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Y cmammi po3e/IiHymo numaHHs 3a/1y4eHHst
ma ympuMaHHs Crioxusadig. Bu3HauyeHo posib
MapKemuHeoBUX KoMyHikayil. O6rpyHmosaHo
BaX/IUBICMb KOHUeHmpayjii 3ycusb 6i3Hecy Ha
06c/1y208yBaHHI  k/lieHMIB. HaseOeHo 3axodu,
BKUMMS SIKUX CrIPUSIE MIOBULEHHIO MPOOaXIB.
BcmaHo8/1eHo, WO iCHYE pi3He CMag/ieHHs! nia-
MOCMPOMOXHUX K/liEHMIB 00 WUPUHU ma 2/1u-
6uHi acopmumeHmy. HasedeHo pe3ysibmamu
docrioxeHb Wo00 CMag/eHHs KieHmMI8 mop-
208€/IbHUX MIOMPUEMCMB 00 HadaHUX 3HUXXOK,
60Hycig, nodapyHkis. BusieneHo, wo icHye mpu
2pynu crioxusadis. lMepwa apyna sk/i4Yae mux,
Xmo nocmitiHo bepe yyacmb 8 KOHKypcax, po3-
rpodaxax ma pisHux akyisix. [o opyeoi epynu
BX00sIMb Mi, sKi He 6epymb yyacmi 8 MOOIGHUX
3axodax. Tpemsi 2pyra 0ocUmMb HU3LKO OYHKE
3Ha4YUMICMb  MamepiasibHUX  ma  MOpa/TbHUX
CMUMYJIiB KOHKYpCi8 ma po3rpodaxis. B npo-
yeci 00CnioxeHHs1 BU3Ha4YeHo, Wo Halibiibwy
numoMy 8az2y Mae mpemsi 2pyna, momy cmpa-
meaisi Yisbosoi 8B3aEMOAIT MoBUHHA 6ymu cripsi-
MoBaHa camMe Ha Uto Kamez0pito Crioxusavis.

Mapuyk O.O.

K.€.H., OLEHT Kathepy MapKeTUHry

Ta nignpreMHNLTBa

BiHHULbKMI KOONEPATUBHWIA IHCTUTYT

Knio4oBi croBa: mMapkemuHe, MapkemuHa08a
cmpameeis, 3a/ly4eHHsT  CrIOXuBadis, ympu-
MaHHS1 CrIOXUBaYI8, CMUMY/TH0BaHHST MONUMy.

B cmambe paccMompeH BOrpoc rMpus/ieqerusi u
ydepxaHusi nompebumenell. OnpedesieHa posib

MapKemUHa08bIX KOMMyHukayul. O60cHOBaHa
BaXHOCMb KOHYeHmpayuu ycunull busHeca Ha
obcyKuBaHuUU K/aueHmos. [pusedeHbl Mepb,
MPUHSIMUe KomophkIX criocobcmsyem nosbie-
HUO MPodax. YcmaHoB/IeHo, Ymo cywecmsyem
pasHoe OmHOWeHUe M/1amexecrioCobHbIX K/u-
€HMOB K WUPUHE U 2/1ybuHe accopmumMeHma.
lpusedeHb! pesysbmamsl uccedosaHuli 06
OMHOWEHUU K/IUEHMO8 MOpP208bIX MPednpu-
amul K npedocmas/ieHHbIM CKuokaM, GOHy-
cam, rnodapkam. Beisis/ieHo, Ymo cywecmsyem
mpu epynnbsl nompebumenell. Nepsas epynna
BK/IHO4@EM MeX, KMO MOCMOSIHHO ydacmasyem 8
KOHKYpCax, pacnpodaxax U pas/iuyHbIX akyusix.
Bo smopyto epyry 8xo0sim me, Komopble He
ydacmsyrom 8 nodo6HbIX Meporpusmusix. Tpe-
mbs 2pynna 0080/IbHO HU3KO OUeHUsaem 3Ha-
4UMOCMb MamepuasibHbIX U MOPas/bHbIX CMu-
My/I08 KOHKypCO8 U pacrpodax. B rpoyecce
uccsiedosaHusi onpedeseHo, Ymo Haubo/bLuli
yOesibHbIl BeC umeem mpembsi 2pynna, os-
momy cmpameausi yenesoz0 s3aumooelicmsusi
do/mkHa Obimb HanpasieHa UMEHHO Ha amy
Kameaoputo nompebumered.

