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Y cmammi docrioeHo Ui y3a2a/lbHEHO HasiBHI
Yy 8iImyusHsHIU | 3apy6ikHIt npakmuyj Bu3Ha-
YeHHsI MOHAMMS  «K/TIEHMOOPIEHMOBAHICMb.
BudineHo dsa OCHOBHI Mioxoou 00 U020 BU3Ha-
UeHHsI: Mo-fiepule, K/iEHMOOPIEHMOoBaHICMb SIK
ocobsusull  iHCMpyMeHm BUGYO0ByBaHHS BIi0-
HOCUH i3 K/lieHmamu, ro-opyae, KIieHMOoOopIieH-
mosaHicmb, $IK 3a2a/lbHoBU3HaHa diriocogbisi
6isHecy. Cchopmy/ib08aHO asmopcbke badeHHs!
foHIMMSI  «KJ/lieHMOoopieHmMoBaHicmb».  Cuc-
memamu308aHO  MPUHYUNU  K/IEHMOOPIEHMO-
BaHocMi, siKi pe2/iaMeHmyromb OCHOBHI 3acaou
wodo B3aemodii KomnaHii i KkaieHma. [Jocsi-
OXEHO Kamezopito  «K/iEHMOOPIEHMOBaHICMb
riepcoHasy» ma posa/issHymo i kiacugbikayjio.
Bu3Ha4yeHO, W0 OOHUM i3 3a2a/lbHOBU3HaHUX
iHCmpyMeHmig no6ydosuU  K/TiEHMOOPIEHMOBa-
HoI' KomnaHii € cmpameeisi CRM. Oxapakme-
puU30B8aHO Cy4yacHi Memoodu OUiHKU egbekmus-
HOCmi  (hopMyBaHHsI - K/liEHMOOPIEHMOoBaHoCMI
nepcoHasty. Pesynbmamu yb020 OOC/IOKEHHS
€ meopemuyHUM riorpyHMsM O/ BUPILIEHHS]
MPUK/IA0HUX | HAYKOBUX MPobsieM, ros’si3aHux i3
[PO3BUMKOM K/TIEHMOOPIEHMOBAHOCTII.

KniouoBi cnoBa:  K/1ieHMOOOPIEHMOBAHICMb,
K/lieHmMooopieHmosaHull  Mioxio, K/IiEHMOOPIEH-
mosaHicmb MEPCOHasTy, BHYMPIWHI i 30BHIWHI
K/iEHMU, KOHKYPEHMOCPOMOXHICMb.

B cmamse uccnedosaHbl U 0606WeHbI ume-
rowuecsi 8 omeyecmseHHol U 3apy6exHol

npakmuke orpeoesieHUs! MOHSIMUS «K/TUeHMO-
0OpUEHMUPOBAHHOCMb». BbidesieHb 08a OCHOB-
HbIX M00X00a K e20 orpedesieHuro; Bo-epsbIX,
K/IUEHMOOPUEHMUPOBAHHOCMb  KaK — 0CO0LIU
UHCMPYMeHM  BbICMpauBaHusi  83aUMOOMHO-
weHuli ¢ KAueHmamu, 80-8MOpPbIX, K/IUEHMO-
OpUEHMUPOBAHHOCMb  KaK  0bWerpu3HaHHast
cpunocochusi  6usHeca.  Cghopmy/iupoBaHo
asBmopcKoe BUOEHUE MOHSIMUST «K/IUEeHMOOPU-
eHmupoBaHHOCMb».  CucmeMamu3upoBaHb!
MPUHYUMbI  K/TUEHMOOPUEHMUPOBAHHOCMU,
pea/iaMeHmupyroljue  OCHOBHbIE  MPUHYUIbI
M0 B3aUMOOeliCMBUI0 KOMMaHuu U KaueHma.
ViccnedosaHa Kameaopusi  «K/UEHMOOPUEH-
MmupoBaHHOCMb MEPCOHasa» U paccMompeHa
ee knaccupukayusi. OnpedesieHo, Ymo 0OHUM
U3 06Wenpu3HaHHbIX UHCMpPYMeHMOoB Mocmpo-
€HUsI  K/TUEHMOOPUEHMUPOBaHHOU  KoMMaHuu
saenssemcsi cmpameausi CRM. Oxapakmepu3o-
BaHbl coBPeMeHHble Memoobl OUeHKU aghghek-
MmuBHOCMU  (hOPMUPOBaHUST  K/IUEHMOOPUEH-
muposaHHoCMu  repcoHasna.  Pesysibmambi
0aHHO20 Ucc/1ed0B8aHus AB/ISOMCST Mmeopemu-
4eCKUM OCHOBaHUeM O/1 peleHus npukiac-
HbIX U Hay4HbIX MPoB/IeM, CBA3aHHbIX Pa3su-
muem K/IUeHMOOoPUEHMOBAHOCMU.

KntoueBble cnoBa: K/IUEHMOOOPUEHMOBaH-
HOCMb, K/IUEHMOOOPUEHMUPOBaHHbIU M100X00,
K/TUEHMOOPUEHMUPOBaHHOCMbL  MepCoHana,
BHYMPEHHUE U BHEWHUE K/UEHMbI, KOHKYPEeH-
Mocrnoco6HOCMb.

