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Summary
The article defines that enterprises face questions of expediency of development and introduction of modern
innovative methods of influence on the consumer, among which it is possible to consider loyalty programs,
which are directed on building of mutually beneficial relations with target audiences. Important for the analysis
of enterprise loyalty programs are performance indicators, expressed in monetary terms, because each loyalty
system has a profitable and costly component. The main approaches to assessing the effectiveness of costs for
the development and implementation of a loyalty program are analyzed and grouped into several groups:
assessment of costs for the implementation of a loyalty program through a common system of indicators of
consumer loyalty to the company or its products (transition price; share of consumer loyalty, relative loyalty,
brand advantage, division of needs, ratio assessment, residual promoter index, conversion model, complex
model); determining the effectiveness of the loyalty program, taking into account changes in sales or changes
in company profits; assessment of the effectiveness of investment projects (NPV, Net Present Value); index of
profitability or profitability (Profitability Index, PI); payback period loyalty program (Payback Period, Pay-Back
Period, PBP) internal rate of return (Internal Rate) of Return (IRR), as well as determining the costeffectiveness of the implementation of the loyalty program on the basis of ROMI (Return of Marketing
Investment). Identifies indicators that can be used to assess the cost-effectiveness of the implementation and
implementation of the loyalty program. cost-effectiveness for the implementation and implementation of the
loyalty program will optimize the marketing activities of the enterprise, which in the future will bring to a new
level of quality management of the enterprise in general, and marketing communications in particular.

Keywords: loyalty program, costs, income, profit, efficiency, efficiency indicators.
Number of sources – 11.

References:
1. Institutional

Repository

NTU

Dnipro

Polytechnic

(2017).

Budgeting

http://ir.nmu.org.ua/bitstream/handle/123456789/152794/CD1011.pdf?sequence

of

enterprises.

=1&isAllowed=y

URL

(Accessed

:
12

January 2021) (in Ukr.).
2. Ivannikova, M.M. (2014). Marketing management of consumer loyalty. Marketynh i menedzhment innovatsij
[Marketing and management of innovations], vol. 3. URL : http://nbuv.gov.ua/UJRN/Mimi_2014_3_8 (Accessed 13
May 2021) (in Ukr.).
3. The

Electronic

Archive

of

Igor

Sikorsky

Kyiv

Polytechnic

Institute

(2019).

Principles and methods of customer management. Implementation of customer management system. URL :
https://ela.kpi.ua/bitstream/123456789/29489/1/2019-13_3-06.pdf (Accessed 13 May 2021) (in Ukr.).
4. Kuzminchuk, N.V., Kutsenko, T.M, Terovanesova, O.Y. (2019). Theoretical and methodological aspects of
consumer

loyalty

assessment

as

an

objective

condition

for

https://search.proquest.com/openview/

business

development.

URL:

50c171d7e950053156b46a3f8316

ff16/1?pq-origsite=gscholar&cbl=2048964 (Accessed 13 May 2021) (in Ukr.).
5. Mysaka, G.V, Schmidt, A.O. (2015). Accounting for loyalty programs in stimulating customers of banking
institutions. Biznes Inform [Business Inform], vol. 2, pp. 288–295 (in Ukr.).
6. Netkova, V.M. (2017). The process of loyalty management: theoretical foundations and practical aspects. URL:
https://economyandsociety.in.ua/journals/8_ukr/56.pdf (Accessed 13 May 2021).
7. Nikul'cha, V.A., Chaplins'kyi, Yu.B. (2018). Methodical approach to the estimation of mutual changes within the
framework of motivational interaction of retail and consumer enterprises. Visnyk Chernivets'koho torhovel'noekonomichnoho instytutu [Bulletin of the Chernivtsi Trade and Economic Institute], vol. I–II (69–70), pp. 258–264 (in
Ukr.).

8. Soboleva-Tereshchenko, O.A., Zharnikova, V.V. (2017). Theoretical and methodological foundations of effective
loyalty systems. Menedzher [Manager], vol. 2, pp. 82–91 (in Ukr.).
9. Chaplins'kyi,

Yu.B.,

Nikul'cha,

V.A.

(2019).

The

mechanism

of

formation

of

the

system of consumer loyalty to the tourist enterprise. Visnyk Chernivets'koho torhovel'no-ekonomichnoho instytutu
[Bulletin

of

the

Chernivtsi

Trade

and

Economic

Institute],

vol. I (73), pp. 122–130 (in Ukr.).
10. Shaw, R., Merrick, D. (2007). Profitable Marketing: Is Your Marketing Paying Off? Companion Group, Kyiv,
496 p. (in Russ.).
11. Chaplins'kyi, Yu.B., Nikul'cha, V.A. (2020). Grouping the costs of developing and implementing a loyalty
program. Visnyk Chernivets'koho torhovel'no-ekonomichnoho instytutu [Bulletin of the Chernivtsi Trade and Economic
Institute], vol. ІV (80), pp. 151–163 (in Ukr.).