KnioueBble crnosa: MapkemuH2, MapKemuH-
2oBasi cmpameeusi, rpussieyeHue rnompedume-
nel, yoepxaHue rompebumesied, cmumy/aupo-
BaHue crpoca.

The issue of attracting and retaining consumers is considered in the article. The role of marketing communications is defined. The importance of concentrat-
ing business efforts on customer service is substantiated. The measures that promote sales increase are presented. It is established that there is a different
attitude of solvent clients to the breadth and depth of the range. Most customers are willing to pay an additional price for such advantages as the quality of
the quality of purchased trading positions in a temporary period, safety when using purchased goods. The results of researches concerning the relation of
clients of trading enterprises to the given discounts, bonuses, gifts are given. It is found that there are three groups of consumers. The first group includes
those who are constantly involved in contests, sales and various promotions. The second group includes those who do not take part in such events. The
third group quite low estimates the significance of material and moral incentives from competitions and sales. As for the value of the gift, the representa-
tives of the first group very much appreciate the material and status of the gift component for themselves; they like to consider themselves valuable clients.
Representatives of the second group very lowly assess the material and status of the supply of gifts. Respondents from the third group (8%) rate them as
the company’s attention to themselves as a client, 13% consider it to be a worthy material component of the gift received. In the course of the study, it was
determined that the largest share belongs to the third group; therefore the strategy of target interaction should be aimed specifically at this category of con-
sumers. To stimulate consumer demand, it is necessary to combine material and image factors. The specified set of measures will bring the effect only if it is
aimed at satisfying the existing client’s needs as a material and image plan. Consumers react differently to promotions, bonuses, discounts. The overwhelm-
ing part has a moderate relation to such measures, which determines the direction of the strategy of attracting and retaining consumers. In order to stimulate
consumer demand, it is necessary to combine material and image factors, which will allow as much as possible to reach different groups of consumers.

Key words: marketing, marketing strategy, consumer engagement, consumer retention, stimulation of demand.

MoctaHoBKa npoGnemu. TeHAeHuis dop-
MyBaHHSI CyCniflbCTBa CMOXWBaHHSA nepegbdavae
3a/1eXHICTb TOProBe/bHMX OpraHisauidi Big npouecy
3a/10BOJIEHHST NOTPe6 nokynuis. MNpouec B3aemogii
NigNPMEMCTB pO34pPiGHOI TOpriBAi 3i CroxuBadamu
Ma€ ABOCTOPOHHI xapaKTep: HOBi MOTPeOU K/iEHTIB
YTBOPIOOTHCA LUISAXOM LiNIbOBOrO BM/IMBY Ha CBIfO-
MiCTb cnoXwuBadiB. NociBLM MiLHe Micue y CNoXuBYil
CBiAoOMOCTi, cchopMoBaHi NoTpedu cTalnTb akTOpoM
KNIEHTCbKUX 3anuTiB. BuuesasHavyeHe akTyanisye
HeOoOXiAHICTb aganTalii cTpaTeriii LinboBoT B3aEMog,l
3 HasIBHMMI Ta NOTEHUIAHUMW KNiEHTaMMU.