The purpose of this article is to conduct a comparative analysis of existing scientific views on the essence of the «client orientation» concept, the study of
modern methods of assessing the effectiveness of client-oriented personnel formation. The article investigates and generalizes the definitions of the «cli-
ent orientation» concept in domestic and foreign practice. The study found that there are two main approaches to defining «client orientation». The first
approach assumes that client orientation is determined by the high level of staff service that provides special customer service. The second one — is that
client orientation is a business philosophy that penetrates all the business processes of an organization, the main purpose of which is customer satisfaction.
The author’s vision of the concept “client orientation” is formulated. The principles of client orientation, which regulate the basic principles of interrelation
between the company and the client, are systematized. The category of «client-oriented personnel» is investigated and its classification is considered.
It has been identified that one of the well-known tools for building a client-oriented company is a customer relationship management (CRM) strategy, which
will help to build properly the relationships that are based on the individual approach to each client. Modern methods for assessing the effectiveness of
the formation of client-oriented personnel are characterized. In the foreign literature the most famous indicator on the basis of which customer satisfaction
is evaluated is the Net Promoter Score (NPS) - an indicator of consumer commitment to the company, product and service. Another popular methodical
approach in the field of customer satisfaction assessment is the SERVQUAL method. Creating an effective client-oriented system for a company manage-
ment can be a source of competitive advantage, profit maximization, strengthening competitive positions in the market. The results of this research are the

theoretical basis for solving applied and scientific problems related to the development of client orientation.
Key words: client orientation, client-oriented approach, client-oriented personnel, internal and external clients, competitiveness.

MoctaHoBKa npo6nemMu. OgHUM i3 HaliBaXKNUBI-
LUMX HaNpPAMIB PO3BUTKY AOBrOTPUB&JINX CTOCYHKIB 3i
cnoxvsayem € hOpMyBaHHS Ta BNPOBaAXEHHS K/Ti€H-
TOOPIEHTOBAHOrO MiAX0AY, KW AacTb 3MOry nignpu-
EMCTBY MiABULLMTA MOr0 KOHKYPEHTOCMPOMOXHICTb
i 3a6e3neunTn 3a paxyHoOK MOBHILLOrO 3a40BO/IEHHS
noTpe6 cnoxmBadiB MakCMMi3aLito CBOro NpuoyTKY.

Ha cyyacHoMy eTani AMHaMi4HOro npouecy eko-
HOMIYHOTO PO3BUTKY CDOPMYBa/IMCA Taki yMOBM 6i3-
Hec-cepefoBuLLa, AKi BUMaralTb NepeocMUC/IEHHSA
MOHATTSA «KNIEHTOOPIEHTOBAHICTb», PO3KPUTTS 1A0ro
CYTHOCTI.

B [1; 2] 3a3Ha4a€TbCsA, WO BNPOBAMKEHHS K/TiEH-
TOOPIEHTOBAHOrO Miaxony AacTb NiANPUEMCTBAM Taki
[OBroCTpOKOBI nMepeBaru:
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— 30iNblLUEHHA 060POTHUX KOLUTIB, Aoxoay i Bif-
MOBIZHO MPMOBYTKY KOMMaHIi 3a paxyHOK 36iNbLUeHHS
KifIbKOCTi 3a4,0BO/IEHMX K/IEHTIB;

— MOBTOPHI MOKYNKW Bif JIOANbHUX CNOXMKBaYiB
TOBapiB i NOCNYr, 36i/bLLIEHHA cepeaHbOoro yeka, Lo
TakoX NPUBOAWTbL A0 iICTOTHOrO MiABULLIEHHS A0XOAIB
KOMMaHiT;

— 3MeHLUEHHS (hiHAHCOBUX BMUTPAT Ha pekamHe
CYNPOBOKEHHS TOBapiB | NMOCNYr 3a paxyHoK peko-
MeHAAU Bif HasiBHWX KJ/IEHTIB, SAKi 3anuwmnucs
3a/10BOJIEHI SIKICTIO CepBicy;

— NiABULLLEHHA NOANBHOCTI KNIEHTIB A0 KOMMaHii
3arasiomM, 3MiLHEHHSs1 No3uLiii 6peHaa Ha PUHKY ToBa-
PiB | MOC/YT Y KOHKPETHIN Hilwi, CNPUSIHHA 10ro Bri3-
HaBaHHOCTI;
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— MONIMNLWEHHA AKOCTI camMoro npoaykTy Bigno-
BiJHO 40 NoGaxaHb KNHOYOBMX KMIEHTIB Nif Yyac npo-
BE/IEHHISIONNTYBaHb Ta OpraHisauii gookyc-rpyn.

AHani3 ocTaHHIX pgochigpkeHb I nyo6nikauii.
Cepepn, 3apybikHMX HaAyKOBLIB Halbinbwnii BHe-
COK Y [OCNIMKEHHA TEOpPeTMYHUX Ta MNpPaKTUYHUX
NnUTaHb KNieHTOopieHTOBaAHOCTI BHecnu: |. MaHH [4],
J.C. Narver, S.F. Slater [5], b. PwmxkoBcbkuin [6],
A. Kohli, B. Jaworski [7], O.B. AwwnHa [8], |.A. ApeH-
koB [10], C.H. AneHbko [12], E.A. CemepHukoBa [13],
E. MeiiH [14], M.H. LlWaBpoBckka [15], cepes BITYN3HSA-
Hux: A.A. MaHopuk [1], C.B. KoBanbuyk [2], A.B. Coko-
nos [3], H.M. Pa6okoub [9], B.O. Leiiko [11].

