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LOYALTY SYSTEMS. CURRENT CONTENTS AND CLASSIFICATION 
 

Loyalty systems become as important part of sales activity, which provides additional 

opportunities for company in comparison with competitors, attracts new or retains existing buyers 

and customers. The main part of loyalty system is loyalty programs, which represents the package 

of incentives and privileges, discounts, offers, charges and bonuses. Effective management of 

loyalty in a modern environment requires comprehensive classification scheme of different types of 

loyalty systems for customers and buyers. In prospect classification of loyalty systems will deeper 

and supplemented due to the rapid development sales activity.  

Keywords: loyalty system; classification of loyalty system; buyers; customers; sales activity; 

loyalty program. 

 

 

Relevance. Today, effective management of relationships with buyers and customers plays a 

crucial role in shaping a positive image of the company, expansion of sales activities and its scopes.  

Therefore, improving relationships with buyers and customers based on modern systems of loyalty 

is the foundation for further development of the company, sales increase, retention of existing 

market positions in the face of fierce competition for customers. 

Many retailers have adopted a system of loyalty as an appropriate mechanism to create 

visual distinction and competitive advantage. In the final count, the loyalty system should provide 

incentives to customers who have a certain value, or move to reduce churn and customers to 

competitors. 

Purpose of the research. The purpose of this research is review current content of loyalty 

system in period of the introduction new forms of sales activity and elaboration comprehensive 

classification of loyalty system. 

Main thesis. 

Significant contribution to research on the loyalty systems of companies have made 

domestic economists. Among the significant representatives of the national economic thought, 

problem of which reflected in studies, include the works of T. Valentinova [6, P.71-73], І. V. 

Yurko, О. М. Karas`  [2, P.242-244], М.М. Ivankova [3, P.66-70]. 

Also exploring of various aspects of loyalty programs are reflected in the works of foreign 

scientists and practitioners: S. Butcher [1, P.10-27]. P. Gamble [4, P.316-350], F. Newell [5, P.253-

270]. 

However, not all aspects of this fundamental problem are fully considered in view of its 

novelty, diversity and scientific consideration of question. 

Last times in Ukraine are extremely popular different systems and loyalty programs: storage 

and discount cards, various sweepstakes and prizes, loyalty cards. 

Companies continue to look for different methods and ways to emphasize their loyalty 

system using a combination of fees and costs, simplify the conversion of points to rewards, 

momentary exchange points for partner’s products, joint programs for maximum efficiency.  

Herewith often  very often the concept «loyalty system» equated or confused  with concept 

«loyalty program» or the processing system of loyalty, although the gist of these concepts is 

significantly different. 

The concept of loyalty system is more sizeable and includes several elements, such as  

customer base, marketing systems, loyalty, loyalty program, the processing system of loyalty 

management systems, loyalty and KPI of management. 

Loyalty program - a package of incentives and privileges, methods of discounts, offers, 

charges and write-off bonuses. Loyalty programs are the key element of the company’s loyalty in 
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the management of relationships with consumers. 

The processing system of loyalty - a technologically-analytical platform for automation 

systems loyalty. (CRM, platform of remuneration or other software that allows you to predict how 

customers will behave tomorrow and how his behavior will impact at business indexes) 

In conclusion, we present a comprehensive classification of different types of loyalty for 

buyers and customers: 

Depending on the orientation of the segment of buyers and customers loyalty system can be 

divided into two groups: focused on the B2B (Business to Business) segment and focused on the 

B2C (Business to Customers) segment. 

According to the type of ownership of the processing system of loyalty, which are used 

loyalty system can be self-developed, proprietary acquired IT companies, outsourcing, coalition and 

partnership. 

Depending on toolkit to attract customers divided into three groups: pricing, non-price and 

mixed. 

Due to the presence or absence of certain conditions or entrance barriers for participants of 

loyalty system, they are divided into: open or closed. 

Depending on the customer’s identity in software, loyalty systems are divided into: 

personalized, not personalized, comprehensive. 

According to the specific management and marketing of loyalty system, they can be 

externally-organized, internally organized and with the combined organization. 

Depending on the number of participants in loyalty system can be one-component, two-

component, and multi-component system. 

Based on the fact that loyalty system increasingly used by most companies, in their 

development they will try to be differencing as much as possible of each other and will be focused 

on expanding existing relationships.  

Conclusions. 
The main element of scientific innovation, which is reflected in this article is determining 

the difference between loyalty programs and loyalty systems, and  also developed by author 

classification of loyalty in the consumer market.  

Due to the rapid development of loyalty systems presented classification  should in future 

become deeper and supplemented. 
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