AHania ocTaHHiX pocnifmkeHb i nyGnikauiid.
MUTaHHA MapKeTUHTY 6yn BUBYEHI B pO60Tax Takux
HaykoBUiB, Ak B. Baiiy, Ox. Dxedpi, ®. Kotnep,
P. KepiH, k. PanH, P. Tognapg, P. YeHsni, C. XapTthi,
C. XonaHpgep. Cepepn BITUU3HAHUX [OCNIAHUKIB
NUTaHHA MapKeTUHry po3rnsganim A. BaHuyKoB,

B. foB6eHko, C. MenbHukoB, O. CmonsaHiok, O. Tpe-
TbsIK. 3HAYHUII BHECOK Y PO3BMTOK TEOPETUYHUX Ta
NPaKkTUYHUX acnekTiB ¢)opMyBaHHA MapKETUHIOBOI
TOBapHOI NOAITUKM 3po6unn Taki BYeHi, Sk [. Aakep,
O. AszapsH, I Accenb, M. AdaHacbes, /1. banaba-
HoBa, A. Boiiuak, C. InnsweHko, B. Kapgaw, ®. Kot-
nep, X. NambeH, H. Maniii, M. XansBuHa Ta iHLWI
JocnigHukn. MUTaHHAMK CTPATErivYHOr0 MapKeTUHTY
Ta peanisauii MapKeTUHroBUX cTpaTeriin 3aliManincb
I. AHcodhdh, O. AHicimoB, XK. JlambeH, K. MakkoHenn,
M. MopTep, X. TOMNCOH Ta iHLWi HayKOBL.

MoctaHoBKa 3aBAaHHA. MeTow cTaTTi € gocni-
[XKEHHA HayKOBO-MeToau4YHuX 3acaf, hopMyBaHHSA
MapKeTUHIOBOI CTparTerii 3a/ly4eHHsi Ta YTpUMaHHS
CroXuBadis.

Buknag ocHOBHOro marepiany AocnigXeHHs.
Ponb MapKeTUHroBMX KOMYHiKaLiii B cucTeMmi ynpas-
NiHHA AISAbHICTIO NignpuemcTBa MOCTINHO 3pocCTae,
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nondraryumM B MOMIMNWEHHI KOMYHIKATMBHUX MOKas-
HWKIB, a came 3a/ly4yeHHi HOBUX KJIEHTIB, MigTpuMLi
3B'A3KIB i3 3alikaBneHnmMn ocobamu, HanarogKeHHi
B3aEMOBUIAHMX BIAHOCWMH 3 OpradisauisMu-napr-
Hepamu, YOpMyBaHHI 30POBOr0 KAiMaTy B KOJ1EK-
TUBI, LLO AAa€ 3MOry 3HM3UTWU HepauioHasIbHi BUTpaTu
poboyoro yacy npauiBHUKIB, LLO 3arasioM NigBuLLye
pesynbTaTty 4isinbHOCTI nignpuemcTaa [1].

CbOrofiHi BeNUKOro nowuMpeHHs Habyna cTpare-
ris CRM (Customer Relationships Management —
ynpas/iiHHA B3aEMUHAMU 3 K/liEHTaMK), Aka 3Millye
KOHLeHTpauito 3ycunb 6isHecy 3 HaBeeHHS NopsaKy
BCepeauHi KOMMaHii B 6ik 06C/TyroByBaHHS KMIEHTIB.
KomnaHis HamaraeTbca OTpMMaTtn Haibinblie Bigo-
MOCTEli NpPo CBOro KMieHTa Ta oro noTpebu i byaye
OpraHisauiiiHy cTparerito, sika CTOCYETbCS BMPOOHU-
uTBa, peknamu, Npogaxy Ta 06C/yroByBaHHSA, BXe
BUXOAAYN 3 UMX AaHuX. [eski koMmnaHii BU3Ha4yalTb
Te, WO BaX/IMBO AN1S1 HOBOTO K/IEHTA, i MPOMOHYOTh
Momy came Lei cepBic 4M NOCAYry, He3BaXKarun Ha
Te, UM BUTiAHO M e pobuTtu. Bxe noTtiM, BCTaHOB/IO-
HouY AOBroTpUBaNi BifHOCMHK, KOMMNAHIT NPONOHYIOTh
nocnyru, siki iMm HagalTb nepesaru [2].