MocTaHoBKa 3aBAaHHA. MeTOLo Ljiel cTaTTi € Npo-
BEEHHS MOPIBHANIBHOIO aHaslisy HasiBHUX HayKOBUX
nornsaAiB WOAO CYTHOCTI MOHATTA «KNiEHTOOPIEHTO-
BaHICTb», OOCMIMKEHHS Cy4YaCHUX METOAMK OL|iHKM
e(PeKTMBHOCTI (POpPMYyBaHHSA KIEHTOOPIEHTOBAHOCTI
nepcoHany.

Buknag OCHOBHOro marepiany AoOCigKeHHs.
He3sBaxatoun Ha BENUKY KifbKiCTb iHdpopmaLii, y Hay-
KOBUX Konax AocCi He chopMyBas10CA €AMHOI OYMKU
LLIOA0 PO3YMIHHA KaTeropii «kNi€HTOOPIEHTOBAHICTb»,
TOMY BUWHVKAE HeOOXiAHICTb AOCMiaAMTN HaWbinbLu
NonynspHi BUSHAYEHHS LbOro TepmiHa (Tabnmuya 1).

CucTtematusauis ny6nikauiii, NpucBsYeHNX [ochni-
[PKEHHIO NOHSATTA «K/TIEHTOOPIEHTOBAHICTb», AA€ 3MOry
BMAINNTY ABA OCHOBHYX MiAX0AM A0 0ro BU3HAYEHHS.

MpeacTaBHMKM NepLIOTo HaNPSAMY TPaKTYOTb K/TiEH-
TOOPIEHTOBAHICTb 5IK OCO6/IMBWIA IHCTPYMEHT B1OYL0BY-

BaHHS BIJHOCWH i3 KiEHTaMu, NpuAiNsaun ocobnmey
yBary po6oTi nepcoHasny i AKoCTi 06C/1yroByBaHHS.

MpeacTaBHUKM APYrOT0 HanpsAMmy BBaXatoTb, LU0
(POpMyBaHHS1  K/TIEHTOOPIEHTOBAHOCTI HE 06MeXx-
YETbCSA TiNlbkM MpodheciiHiMM KOMMNETEHLISIMA nep-
coHany. B iHO3eMHIl HayKoBIli niTepatypi [7] 3a3Ha-
YyaeTbCA, WO OiNbLICTb HAYKOBLB NepekoHaHi, Lo
«KNIEHTOOPIEHTOBAHICTb» — Le 3ara/lbHoBU3HAHA
hinocodis 6i3Hecy, Lo NpoHU3ye BCi BisHec-npouecu
opraHisaduji, MeTol AKMX € OTPUMAHHS TOTO KiHLEBOro
pe3ynbraTy, KUl 6axae oTpuMaTyi caMm KJTiEHT.

Ha Haw nornsag, nig KnieHTOOpIEHTOBAHICTIO CNif
PO3yMiTV KOHLEMNLito 6i3Hecy, opieHTOBaHy Ha edoek-
TUBHE 3a0BOJSIEHHA MOTPE6 KNIEHTIB, WO OXON/E
BCi piBHI ynpaBniHHA NiANPUEMCTBOM Ta CApPsIMO-
BaHa Ha MigBULLEHHS CTpaTeriYHMX KOHKYPEHTHUX
nepesar.

B OCHOBI KNiEHTOOPIEHTOBAHOIO MiAXo4y fexaTb
NPUHUUNU KNIEHTOOPIEHTOBAHOCTI, AKi pernameHTy-
I0Tb OCHOBHI 3acagu LLOoAO B3aemogjii KomnaHii i Kni-
€HTa. [lo TakmMx npuHUMNiB Hanexars [10; 11]:

— iHAMBIgyanbHWiA  nigxia, TO6GTO  K/IHYOBUM
HanpsiMOM € OpiEHTaLLisl Ha KNIEHTa;

— MOHATTA «KMIEHT» HE OBMEXYETbCA CroXmBa-
Yamu TOBapy uu MNOCAYrv, KOMNaHis NoBWHHA Bpa-
XOBYBaTW iHTEPECU BHYTPILHIX KMIEHTIB Nigpo3Ainis,
CniBPOGITHMKIB | NapTHEPIB;

— KOXeH CniBpO6ITHMK MNOBWHEH PO3YyMiTH, L0
oro po6oTa BN/IMBAE Ha CNPUAHATTSA CNOXMBaYaMu
AKOCTi NOCAYIN YN NPOAYKTY;

Tabnumuya 1

AocnigpKeHHA TepMiHa «KJTIEHTOOPIEHTOBAHICTb»
BusHayeHHs

3paTHiCTb opraHisauii oTpMMyBaT! A0AATKOBMIA NPMOYTOK 3a PaxyHOK [MGOKOro PO3YMiHHSA i
epeKTMBHOrO 3a/10BOSIEHHS NOTPE6 KITIEHTIB

Taka po60oTa KOMMaHii, sika iHILE MO3UTUBHI EMOLIT Y HAsiBHUX K/IEHTIB, WO BeAe A0 MOBTOPHUX

ABTOp

Cokonos A.B. [3]

