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1. YripaBiiHHA JIOSIZIBHICTIO KJIIEHTIB aBiaKOMITIaHiN Ha 3acafiaX COLiaJIbHO-BiZ[IOBiJAIbHOrO MapKETHUHTY

2. Managing airline customer loyalty based on socially responsible marketing

Pedepar:

1. lucepTariito puCBsIYEHO MOTJINOIEHHIO TEOPETUYHUX 3aCa]] Ta BHOCKOHAJIEHHIO METOAUYHUX MTiAXOMiB 00
VIPaBJIiHHS JIOSIJIBHICTIO KJIiIEHTIB aBiakOMIIaHii Ha 3acafiax ColliajlbHO-BiANOBINAaIbHOIO MApKETUHTY. Y PO6OTi
OTPUMaJIM PO3BUTOK TEOPETUYHE IOHSTTS! «YIIPaBJIiHHSI JIOSJIBHICTIO KJII€HTIB», 3arajbHa Kiacudikallis TUIB
JIOSIJIBHOCTI CIIOKMBAYiB, METOOVYHMI IIAXiM 0O OLIHKY PU3UKIB BTPATH KJII€HTIB aBiakoOMIaHii. B mpoueci
IOCJIiI)KeHHSI OOIPYHTOBAHO KOHLEITyasbHi TI0JIOXKEHHS [TPOLIeCy YIIpaBJliHHS JIOSJIbHICTIO KJIIEHTIB Ha 3acaziax
COLiaJIbHO-BiZ[TOBiaJILHOTO MapPKETUHTY, YTOUHEHO IHTEPIIPETAL}il0 EKOHOMIYHOI KaTEropii «JI0SJIbHICTb
CIIO>KMBAUiB B CUCTEMI COLia/IbHO-BiAIIOBiJAaJIbLHOTO MAPKETHHTY» Ha IifICTaBi BU3HAYEHHS 3aTaJIbHUX Ta
crienudiYHNX O3HAK MOHSTTS JIOSJIbHOCTI, MEeTOOUYHUH MiJXif, 10 OLiHKY BILJIMBY JIOSITIBHOCTI KJIIEHTIB Ha
eeKTUBHICTb rOCIOJAPCHKOI [isIbHOCTI MifIIPUEMCTBA, HAYKOBO-TIPAaKTUYHUM MifXifA N0 opraHisalii ynpasiiHHs
JIOSJIBHICTIO KJIi€HTa aBiaKOMIIaHii B CUCTEMI COLiaJIbHO-BiZ[IOBiJAIbHOrO MaPKETHUHTY HA OCHOBI BIIPOBAI)KEHHS

CRM cucremu.



2. The work is devoted to solving the actual scientific and practical task of deepening the theoretical principles of
managing airline customer loyalty on the basis of socially responsible marketing. The work, established that
customer satisfaction is an integral factor in the formation of their loyalty - the degree of goods or services
conformity to client needs. The general classification of consumer loyalty types has been improved by including:
"loyalty on the principles of marketing of relations", "loyalty on the principles of social marketing" and "loyalty on
the principles of socially responsible marketing". In the work it is proposed to understand managing client loyalty
as the process of forming a specific, stable, long-term and positive client commitment to the enterprise market
offers by successfully integration of shared values in order to achieve equilibrium in the complex of product and
price relationships on the basis of trust under the influence of client loyalty programs. A conceptual model of
customer loyalty management demonstrates the structure and casual ties in the process of customer loyalty
management. The key feature of the proposed model is the simultaneous consideration of the transformation of
factors important for loyalty forming in the process of loyalty management: connection of client and service
company values with the achievement of a different levels of customer loyalty; converting the actual lack of
consumer loyalty to the maximum possible level through the use of the concept of socially responsible marketing,
as an independent scientific direction that has its own tasks, principles and specific methods. The use of the
proposed methodological approach to assessing the customer loyalty influence on the efficiency of the enterprise
business activity allowed to determine the influence of a number of factors on the airline profit. This paper
presents the results of a survey of domestic airline passengers in order to determine the qualitative factors of
customer loyalty. It is revealed that in the air transportation market more than a half of passengers do not choose
the airline, but rather make an obligatory purchase. In this case, it is necessary to distinguish the share of such
spontaneous purchases and to develop strategic alternatives to increase the cases of returning to the airline. In
order to analyze the factors of loyalty forming of the airline’s customers, the consumer behavior from the position
of outflow risk or air services refusal in general has been investigated. An analysis of survival was used as a
research tool. Due to logit and probit regressions, the mathematical models of influence on the probability of
clients outflow are constructed, loyalty factors that have the greatest influence on the customer loyalty forming
are determined. The scientific-practical approach for organizing the airline client loyalty management in the
system of socially responsible marketing based on the introduction of CRM system that allows to provide
systematically the stable airline’s clients loyalty on the basis of socially responsible marketing is proposed. This
approach is based on the need to build by airline the passenger service system that is in the interaction of five
major business processes. These processes are the following: strategy development, value creation, information
management, multichannel integration and performance evaluation. An estimation of the effectiveness of the
information system on the basis of JMS implementation that allows to distinguish the contribution of decision-
making acts in the implementation of airline business processes. In order to evaluate the influence of the
relationship with the client each stage of airline’s business processes is proposed to use the group delta valuation
Delphi, through which a survey of the airline relevant departments leaders was conducted. An algorithm for
implementing a customer relationship management system in the airline as a tool of marketing communications,
which will improve the relationship between the airline and existing customers, will facilitate the attraction of new
passengers, and will allow to forecast customer wishes regarding service, routes, cross-selling, etc. Thus, the
effectiveness of the implementation and ownership of CRM is associated together with the company core business
and the paradigm of socially responsible marketing.
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