Benvke 3HauyeHHA 418 CNOXUBaAYiB MalTb PoO3-
TallyBaHHA TOProBesibHOT TOUKKU, dpopmaTt marasuHy,
hopma Toprieni. OcTaHHIM YacoM CyTTEBaA yBara npu-
AINAETbCA 0COBUCTUM cnocobam B/IMBY Ha CMOXMB-
4mnin BUGIp Yepes Nporpammy MoTMBALLT NepcoHany, LWo
6e3nocepeHbO 6epe yyacTb B KOHTAKTI 3i CNoXuBa-
yamu. [lo 3axX0AiB, BXUTTS AKMX CNPUSE NIABULLEHHIO
npojaxis, Hanexarb Taki (puc. 1).

ICHY€E pi3He CTaBNEHHSI N/IATOCNPOMOXHUX KNIEHTIB
[0 WWMpVHY Ta MBUHN acopTUMeHTy. He BCiM cro-
XnBadam nofo6atoTbCs LUMPOKI aCOPTUMEHTHI MiHIMKN.
BinbLue 70% cnoxusadis yCBigOM/IIOKTb, LLO LUMPOKNIA
BWGIp 38 KOKHOK TOBAPHOIO NO3ULEID HE € HEOOXIAHUM
Ans Hux [3]. Kpim TOro, 3a/ty4eHHs NOTEHLiAHMX KNieH-

TiB [0 34jACHEHHSA NOBTOPHUX MOKYMOK 3a AOMOMOroH
IHCTPYMEHTapito BYHAropoay 3a MOKYMKA € He Ayxe
BUCOKUM. [MpoTe GiNbLUiCTb KAIEHTIB roTOBa MIaTuTn
[O[ATKOBY LHY 3a Taki nepesaru, fK CTa/liCTb SAKOCTI
npuabGaHnx TOProBrx No3uLili B TMMYacoBOMYy nepiofi,
6e3neka nig Yac BX1BaHHA NpuadaHnx ToBapis.

B pe3ynbraTri NnpoBeAeHOro ONWTYBaHHSA LIOAO
CTaBNEHHS1 KNIEHTIB TOProBenibHUX NiANPUEMCTB A0
HaJaHuX 3HWXOK, 6OHYCIB, NoAapyHKiB BUSIB/IEHO TPU
rpynu cnoXxvsadis:

— PECnOoHAEHTW, WO NOCTINHO 6epyTb y4acTb Y
KOHKypcax, po3npogaxax Ta pi3HUX akuisax («wono-
ronikmM»), 3A4e6i/bLOoro BBaXAaKTb 3HAYyLWMMK ANs
cebe marepianbHi BUrogn Big, nogibHmx 3axogis Ta
3HaxoAATb CaMOCTBEPA)KEHHS B pe3ynbraTi yyacTi B
HWX, OCKI/IbKM NMOB’A3YH0Tb 3 HAMM CBIlA CTaTyC;

— pecnoHAeHTH, ki He 6epyTb yyacTi B NoAi6GHUX
3axogax («pauioHaslicTi»), AyXe HWU3bKO OLHIONTb
MaTtepiasibHi Ta MOpasibHi BUrogm ans cebe Bif yyacTi
B HUX;

— PecnoHAeHTW, AKi 4OCUTb HU3bKO (MeHLLe 20%)
OLHIOTb 3HAYMMICTb MaTepiasibHUX Ta MOpasibHUX
CTUMY/IB Bif, KOHKYPCIB Ta po3npoaaxiB («NOMipHI»).

Woao uiHHOCTI nogapyHka, TO NpeacTaBHUKM
nepLwoi rpynu AyXe BUCOKO OLIHIOTL Ana cebe
MaTepiasibHy Ta CTaTyCHy CKMafoBi nogapyHka, im
noaob6aeTbCsl BBaXatn cebe UiHHMMK KIEHTamu.
MpeacTaBHYKM ApYroi rpynu BKpai HU3bKO OLLIHIOKTb
MaTepiasibHy Ta CTaTyCHY CK/afoBi HafaHHA noga-
PYHKiB. PecnoHaeHTn 3 TpeTboi rpynu (8%) OLHIOTb
X AK yBary doipmn fo cebe sk fo knieHTa, 13% BBa-
XatoTb Li/IKOM TigHOK MartepiasibHy CK1aaoBy OTpU-
MyBaHOro nogapyHka.