MaHH . [4] . R oo
MOKYNOK i NpUAGaHHA HOBUX KTIEHTIB 38 paxyHOK pekoMeHaLlil HaaBHMX
Narver J.C P0O3yMiHHA Li/IbOBMX MOKYNLiB, 3a0BOMIEHHSA TXHIX NOTPE6, NMOBHE PO3YMiHHA 1X NaHLIOXKa CTBO-
Slater S F [.E’)] PEHHS LiHHOCTI Ta 11 po3BUTKY B MailbyTHLOMY, PO3YMiHHSA NOTPE6 He TiNlbKy BNACHUX KITIEHTIB, ane

7 yCiX YneHiB PO3MnoAi/IbvOro KaHany

Komnsiekc MapkeTUHIOBMX i OpraHisauiiiHix Aiii KomnaHii, cnpsMoBaHWii Ha MakcuMasibHe 3a40-
BOJIEHHSA NOTPeO6 i NnepeBULLIEHHS OYiKyBaHb K/liEHTa (3aXO0Mn/IeHHS) 3 METO 306i/bLLeHHs 060poTy
i NpMBYTKY KOMNaHii, a TAKOX CKOPOYEHHS peKNaMHUX BUTpaT.

IHCTPYMEHT MapTHEPCbLKOI B3aEMOAiT NiANPUEMCTBA | K/liEHTa LWOAO 3a40BOJIEHHS OO0 NoTpeo,
CNpsiMOBaHWi1 Ha NiABULLIEHHA KOHKYPEHTHUX Nepesar nignpueMcTBa y AOBIOCTPOKOBOMY Nepioaj,
3a [0NOMOrOK0 BiANOBIAHUX K/THOHOBUX KOMMETEHLL opraHizaw,i.

IHCTPYMEHT ynpaBiHHA BiAHOCUMHAMU 3 K/liEHTaMK, HaL/IEHW Ha OTPUMAHHS CTIKOro NpuobyTKy
B [JOBFOCTPOKOBOMY Mnepiogi i 6a3yeTbCsl HA TPbOX KPUTEPISX: KIU0BA KOMMNETEHLiS, LiTbOBI K/li-
€HTW i PIBHICTb NO3WLNA

36ip pyHKOBOI iHhopMmauii o4O NOTOYHMX | MaByTHIX NOTPED KIEHTIB, NOLWMPEHHS LMX 3HAHb MO
BCIX AenapTaMeHTax, a TakoX pearyBaHHsi Ha HUX y MacluTabax BCiel opraHizau,ii

KoHuenuis 6i3Hecy, Wo BKIYaE KOMMNJIEKC 3ax0A4iB, CNPSAMOBaHUX Ha 3a/10BOSIEHHS | hOPMyBaHHS
noTpe6 K/IEHTIB (KIHLEBMX CMNOXMBAYIB | TOPrOBUX NOCEPELHUKIB), LLO peani3yeTbCA Ha BCIX PIBHAX
MEHEMKMEHTY Y BCiX (YHKLiOHa/IbHUX Nigpo3ainax, OpieHToBaHa Ha iHHOBALiHWIA (NPOaKTUBHUIA)
PO3BWTOK i3 METOH AOCATHEHHS CTIKOT KOHKYPEHTHOT nepeBaru.

KntouoBa KomneTeHList KOMMaHii, L0 BUPaXaETbCA B NParHeHHi 0 BCTAHOB/IEHHS | pO3BUTKY MapT-
HEpPCbKUX BIAHOCWH i3 KIEHTaMK, a TakoX i3 OyAb-AKUMU KOHTpareHTamu K y 6isHec-ekocucTemi,
Tak i BcepeauHi opraHisau,ii, 1Wo 6a3yeTbCA Ha PO3YMiHHI Ta 3a[J0BOMIEHHI TXHIX SK aKTUBHUX, Tak
i NaTeHTHUX NOTPe6 Ta MaKCKMiI3aLito MPUOYTKY Ha Ljili OCHOBI.

MaHopuk A.A. [1]

Kosanbuyk C.B. [2]

PwxkoBcbkuin B. [6]

Kohli A.,
Jaworski B. [7]

AwwunHa O B. [8]

Pa6okoHb H M. [9]
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— MpOo30picTb, TOBTO iHTErpaLis nepcoHasny B Npo-
Lecu NPUAHATTA pilleHb Y KOMNaHi;

— 30iMbLLUEHHA WBNAKOCTI HAOXOMKEHHS Mapke-
TWUHrOBOI iHCpopMaLii, NosiBa HOBUX CMOCOGIB ii reHe-
pauji i meToaiB 06po6KN;

— BIANOBIgaNbHICTb, TO6TO BOYAOBYBAHHA KIiEH-
TOOPIEHTOBAHOCTI B KOPNOPaTUBHY KY/bTYPY i KOH-
LenLito MEHEMKMEHTY KOMMAHii.

OCHOBHUM CYyO’eKTOM, WO peastizye K/iEHTOO-
pieHTOBaHWI nigxig B opraHisauil, € i nepcoHan.
Mig KIIEHTOOPIEHTOBAHICTIO MEpPCOoHasly PO3yMiloTb
«CYKYMHICTb 3HaHb, YMiHb, HABWYOK, AKi 3aBAAKN Bif-
noBigHin MOTMBALIl, LjiIHHOCTSIM, HacTaHOBaM i 0OCO-
6UCTUM AKOCTAM CMIBPOGITHUKIB CNPUSOTL NEBHIN
noBefiHLi i BCTAHOB/IEHHIO i MiATPMMAHHIO BiAHOCUH
i3 K/TiEHTaMU AN OTPUMaHHA HeoOXiAHOro pesysb-
Taty» [2; 12; 13].

