is the optimization of
methods for evaluating the effectiveness of loyalty programs, as flawed approaches to
analysis may lead to erroneous managerial decisions and inefficient use of resources.

The aim of the article is to analyze and justify modern approaches to the integration
of loyalty programs, develop effective methods for evaluating their performance, and identify
managerial decisions aimed at enhancing business competitiveness through the
establishment of long-term relationships with customers. The article also discusses the
primary goals of the evaluation methodology.

Results. The article explores modern approaches to the integration of loyalty programs
into company operations, aimed at enhancing customer engagement and loyalty. It highlights
the main methods for evaluating the effectiveness of loyalty programs, including the analysis
of both financial and non-financial indicators.

The key challenges include: the need to adapt loyalty programs to rapid market
changes; the integration of modern digital technologies, such as artificial intelligence and
Big Data, for analyzing customer behavior; and ensuring the profitability of loyalty
programs through strategically sound management of costs and revenues associated
with their implementation.
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Practical significance. A model for the integration of loyalty programs is
proposed, which combines a personalized approach to customers with the use of modern
digital technologies.

Keywords: loyalty programs, integration, management decisions, competitiveness,
customer experience.
Number of sources - 8, number of tables - 1, number of drawings — 1.
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YepHiBeUbKNUN TOProBesibHO-eKOHOMIYHUI iHCTUTYT ATEY,
M. YepHiBui

CYYACHI NIgXoAau A0 IHTErPAUII NPOrPAM JTIOAJIbHOCTI:
METOAUKU OLIHKM TA YNPABJIIHCbKI PILUEHHSA

AHoTauia

Y craTTi po3rnggatoTbCa CyyacHi nigxoau Ao iHTerpaudii nporpaM fosfbHOCTI, §Ki €
BaXX/IMBUM iHCTPYMEHTOM MiABULLEHHS KOHKYPEHTOCMPOMOXHOCTI MNiANPUEMCTB Y AVHAMIUYHUX
YMOBaX PUHKY. AKTYyanbHICTb AOCMIAKEHHSA 3YMOB/IEHA 3POCTalOHO0 BAaX/MBICTIO YTPUMAHHS
KNiEHTIB i (hOpMyBaHHA [AOBrOCTPOKOBOI B3aeMoAii 3 HWMMMK, WO € 0CobnvMBO BaXIMBMM B
yMoBax rnobanizauii, umdpoBsizauii €KOHOMIKM Ta MiABULLEHHS BUMOr CrOXMBa4iB Ao
nepcoHanisauii 06cnyroByBaHHs.

Mpobnematvka iHTerpaudii nporpaM NOSSIbHOCTI  OXOMJIIOE MUTaHHSA edEKTUBHOIO
BMPOBAaKEHHS TEXHOMOMYHUX pillleHb, $Ki A03BOMSAOTb 3A4iNCHIOBATV MepcoHasnisoBaHy
KOMYHIKaLitlo 3 KIiEHTaMW, aganTyBaTu MNpono3uuii Ao ixHiX noTpeb i nmiaBuLlyBaTn piBEHb
iXHBbOI 3ag0BoneHocTi. OcobnMBO BaXXMBMM acneKTOM CTa€ OMTUMI3auis METOAMK OLiHKM
eeKkTMBHOCTI nporpaM Nos/IbHOCTi, OCKINIbKWM HEAOCKOHaNMW nigxia A0 aHanisy Moxe
NpU3BOANTM A0 XMBHUX YNpPaBRiHCbKUX pilleHb i HepaLioHaAbHOr0 BUKOPUCTAHHS pecypciB.

MeTa [OCNIMKEHHST — aHania Ta O6rpyHTYBaHHSA Cy4dacHMX MiaxodiB Ao iHTerpauii
nporpam NnosiNbHOCTI, po3pobka edeKTUBHUX METOAMK OUHKWM iXHbOI pe3ynbTaTUBHOCTI, a
TaKOX  BWM3HAYEHHS  YMNpaB/iHCbKMX  pilleHb,  CrpsAMOBaHWX Ha  MiABULLEHHS
KOHKYPEHTOCNPOMOXHOCTI 6i3Hecy uyepe3 ¢OpMyBaHHS [AOBroCTPOKOBUX BIAHOCUMH i3
KNiEHTamn. BupilleHHa nocCTaBneHuX Yy CTaTTi 3aBAaHb 34INCHEHO 3a AO0MOMOrow
3araslbHOHAyKOBMX METOAIB AOCNIAKEHHs, a caMe: aHanisy, cucremaTtmsauii Ta
y3arasibHeHHs. MeToAonoriyHy OCHOBY AOCNIAKEHHS CKNajalTb NorivyHO-AianekTuyHi
MEeTOAM HayKOBOro Mi3HaHHS, METOAW CUCTEMHOrO aHanily, a TakoX creuianbHi MeToau,
30KpeMa, MeToAM aHanisy Ta CMHTEe3y.

