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AHOTAIIS

I'punboB A.B. Po3po0ka MapKeTHHrOBMX 3aXOMiB 3 YIOCKOHAJIEHHA
00CJIyrOBYBaHHSI KJIIEHTIB.

Kpamidikamiiina pobOoTa TmpuUCBAYEHA BHUBYCHHIO TEOPETUYHUX 3acaj Ta
NPAKTUYHUX ~ACMHEKTIB MAapKETWHTOBOI  JISJIBHOCTI  MiANpHEMCTBA. Po3risiHyTO
TEOPETUYHI OCHOBU YINPABIIHHS MAapKETUHTOBOIO AisuibHICTIO. [IpoananizoBaHe
mapkeTuHroe cepenosuiie TOB «PVYIy». IlpencraBneni HampsiMu BIOCKOHAJICHHS
MapKETHHTOBOI JIISUIBHOCTI mignmpuemMcTBa. B mporieci poOoTu 3p00JIeHO BUCHOBKH Ta
MPOMO3HUIIT OO0 YAOCKOHAJIEHHS OOCIyrOBYBaHHsS KJi€HTIB mianpuemctea TOB
«PYII». PesynpraTd po3po0OK MOXYTh OyTH BHKOPHUCTaHI B TMPAKTHYHIH
MapKETUHTOBIN A1SUTBHOCTI.

KuiouoBi cjioBa: oOcnyroByBaHHs, MapKETHMHTOBI  3aXxOJH, 3aJ0BOJICHICTh
CIO’KMBaya, CIIOKUBUI IEPEBary, JOSJIbHICTh CIIOKUBAY1B, MPOrpaMa JIOSIIbHOCTI.

SUMMARY

Hrynov A.V. Development of marketing activities to improve customer
service for the company's clients.

TheMaster’s
thesisisdevotedtothestudyoftheoreticalfoundationsandpracticalaspectsofmarketingactivit

yoftheCompany “RUSH”.
Thetheoreticalbasesofmarketingactivitymanagementareconsidered.
ThemarketingenvironmentofCompany “RUSH” isanalyzed.
Relevanceofthetopicinthefactthatoverthelastfewyearscompetitioninthemarketaregrown.
Now, customershave a

greatselectionofplaceswheretheycanfindproductsorservicestheyareinterestedin.
That'swhycustomerservicebecomeveryimportantforcompaniesandit'shelpingtocreate  a
competitiveadvantageforthem.Inthecourseofwritingthisdiplomahadbeenresearchedtheret
ailmarketofUkraine, namelythechainintheformat
"drogerie"andwasdevelopedanddesigned a loyaltyprogram.

Theresultsofthedevelopmentcanbeusedinpracticalmarketingactivities.

Keywords:Service, marketingactivities, consumersatisfaction,
consumerpreferences, customerloyalty, a loyaltyprogram.
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