Cepepn HaykoBuiB [1; 12; 13] knieHTOOpieHTOBA-
HICTb MepcoHasly po3rNsfaEeTbCA B TPbOX acnekrax
(pncyHok 1).

Y Mexax po3rnggy knacudoikauii 3 nornsgy
dhopmK BiANOBIAANLHOCTI BUAINATL IHANBIAYA/TbHY
Ta KONEKTUBHY KNIEHTOOPIEHTOBAHICTL. 3a IHAWBI-
AyanbHOI KNIEHTOOPIEHTOBAHOCTI AKICTb 06CNyroBy-
BaHHS 3a/1eXNUTb TiSIbKMN Bif, OQHOrO CniBpPOGITHMKA,
30Kpema Bif, TOro, K BiH B3aeMOZi€ i3 30BHiLUHIMU
ab0 BHYTPILWHIMK KlieHTamMKn. 3a KONEKTUBHOT KNiEH-
TOOPIEHTOBAHOCTI 3a0BOJIEHICTb K/iEHTa 3aN1eXuTb
Bif, TOro, K 6yae npautoBaTy NaHLUor CniBpoGITHMKIB,
Xo4a 6e3nocepepHinl KOHTaKT 3A4JiACHIOETLCA TiSTbKK
3 OAHUM MpaLiBHUKOM.

3a TMNOM K/lieHTa BMAINSETLCSA 30BHILUHS | BHY-
TPILWHA KNIEHTOOPIEHTOBAHICTb. FAK 30BHILLHI KNIEHTU
opraHisauii po3rnsgalTbCsa 3a3Buyali cnoxmsadi i
npoaykuii abo mocnyr, ane € we W iHWi CTenkxos-
Jepu: BNacHWKn (akuioHepu, iHBECTOpK), KPeaUTOPMU,
CYCnifIbCTBO, OpraHy Bnagu, eKosorivHi opraHisadir,
3MI. MNpoTe HegocTaTHA 30BHILLHA KNIEHTOOPIEHTOBA-
HICTb 3a/1eXXNTb Bif NPOLIECIB, LLIO BiabyBalTLCA BCe-
peauHi koMnaHii, i 3ae6inbLuoro npobnema 6epe cBoE
KOPIHHA Yy BHYTPILLHIA KnieHToopieHTOBaHOCTI [1].
Tomy cnig pgoknafHiwe [OCAigUTU Ue MOHATTA Ta

npoaHanizyBat MOro BM/MB Ha KNIEHTOOPIEHTOBA-
HICTb 30BHILLHIO.

Y CcyyaCHMX BITUYM3HAHUX KOMMAHISIX MNPIOpUTETU
BiAJAOTECA 30BHILUHLOMY KIEHTY, AKWIA crnpuiima-
€TBbCA AK [)KEPENo A0X0AY, Ta He JOCUTb yBaru npugi-
NAETLCA NOTpedaMm K/lieHTa BHYTPILLHLOIO, TO6TO CBOIX
CNiBPOGITHWKIB. BHYTPIWHA  KNIEHTOOPIEHTOBAHICTb
BM3HAYAETbCSl 3ara/lbHUM pPIBHEM 3a0BOMEHOCTI
CMiBPOGITHUKIB, NCUXONOMNYHUM KNIMATOM Y KOJTEKTUBI,
PiBHEM PO3BUHEHOCTI KOPNOPAaTUBHUX KOMYHIKaLin Ta
iH. 3a[0BO/IEHICTb MEepCcOoHasly MO3UTUBHO KOpPEese
3 piBHEM J10A/1bHOCTI K/1iEHTIB. OYeBUAHO, WO N0Ab-
HWIA MepcoHan npauloe 3 6GiNbLIOK camMoBigfaveto
i po6UTb GiNbLUNIF BHECOK Y PO3BUTOK KOMMaHii. Came
CMiBPOGITHMKN 30aTHI NEPEeBECTM LifIbOBY 3aLjikaB/eHy
ayanTopIto B /TOSASIbHMX NMOCTIAHNX KIEHTIB KOMMNaHii.

€ Taki edhekTMBHI MeToAM NiABULLEHHST BHYTpILL-
HbOI K/TIEHTOOPIEHTOBAHOCTI:

— CTBOPEHHSA CUCTEMW YNpPaB/iHHA NEPCOHAIOM,
CNpsIMOBaHOI Ha (QOPMYBaHHS!, PO3BUTOK i OLHKY
BHYTPILUHBOT K/TIEHTOOPIEHTOBAHOCTI;

— MOTMBALiA NepcoHasly, 3acHoBaHa Ha peasib-
HMX NoTpebax i LiHHOCTSX KOXHOIO CMiBPOGITHMKA,;

— MPOBEAEHHA ONuUTyBaHb cepep CriBpobITHUKIB
npo CTyniHb 334,0BONEHOCTI yMOBamMu poboTu;

— NPOBEAEHHA CMiflbHUX 3axo4iB AnsA  3rypry-
BaHHS KOJIEKTUBY;

— (hbopmyBaHHA HEOOXIgHUX CUCTEM KOMYHIKaLi
MK nigposginamu.