CnoxwuBayi 3 NepLUoi rpynu He 3BaXKatoTb Ha CKyr-
YEHHS1 NI0AEN, CKNagHOLI MapKyBaHHS, 0OMEXEHHS
BMOOPY B Npoueci po3npofaxy, 3aKkiH4eHHS TepMiHy
npuAaTHOCTI B TOBapy 3 pO3NpoAaxy, AHI Ta roguHu

CriocoOu MiZABHIIECHHS IPOJIAXKIB y PO3APiOHiit TopriBii

CIPSAMOBaHI Ha KJII€HTIB 3arajioMm

CIIPSIMOBAaHI Ha KITIEHTIB 3 BUKOPHCTAHHIM
0COOMCTOTO KOHTAKTY

- BUOip dopMary Marasumy;

- BUOIp MicIs po3TallyBaHHS MarasuHy;

- aCOPTHMEHTHA TOJIITUKA B TOPTOBENbHIM
TOMYII;

- I[IHOBA TTOJIITHKA;

- BHYTPIITHbOMAara3uHHi KOMYHIKaIlil
(MepJaHai3uHT, peKiiaMa Ha MiCIsIX
TPOJIAXKIB)

- BHYTPIIIHbOMAara3uHHi KOMyHIKaIlii,

- peaJizailisi METOAy OCOOUCTUX MIPOAAXKIB B
MepexeBoMy Gpopmari;

- pPO3pOOJIEHHS Ta BIPOBAIHKEHHS IPOTPamM
JIOSITLHOCTI KITIEHTIB;

- po3poO0IIeHHS Ta BIPOBAKEHHS IPOrpam
JIOSUTBHOCTI TIEPCOHAITY, 3a/IiTHOTO B
00CITyrOByBaHHI CIIO’KUBAYiB

Puc. 1. Cnoco6u nigBuULEHHA NpoaaxiB y po3apiGHii Toprisni
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po3npogaxy. MNMpeacTaBHUKN OPYroi rpynu LyKakTb
npvBig, ANs BiAMOBM Bif, y4acTi B akLjisiX 3i 3HWKKaMu
Ta posnpogaxamu, He Ginbwe 4-6% 3 HUX 34aTHi
nogonartn cBOW Bigpasy [0 AMCKOMAOPTY nig yac
opraHisadlii 3a3Ha4eHnX akLii.

PecnoHaeHTV 3 TPETLOI rpynu AOCUTb BUCOKO ANA
cebe OLIHIoITb BNAMB HE3PYYHOCTEN, LLIO BUHMKAIOTb
nig, Yyac npouecy NpoBeAeHHs akuii, npote B 10-25%
BUMNA/KIB 3ro4HI 3MUPUTUCA 3 HUMU /18 yYacTi B pO3-
npogaxax.