Y cTaTtTi AocnigkKeHo cyyacHi nigxoam A0 iHTerpauii nporpam Nosi/IbHOCTI B AiSIbHICTb
KOMMaHiM, WO A[03BOMSOTH MNIABULLUTM PiBEHb KJIEHTCHKOI 3a/lydeHOCTi Ta J1I0SIbHOCTI.
B1CBITNEHO OCHOBHI METOAVMKWM OUiHKM edeKTUBHOCTI Mporpam JosiNbHOCTI, BKIKOYa4n
aHani3 giHaHCcoBMX Ta HediHaHCOBUX MOKA3HWKIB i pO3rnsHyTO ii OCHOBHI Uini. KitouoBuMu
BUKIMKAMWN €: HeOobXigHICTb aganTauii nmporpaM NosiNbHOCTI A0 WBWMAKUX 3MiH Ha PUHKY;
iHTerpauis cydacHmMx UM@pPOBUX TEXHOJMONIN, TakMX K WTY4YHWA iHTenekT i Big Data, ans
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aHanizy noBediHKW KNIiEHTIB; 3abe3neyeHHss OKYMHOCTI nporpaM u4epe3 cTpaTeriyHo
06r'pyHTOBaHe ynpaBniHHA BUTpaTaMu i 4OX04aMuM, MOB’A3aHNMM 3 iX peanisaui€to.

3anponoHOBaHO MoAenb iHTerpaudii  nporpaMm NosibHOCTI, ska nepeabavae
NOEAHAHHSA MNEepcoHani3oBaHOro niaAXoAy A0 K/IEHTIB 3 BUKOPUCTAHHAM  Cy4acCHUX
undpoBmx TexHonorin. Moganbwi gocnigxkeHHs nepeabayatoTb po3pobKy iHHOBAUIMHUX
nigxoaie Ao iHTerpauii nporpam NOSMAbHOCTI B UM@PPOBUX eKocucTeMax, AOCNIAXKEHHS
MOX/IMBOCTEN BUKOPUCTAHHS LWITYYHOrO IHTENEeKTy Ans nepcoHanisaudii nporpam
NOSANBbHOCTI, @ TakKoX BMBYEHHA BMJMBY TakMX MNpOrpaM Ha MOBEAiIHKY CMoXwuBadis y
Pi3HMX rany3sx eKOHOMIKMU.

KnroyoBi  ci0Ba: nporpaMu  fI0SIbHOCTI,  iHTerpauis, ynpaBniHCbKi  pilleHHs,
KOHKYPEHTOCMPOMOXHICTb, KNIEHTCbKUI AOCBIA.
Kinbkicte gxepen: 8; KinbKictb Tabnuub: 1; KislbKiCTb pUCYHKIB: 1.

Problem Statement. For Ukraine, which is on the path of
European integration and post-war reconstruction, ensuring
sustainable eco-economic growth is a critically important task. The
successful transition to a more sustainable development model faces
a number of significant challenges. The main barriers remain limited
financing opportunities for environmentally-oriented projects, a lack
of investment for infrastructure renewal, and insufficient support for
scientific research and innovation. Among other issues, instability in
governance and limited access to modern technologies, which are
necessary to enhance the country's competitiveness in the European
economic environment, stand out.

Analysis of Recent Research and Publications. Among the
scholars who have also conducted research in the field of loyalty
program integration, evaluation of their effectiveness, and
management decisions are: Ivanikova M. M. — focused on the study
of modern loyalty strategies and methods for integrating them into
business practices, particularly through the use of digital
technologies to create personalized loyalty programs; Ivanova L. O.,
Muzika O. M. — studied the evaluation of loyalty program
effectiveness; Klyachenko I. O., Zozulov O. V. — focused on the
development and improvement of methods for measuring customer
loyalty, helping to form more effective loyalty strategies in the
context of high market competition; Vdovichena O. — researched
strategies for integrating loyalty programs into the organizational
structure of businesses, emphasizing the need to adapt business
models to support continuous relationships with customers;
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Moskivna M. Y., Skryhun N. P. — analyzed modern approaches to
building comprehensive loyalty programs and their integration into
strategic management to enhance competitiveness; Kazimirova O.,
Skryhun N. — studied the relationship between loyalty programs and
brand identity, exploring methods for attracting and retaining loyal
customers through emotional and functional components of
interaction, among others.