BHYTPILULHEOOCOBUCTICHUIA i
BUAM KNIEHTOOPIEHTOBAHOCTI BaXKNMBI 3 nornsagy
CTYNEHS1 [IMOUHN MPOHUKHEHHST LIHHOCTI KMIEHT-
CbKOro niaxoAy B 0COGUCTICHI MOTUBM CMIBPOBGITHMKA.
B ubOMy acnekTi 3HayHy posfb Bigirpae noyartkosa
NPUXUNBLHICTb MeHemkepa [0 KNIEHTOOPIEHTOBAHOCTI
(kOoMyHiKabesbHiCTb, 1060B | MoBara Ao iHLWUX Noaei
i IXHiX NoTpeb6), MpoTe BOHa MOXe 6yTW i po3BUHEHA
y npoveci npopeciiiHOi AisNbHOCTI.

OfHMM i3 3ara/lbHOBU3HAHUX IHCTPYMEHTIB NO6y-
[OBWN  K/IIEHTOOPIEHTOBAHOI KOMMaHii € cTpaTeris
CRM, customer relationship management (ynpas-
NiHHA BigHOCMHAMMU 3 KlieHTamu). Ii po3rnsaaoTs Taki

AeMOHCTpaUiiHnii

Ki1ieHTOOpiEHTOBAHICTh TIEPCOHAITY

®opma .
. . . Tum kTieHTy I'mu6uHa po3BUTKY
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B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

asTopu, Ak E. MeiH, E. OxoH, ®. Heloenn, A. MNen-
nepc, M. Pogxepc Ta iH.

3rigHo 3 Bu3HaveHHssiM CRM E. MeiiHa [14]: «<CRM —
Lue cTpaTeriyHuii nigxig A0 ynpaB/iiHHSA KOMMNaHieto,
sika 06’eAHY€E B CO6I NOTEHLiaN IHTeNEeKTyasIbHUX Tex-
HOJIOTIN | cTpaTeriii MapKeTUHIY B3aEMOBIAHOCWH 415
NiATPUMKN BUMOHWX, TPUBA/IUX B3AEMUH 3 K/TIEHTAMM.
LLlo ocobnmeo BaxnmeBo, CRM BigKprBa€e po3LINPEHI
MOX/IMBOCTI 4118 BUKOPUCTaHHA iHdhopmauii gk ons
PO3YMiHHS K/IEHTIB, TakK i A5 KpaLLoro 3aCToCyBaHHS
cTparterii. MapkeTUHTY B3aEMOBIAHOCKH. BupileHHs
LUbOr0 3aBfaHHA BuMarae Kpoc-hyHKLiOHa/TbHOI
iHTerpauii ogel, onepauii, NPOLECIB Ta PUHKOBUX
MOTY)XXHOCTEN, SiKa CTaE MOX/IMBA 3 BUKOPUCTAHHAM
iHdhopmaLiT, TEXHONOTIN | NporpaMHUX NPOAYKTIB».

BaraTto HayKOBLiB CXOAATbCA Ha AyMLI NPO BUCOKY
POsib KNIEHTOOPIEHTOBAHOCTI B MiATPUMLi KOHKYpPEH-
TOCMPOMOXHOCTI KOMNaHii. AHani3 B 06nacTi iHCTpy-
MeHTapilo 415 BUMIPIOBAHHSA K/TIEHTOOPIEHTOBAHOCTI
nepcoHany nignpueMcTBa nokasas, WO 478 LMX
Liner 3acTOCOBYETbLCA PS4 CyvyacCHUX METOAUYUHUX
nigxoAiB, OCKifbKM TpaauLiliiHi NOKa3HUKN, 3aCHOBaHI
Ha BUMIpi NPOAAXIB i YACTKM PUHKY, B YMOBaXx K/li€H-
TOOPIEHTOBAHOCTI BTpayatoTb CBOK aKTyaJlbHICTb.

Y 3apybixHiii nitepatypi Haibinbw BigOMUM
MOKa3HWKOM, Ha OCHOBI SIKOrO OUIHIETbCA 3ajo-
BOJIEHICTb KNIEHTIB € iHAEKC umcToi nigTpumku (Net
Promoter Score, NPS) — nokasHWK MNpPUXWUILHOCTI
CrnoXmBaya KomnaHii, npoAaykTy, nocnysi. IHAeKc
FOTOBHOCTI 34iACHIOBaTV MOBTOPHI MOKYMNKW Ta PeKo-
MeHAyBaT! 3HaioMumMm. okasHUK | MeToguka ioro
OLHKX 3anporoHOBaHi aMepuKaHCbKUM [A0CMiAHU-
Kom ®. Paiixenbg,. 3rigHO 3 Li€t0 METOANKOK KAIEHTH
OinATbCA Ha TpW Tpynu 3anexHo Big, NocTas/eHol
OLiHKW: NpOMOYyTepW, MacuBHi, AeTpakTopu. KoxHa
3 rpyn AEMOHCTPYE NEBHY MOAe b NOBEAiHKA, NEBHWIA
TUMN BIAHOCKWH i BUMArae pisHux 4i 3 60Ky KoMnaHii.