TakMm YMHOM, iCHYE TpK rpynu cnoxmeadis. MepLua
rpyna (12%) 6epe yyacTb NpakTUYHO B YCiX 3axofax,
IO CYMPOBOMXKYIOTbCA OTPUMaHHAM npu3is, noaa-
PYHKIB UM iHWKX BGOHYCIB, A0 AKMX MOXHa OTpUMaTu
JocCTyn. Sk npaBuso, BOHN 6epyTb y4acTb O4HOYACHO
B [AeKiSIbKOX BOHYCHMX mporpamMax Ta MawTb KasieH-
Japi pi3HuMX akuiii, posnpogaxis. Apyra rpyna (10%)
BBaXKae, L0 po3npogaxi — Le npocTo Aaii 3 60Ky npo-
[OaBLiB 33415 30yTy HenikBigHOro ToBapy, a BefmumHa
3HWKKW HIKO/IN HE [OXOAUTb [0 BENNMYUHMK Xo4a 6 cobi-
BapTOCTi TOBapy. Y 3B'A3KYy 3 LM BOHU HamaratoTbCsl
HIKOIM He BpaTu yyacTi B 3a3HaYeHux 3axogax. Tpets
rpyna (78%) He BigBigye cnevjasibHO TOProsesibHi Nia-
NpUeEMCTBA, Ae NPOBOAATLCA akuji, CTUMYNIOYI NPo-
Aax. OgHak sIKWwo 3a 36iroMm 06CTaByH BOHWU BUSIB/IS-
HOTbCA B AaHWil Yac B LibOMY MiCLi, TO BOHM GepyTb
yyacTb Y uUMx 3axopax. lMpeactaBHMKWU UIET rpynu
MOKYMLiB CKENTUYHO CTaBNATLCA A0 BEMYMHU nepe-
Bar, L0 HaAalTbCA 3a Pi3HMMU KapTKaMu Ta akujism
3HIKOK, ale SKLLO € MOX/IUBICTb HUMU CKOPUCTATUCS,
TO BOHU pobnATb Le. OCTaHHA KaTeropis Crnoxusa-
4iB € HaNGINLLIOK, TOMY CTpaTerii Li/IbOBOi B3aEMO-
AT NOBMHHI ByTN CNPSAMOBaHI caMe Ha Lo KaTeropito
3a414 1T 3a/Tly4eHHs 40 aKTUBHOIO CNOXMBaHHS.

[ns cTuMynioBaHHA KyniBe/IbHOro NonuTy Heob-
XifHO NoeHYBaTN MaTepiasibHi Ta iMigKeBi (hakTopu.
HuHi MaTepiasibHi YAHHWUKN OOMIHYIOTb, LLO MOSICHIO-
€TbCA HU3LKOK KyMiBE/IbHOK CMNPOMOXHICTIO Cro-
XuBadiB. lNpoTe iMigKeBi YNHHUKM NOCTYNOBO MOCU-
NIOITLCA, WO XapakTepusye OCHOBHY TeHZAEeHLo
pPO3BUTKY NOMUTY, MapKeTUHIoBa OpIEHTALis Ha SAKY
[acTb 3Mory 6inbll eteKkTMBHO BUKOPUCTOBYBATU
pecypcu nignpueMctea NS YTPUMAHHA HaABHUX
CNOXMBAYiB Ta 3a/ly4YeHHS NEepPCneKTUBHUX KJ/TiEH-
TiB. JOUiNbHUM € MOEAHAHHSA LIHOBUX Ta iMigKeBuUX
PilLeHb Y 3ayUYEeHHI Ta YTPUMaHHI KMiEHTIB:

— pO3CuUsIKa NNCTIB MOAAKM HaNBINbLL 3HAYYLLMM
Ta MOCTIMHMM K/iEHTaM i3 3a3HaA4YeHHsIM TOro, Lo
BOHM JoromaraloTb eKOHOMUTUK eKONOTiYHi pecypcu,
NpupoaHi 6araTcTBa TOLLLO;

— MpuVBITAHHA B MOWTOBOMY I TenedOHHOMY
pexvuMax KMieHTiB i3 3ara/ibHoHaLiOHaIbHUMW CBSI-
Tamu; SKWO € BiANOBigHa aHKeTHa iHdopMaLis, npu-
BITAHHS 3 AHAMU HAPOMKEHHS Ta IMEHUHAMU;

— opraHizauif KBapTanbHWX Ta PiYHMX 360piB
NOCTIHMX CNOXMBaYIiB 3 NPOBEAEHHAM KaBa-bpelikis
Ta HaropoKEHHSAM rpaMoTamy «3a 3acnyru nepeg,
KOMMaHIE» CTOCOBHO 3AiCHEHHS MOKYMNOK;

— OopraHizaujis 3py4HuX NOCTINHNX NapKyBasIbHUX
MiCUb 019 aBTOMOOGI/NIB KNIEHTIB i3 «30/10TUMU» Kap-
Tamun opraHisauir;

— HajaHHAa nocnyryn pasoBoro  BiABigyBaHHS
CaJIoOHy Kpacu, cna-koMMiekcy KfieHTam 3i «cpib-
HUMMU» Ta «BPOH30BUMU» KapTamMun opraHisauii.