Formulation of the Article’s Objectives and Argumentation
of the Relevance of the Task. The purpose of the article is to
analyze the main stages and methods of integrating loyalty programs
into @ company’s organizational structure, particularly in the context
of high competition, as well as to evaluate the effectiveness of the
methods used to assess consumer loyalty. This will enable companies
to better understand their customers’ behavior, adjust strategies, and
enhance competitiveness through effective loyalty programs.

To achieve this objective, the following tasks should be
completed: explore the main stages of integrating loyalty programs
into the company’s organizational structure; review the methods and
techniques for assessing consumer loyalty, their indicators,
advantages, and disadvantages, in order to choose the most effective
ones for a specific business; evaluate modern approaches to
personalizing loyalty programs, particularly the use of digital
technologies and analytical platforms to predict customer needs and
enhance program effectiveness; analyze the impact of loyalty
programs on the company’s financial results.

Main Material of the Study. Integrating loyalty programs into a
company’s organizational structure is a key element in creating a
lasting connection with customers and ensuring their satisfaction.
Properly implemented loyalty programs can increase a company’s
competitiveness and financial results. This section will discuss the main
stages and methods of their integration.

In the context of fierce market competition, businesses focus on
strengthening relationships with customers and increasing their
loyalty, as retaining existing customers is generally more
economically advantageous than acquiring new ones. Loyal
customers tend to spend more, return more frequently, and
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recommend the company and its products to others, which
positively impacts business profitability. Therefore, creating a loyalty
program becomes an important task for enterprises.

The methodology for assessing consumer loyalty to an
organization is an essential tool for understanding the level of
customer attachment to the brand, products, or services of the
organization. This allows for determining the effectiveness of loyalty
programs and adjusting strategies to improve outcomes. Let’s consider
modern methodologies for assessing consumer loyalty, their indicators,
advantages, and disadvantages (see Table 1).

The use of these methodologies depends on the organization's
goals, available resources, and industry specifics. In many cases, the
most effective approach is combining several methods to gain a
comprehensive understanding of customer loyalty [1; 2].

The assessment methodology can be targeted at different
consumer categories, depending on the nature of the business (see
Drawing 1).

Existing New Lost
customers customers customer
base
Segmented Corporate
groups clients (B2B)

Draw. 1. Categories of consumers, depending on the specifics
of the business

Consumer loyalty assessment methodologies are aimed at
collecting data that allows for the analysis of customer behavior, the
development of effective retention strategies, and the enhancement of
customer satisfaction. The main goals of the methodology include:

1. Determining the level of consumer loyalty. This involves
assessing the degree of customer attachment to the brand, product, or
service in order to understand the current state of customer loyalty,
which serves as a foundation for decision-making.
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Table 1
Methodologies for Assessing Consumer Loyalty
Methodology for Indicators Advantages Disadvantages
Assessing
Consumer Loyalty
Net Promoter Score The resultis Simplicity and speed of Does not provide a
(NPS) Consumer calculated as the data collection. Wide detailed
Support Index difference between usage across various understanding of the
the share of industries, allowing reasons why
"promoters." comparison of results | customers are loyal or
with competitors. Helps disloyal. Does not
understand customers' account for the
willingness to specifics of brand
recommend the brand. interaction across
different segments.
Customer The level of Allows for the Subjectivity of ratings.
Satisfaction Index customer assessment of May not always
(CsD) satisfaction is individual aspects of correlate with actual
determined through brand interaction customer loyalty.
surveys that include (service, product). Customers tend to
questions about Easily integrates into provide "average"
product quality, CRM systems. ratings.
service, etc.
Customer The percentage of Allows for the Does not account for
Retention Rate customers who stay assessment of long- the reasons behind
(CRR) with the company term customer loyalty. | customer retention or
over a defined Can be used as a key churn. Requires
period of time. performance indicator accurate tracking of
for a loyalty program. the customer base.
Customer Lifetime | Determines the total | Helps identify the most | The calculation can be
Value (CLV) value of a customer profitable customers. complex due to the
to the company Used to evaluate the large number of
throughout their effectiveness of variables. Does not
"lifetime." investments in loyalty account for the
programs. emotional aspect of
loyalty.
Customer Effort Measures the effort Focuses on improving Does not account for
Score (CES) a customer puts in the customer other aspects of
to resolve their issue experience. Easily loyalty beyond
or make a purchase. implemented in convenience. Can
customer service have different
processes. interpretations
depending on the
individual customer's
experience.