e ogHvM nonmynsipHUM METOAMYHUM MiAXOLOM
y cdoepi OLiHKM 3a[0BOMEHOCTI KMIEHTIB € MeToanKa
SERVQUAL (TepMiH — noxigHe Bif, ABOX aHMTIACBKNX
cnis: service (cepsic) i quality (skicTb)). Lito meTo-
OUKY 3anporoHyBasiv amepukaHCbki BUeHi lMapacy-
pamaH, Beppi i Llaitamn. 3acHoBaHa Ha ONWUTYBaHHI
CMOXMBAYIB | BUSIBNEHHI PO3PUBY MiXK OYiKyBaHHSM
i cnpuitHATTAM nocnyru. Mig Yyac BUKOPUCTaHHSA Liel
MoZesni B pO3paxyHOK 6epyTbCsd MN'ATb OCHOBHUWX
napameTpiB, 3 AKMX CKNafacTbCA «ifeasbHuil cep-
Bic»: tangibles (chisuunnii ctaH), reliability (Hagiii-
HICTb), responsiveness (4yliHicTb), assurance (Bnes-
HeHicTb), empathy (emnartis).

Mpo NPUHLMNOBY MOX/IMBICTb BUMIPY K/iEHTOOPI-
€HTOBaHOCTI 3asBn5€ M.H. LLlaBpoBcbka [15]. ABTOpKa
PO3pi3HAE | 3icTaBNsie Tpu BUAN €qIEKTUBHOCTI CUC-
TeMu (QOPMYBaHHS KIIEHTOOPIEHTOBAHOCTI Nepco-
Hasly: coLja/IbHO-eKOHOMIYHY, NOTPe6oBY i Li/IbOBY.
Y po60Ti 3anNponoHOBaHO po3paxyBaTy iHTerpasbHui
NoKasHWK epeKTUBHOCTI SIK cepejHb03BaXKeHY Nokas-
HWUKIB €(PEKTUBHOCTI 3a OCHOBHMMM Ta AOMNOMDKHUMU

efieMeHTaMu, 0 SKNX Bi4HOCATLCH: PO3BUTOK, OLLIHKA
Ta MOTMBYBaHHA nepcoHany, Big6ip, aganTauis,
KagpoBuWii pe3eps Ta TPYA0Bi NEPEMILLLEHHS.

Y po6oTi [16] po3pobneHa MeToAmMKa OLHKU KIli-
€HTOOPIEHTOBAHOCTI NEepcoHasly Ha OCHOBI po3pa-
XYHKY 3arasibHOro iHAeKcy KNieHTOOPIEHTOBAHOCTI
nepcoHany — GenCOPI (General Customer-Oriented
Personnel Index), sikuii cknagaeTbCcs 3 06’€EKTUBHMX
i Cy6'EKTMBHUX MOKa3HWKIB. O6'EKTUBHUIA IHAEKC KIi-
€HTOOpieEHTOBaHOCTI nepcoHany — OCOPI (Objective
Customer-Oriented Personnel Index), nponoHyeTbCA
po3paxoByBaTy siK cepefHboapudMeTUYHY HacTyn-
HUX O6’EKTMBHMX MOKA3HWKIB 3i CTATUCTWKM npoja-
XIB: iHAEKC NOBTOPHMX NPOAAXIB, IHAEKC MiABULLEHNX
0AHOpPa30BUX MPOAaXiB, IHAEKC APYXHIX Mpoaaxis.
OUHIOETLCA KINbKICTb KNIEHTIB, AKi 3BEpPHY/IMCA 3a
TOBapoM 3a Mopagol Apy3ie/3Haiiomux/poanuis,
BU3HAYaAETbLCA 3a A0MNOMOroK BiAnNoBIAHOIO NUTAHHS
Bif, MeHepkepa KoMNaHil nif Yac nokynku.

Cy06’eKTUBHWIA iHAEKC KMNIEHTOOPIEHTOBAHOCTI Nep-
coHasnly — SCOPI (Subjective Customer-Oriented
Personnel Index) — HaykoBLi NPOMOHYOTb pO3pa-
XOBYyBaTW fK CepegHboapuMETUUHY CyO6'€KTUBHMX
NMOKa3HMKIB 3i CTAaTUCTUKM NPOAAXIB, TakMX AK: poboTa
npogasLiB, NicANpogaxHe 06¢cnyroByBaHHA. BusHa-
YaETHLCA 3a AOMOMOrOK ONUTYBAHHSA K/TIEHTIB KOMNa-
Hil, SIKi NPOTSIrOM OCTAaHHLOTO POKY KyMyBasiM TOBapwu
abo nocnyry opratisaduii, Npo CTymniHb IXHbOT 3840BO-
NIeHOCTi 3a3HayYeHuMKn ABomMa hakTopamu MoKynku.
MexaHi3am BU3Ha4YEeHHSI Cy6’EKTUBHOIO IHAEKCY KIi€H-
TOOPIEHTOBAHOCTI CNMpaeTbcs Ha MeToanky NPS.