Cnig, 3a3HaunTW, WO 3a3HayYeHnin Habip 3axopgis
npuHece edpekT nuwe ToAi, AKWO 6yae cnpsmoBa-
HWIi Ha 3a10BONIEHHS peasibHO HAsABHUX K/TIEHTCbKUX
noTpeb sk MaTepiasibHOro, Tak i iMig)KeBOro niaHis.

BucHOBKY 3 NpoBeAEeHOro AOCAIMKEHHS. Takum
YMHOM, CMOXmMBaYi NO-Pi3HOMY pearyloTb Ha akujl,
GOHYCM, 3HWKKM. BiNblWiCTb Mae NomipkoBaHe CTaBs-
JIEHHSA [0 TakuX 3axofiB, L0 BU3HAYAE CNPSIMOBAHICTb
cTparterii 3a/ly4eHHs1 Ta yTpMMaHHsa crnoxvsadis. [1s
CTUMY/IHOBAHHSA KyriBe/IbHOro NoNuTY HeobXiAHO Noea-
HyBaT\ maTtepianbHi Ta iMigpkeBi hakTopu, WO AacTb
3MOry MakCcMMasibHO OXOMUTU Pi3HI FpyNy CNOXMBaYiB.
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MARKETING STRATEGY OF CUSTOMER ATTRACTION AND RETENTION

The purpose of the article. The issue of attracting and retaining consumers is considered in the article.
The tendency of forming a society of consumption involves the dependence of trade organizations on the
process of meeting the needs of customers. The aim of the article is to study the scientific and methodical
principles of forming a marketing strategy for attracting and retaining consumers.

Methodology. The methods of the study are represented by logical and situational analysis, marketing
researches, analysis, synthesis, grouping and comparison.

Results. The role of marketing communications is defined. Significant value for consumers is the location
of the outlet, the format of the store, the form of trade. The importance of concentrating business efforts on
customer service is substantiated. The measures that promote sales increase are presented. It is established
that there is a different attitude of solvent clients to the breadth and depth of the range. Most customers are
willing to pay an additional price for such advantages as the quality of the quality of purchased trading positions
in a temporary period, safety when using purchased goods. The results of researches concerning the relation
of clients of trading enterprises to the given discounts, bonuses, gifts are given. It is found that there are three
groups of consumers. The first group includes those who are constantly involved in contests, sales and various
promotions. The second group includes those who do not take part in such events. The third group quite low
estimates the significance of material and moral incentives from competitions and sales. As for the value of the
gift, the representatives of the first group very much appreciate the material and status of the gift component
for themselves; they like to consider themselves valuable clients. Representatives of the second group very
lowly assess the material and status of the supply of gifts. Respondents from the third group (8%) rate them
as the company’s attention to themselves as a client, 13% consider it to be a worthy material component of
the gift received.

It was determined that the largest share belongs to the third group; therefore the strategy of target interac-
tion should be aimed specifically at this category of consumers. To stimulate consumer demand, it is necessary
to combine material and image factors. The specified set of measures will bring the effect only if it is aimed at
satisfying the existing client’'s needs as a material and image plan.

Thus, consumers react differently to promotions, bonuses, discounts. The overwhelming part has a moder-
ate relation to such measures, which determines the direction of the strategy of attracting and retaining con-
sumers. In order to stimulate consumer demand, it is necessary to combine material and image factors, which
will allow as much as possible to reach different groups of consumers.

Valueloriginality. The study is the basis for choosing the tool for stimulating demand, based on increasing
the efficiency and sustainability of marketing interaction with customers.
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