2. Identifying key loyalty factors. Understanding the factors that
influence customer loyalty (product quality, service, price, brand
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image, etc.) so that resources can be focused on improving the
aspects that are most important to consumers.

3. Analyzing customer satisfaction. Assessing how well products or
services meet customer expectations in order to gather data for
adjusting strategies aimed at improving the customer experience.

4. Predicting repeat purchases. Evaluating the likelihood that
customers will continue using the company’s services or purchasing its
products, in order to plan long-term financial and marketing strategies.

5. Determining the willingness to recommend. Understanding how
likely customers are to recommend the brand to others (using, for
example, the Net Promoter Score — NPS) to gather insights on the
power of word-of-mouth as a marketing tool.

6. Identification of at-risk groups. Identifying customers who are
likely to churn or are dissatisfied with the brand in order to take timely
actions to reduce customer attrition.

7. Customer segmentation. Segmenting the customer base based
on loyalty, behavior, and other characteristics in order to personalize
interaction strategies with different consumer groups.

8. Improving loyalty program effectiveness. Assessing the success
of existing loyalty programs in order to improve them and create new
ones that better meet customer needs.

9. Evaluating the impact of competition. Determining how
competitors affect consumer loyalty to understand the competitive
environment and build effective strategies for winning customers.

10. Supporting strategic planning. Providing data for the
development of long-term marketing and business strategies to create
an analytical foundation for optimizing resources and making decisions
that drive business growth [4].

However, without a clear and structured approach, it is difficult for
companies to develop a loyalty program that meets the expectations of
the target audience and provides a competitive advantage. Adopting a
systematic approach allows businesses to create programs that align
harmoniously with the brand identity, consider consumer preferences,
and aim to encourage desired behaviors. Moreover, the stages of
developing such programs help identify potential issues at early
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stages, allowing them to be addressed and strategies to be adjusted in
a timely manner.

We propose a model for integrating loyalty programs, which
combines a personalized approach to customers with the use of
modern digital technologies. It consists of five key components:

1. Data processing analytical platform. This platform allows for the
creation of personalized customer profiles, predicting their needs, and
recommending relevant products or services.

2. Personalized offer system. Implementation of automation
mechanisms to create individual offers based on the analysis of
purchase history, interests, and demographic characteristics. These
could include special discounts, bonus offers, or access to exclusive
content.

3. Multichannel integration. Ensuring the operation of loyalty
programs across all interaction channels: mobile apps, websites, social
media, and offline points of sale. Integration ensures a seamless user
experience and easy access to the loyalty program through any
convenient channel.

4. Open loyalty program ecosystem. Creating partnership programs
with other brands and companies to form an open ecosystem. This
allows customers to exchange bonuses or points between different
programs, expanding the opportunities to redeem rewards.

5. Continuous communication technologies. Using automated
chatbots, voice assistants, and artificial intelligence platforms to
maintain constant communication with customers, address their
inquiries promptly, and provide recommendations.

Loyalty programs are an important tool for attracting and retaining
customers. Specifically, over 83% of consumers state that participation
in a loyalty program influences their decision to make repeat
purchases from a brand. Additionally, 82% of customers choose a
brand because of its loyalty program. Loyalty programs can reduce
customer churn by 30%. The modern consumer is registered in 19
loyalty programs but actively participates in only a few of them.
Furthermore, 64% of customers are willing to spend more money to
earn and redeem loyalty points, and 72% are willing to recommend
brands with good loyalty programs [6; 7].
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Conclusions. The assessment of consumer loyalty is an integral
element of loyalty program management, enabling companies to
establish long-term, mutually beneficial relationships with consumers.
The methodology for assessing consumer loyalty encompasses the
determination of customer satisfaction levels, the analysis of factors
influencing their attachment to the brand, and the development of
strategies to enhance repeat purchases.

Modern customer relationship management is based on the
application of advanced technologies and methods, such as
personalized offers, automation of data collection and processing, and
the integration of loyalty programs into the organizational structure of
the company. The use of loyalty programs not only boosts customer
retention but also fosters financial growth through increased purchase
volumes and improved customer experiences.

Databases play a pivotal role in the implementation of loyalty
programs, allowing for the accumulation and analysis of
information regarding consumer behavior, preferences, and
purchase frequency. This data serves as the foundation for
developing personalized marketing strategies that enhance the
effectiveness of loyalty programs.

Therefore, the methodology for assessing consumer loyalty and
the effective management of loyalty programs based on modern
approaches are key factors in the successful operation of organizations
in competitive markets. The application of databases, in combination
with advanced methods for developing loyalty programs, ensures a
profound understanding of customer needs, which is fundamental to
their long-term loyalty.
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