BuCHOBKMU 3 NpoBefeHOro focnigxkeHHs. Jocni-
[PKEHHA nokasano, WO € ABa OCHOBHI nigxoau Ao
BM3HAYEHHSA MOHATTA «KNIEHTOOPIEHTOBAHICTbL». IMep-
Wwrin nigxig nepegbadvae, WO KNIEHTOOPIEHTOBAHICTb
BM3HAYA€ETLCA BUCOKMM pPIBHEM OOGCNYroBYBaHHS
nepcoHasy, Wo 3abesneyye 0cobnvBuiA cepsic anis
KNieHTiB. Jpyruin — Lo KNiEHTOOPIEHTOBAHICTL € difio-
cochieto 6i3Hecy, WO MPOHU3YE BCi Gi3HEC-Mpouecu
opraHisauii, roNnoBHOK METOH AKX € 3a[0BOMEHICTb
KNieHTiB. BusHaueHo, Wwo 0AHUM i3 3ara/lbHOBU3HAHNX
IHCTPYMEHTIB MO6YA0BU K/TIEHTOOPIEHTOBAHOI KOMMNa-
Hii € cTpaTteria CRM, sika 4onomoxe npasuibHO nooby-
AyBaTun BiAHOCWHW, SIKi I'PYHTYIOTbCS Ha iHAMBIAYa b-
HOMY NiAX0Ai 4O KOXHOTO KMieHTa.

B ymoBax KNi€EHTOOPIEHTOBAHOrO YynpaBAiHHS
aKUEHTN B OUiHLUi e(eKTMBHOCTI 3MiyTbCs B OiK
piBHA 3a40BOSIEHOCTi KMiEHTIB. [/18 BMMIpOBaHHSA
3a[0BOSIEHOCTI  BUKOPUCTOBYETLCHA HU3KA  Takux
MeTOAMK, K iHAeKC ymcTol nigTpumkn (Net Promoter
Score, NPS), metognka SERVQUAL, po3paxyHky
3arafibHOro iHAEeKcy KNiEHTOOPIEHTOBAHOCTI Mepco-
Hany — GenCOPI Ta iH.

CTBOpeHHs  ed)eKTUBHOT  KNiEHTOOPIEHTOBAHOT
CUCTEMWU YMpaBniHHA KOMMAHIE MOXe O6yTu mke-
penomM KOHKYPEHTHOI rnepesaru, OTPUMaHHA MakCu-
MasibHOro NpUBYTKY, NOCU/IEHHS KOHKYPEHTHUX NO3W-
Ui Ha PUHKY.
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CLIENT ORIENTATION: THEORETICAL FOUNDATIONS
AND MODERN APPROACHES TO EVALUATION

The purpose of the article. The purpose of this article is to conduct a comparative analysis of existing
scientific views on the essence of the «client orientation» concept, the study of modern methods of assessing
the effectiveness of client-oriented personnel formation.

Methodology. Methods of comparison and generalization, analysis and synthesis, groupings and classifi-
cations were used.

Results. The article investigates and generalizes the definitions of the «client orientation» concept in
domestic and foreign practice. The study found that there are two main approaches to defining «client orienta-
tion». The first approach assumes that client orientation is determined by the high level of staff service that
provides special customer service. The second one — is that client orientation is a business philosophy that
penetrates all the business processes of an organization, the main purpose of which is customer satisfaction.
The author’s vision of the concept “client orientation” is formulated.

In our opinion, client orientation should be understood as a business concept focused on effective cus-
tomer satisfaction, covering all levels of enterprise management and aimed at increasing strategic competitive
advantage.

The principles of client orientation, which regulate the basic principles of interrelation between the company
and the client, are systematized.

The main entity that implements the client-oriented approach in the organization is its staff. The customer
orientation of the staff means the set of knowledge and skills that, through appropriate motivation, values,
attitudes and personal qualities of employees, contribute to a certain behaviour, the establishment and main-
tenance of relationships with clients to obtain the desired result.

It has been identified that one of the well-known tools for building a client-oriented company is a customer
relationship management (CRM) strategy, which will help to build properly the relationships that are based on
the individual approach to each client.

In a customer-oriented management the emphasis in performance appraisal shifts to the level of customer
satisfaction. In the foreign literature the most famous indicator on the basis of which customer satisfaction is
evaluated is the Net Promoter Score (NPS) — an indicator of consumer commitment to the company, product
and service. An index of willingness to make repeat purchases and to recommend to friends. Indicator and
method of its estimation are offered by the American researcher F. Reichheld. According to this methodology,
clients are divided into 3 groups, depending on the rating: promoters, passives, detractors. Each group shows
a specific behaviour pattern, a certain type of relationship, and requires different actions from the side of the
company.

Another popular methodical approach in the field of customer satisfaction assessment is the SERVQUAL
(term derived from two English words: service and quality) method. This technique was proposed by American
scientists A. Parasuraman, L. Berry and V. Zeithaml. Based on the consumer surveys and the identification
of the gap between service expectations and perceptions. When using this model, five basic parameters are
taken into account, of which the «perfect service» consists: tangibles, reliability, responsiveness, assurance,
empathy.

Also, various integral metrics are used to measure customer satisfaction, one of which is the General
Customer-Oriented Personnel Index, which consists of the OCOPI (Objective Customer-Oriented Personnel
Index) and SCOPI (Subjective Customer-Oriented Personnel Index).

Practical implications. Creating an effective client-oriented system for a company management can be a
source of competitive advantage, profit maximization, strengthening competitive positions in the market.

Valueloriginality. The results of this study are the theoretical basis for solving applied and scientific prob-
lems related to the development of client orientation maximization.
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