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AnHoTtamms. JlaHHOe MccliefoBaHME TOCBSILIEHO pa3paboTKe KOHIIETIIIUM MPOEKTa ONTHMU-
3alUM KJYyOHOU MPOTrpaMMBbl JIOSUTBHOCTH Majoro OTejisi Ha OCHOBE aHaiu3a Ou3Hec-Tipoilecca
«HauuciieHne cKUAKM IO IporpaMMe JIOSUIbHOCTU». B XoJe ucciemoBaHUsI aBTOpaMM IIpeli-
CTaBJeHa TUIOBAsI MONEIb AaHATU3UPYEMOTo OM3HEC-TIPOIIECCa, OMUCAHBl OCHOBHBIE TEOPETHU-
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Introduction

The loyalty program of a service enterprise is a set of marketing activities aimed at estab-
lishing long-term relationships (Trofimova, 2015; Chuvatkin, 2023; Corbishley, 2020) with
customers (guests), expressed in an increase in the number of repeated purchases and book-
ings, as well as the optimization of marketing costs, which contributes to increasing the level
of economic sustainability (Vlasova, 2012) and profits. Building, maintaining, and developing
such a system is a complex multi-level process within the marketing strategy of an enterprise.
The presence of an effectively functioning guest loyalty program becomes one of the main ar-
guments in the competitive struggle in the service market (Trofimova, 2015). In the conditions
of active digitalization, the application of innovative technologies (Voronova, 2019) and the
development of a comfortable consumer environment, as well as the formation of competitive
advantages on the basis of the loyalty program application becomes insufficient and requires
improvement. Without advances in this direction it would be impossible to ensure the devel-
opment of personnel competencies of innovative design of service management technologies
(Ilyina, 2016; Steinhoff, 2016).

Materials and Methods
The research is based on the system and process approach to enterprise management. The

authors employ materials and data devoted to loyalty management by a number of domestic
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authors (Savenkova, 2015; Kozlova, 2016; Grigoryeva, 2023), studies on service activity devel-
opment and service management by O.V. Ilyina, as well as research in the field of digitalization
of the hotel industry by O.V. Voronova and V.A. Khareva. The methods of literature analysis
and functional modelling of business processes were also applied in this paper.

Results and Discussion

According to Babenko P., General Director of CJSC Hotel Technologies and developer of
the management system for hotel business “1C:Hotel,” participants of loyalty programs bring
45% more stays and 50% more revenue compared to other guests. At the same time, within one
of the most famous loyalty programs, Marriott Rewards program participants account for about
20% of the company's income; their average expenses are 2.5 times higher than those of an
ordinary client. At the same time, due to the activation of the transfer of guests to direct sales
within the framework of participation in the loyalty program, there is also a saving on commis-
sions, which also affects the growth of profits. In this connection, the following regularity was
put forward: “The growth of direct sales by 1% leads to the growth of annual profit per room
for the amount from 2 thousand rubles.”

Traditionally, the following generalized types of loyalty programs are distinguished: bonus
programs, discount programs, programs for offering additional services, and premium service.
In practice, independent small accommodation facilities use non-automated closed (club) dis-
count loyalty programs for returning guests (Basrowi, 2022; Dominguez Perez, 2020).

The principle of operation of such programs is quite complicated, as each time it is necessary
to agree on the amount of discount with the hotel director. At the same time, such programs
can divide guests by categories. Thus, the most important categories of guests (VIP) in addition
to accommodation at the price of the closed tariff are given compliments and gifts upon arrival.
The gift itself and the budget for it are agreed upon first of all with the hotel director, and then
the purchasing manager works with this information. As a compliment, there is a welcome let-
ter, which will be placed in the room, and it can be a small set with tea or sweets. For regular
guests, there is a specific system of discounts from 5 to 20%. The operation of the program itself
is quite complex, as the employees need to constantly agree on the amount of the discount;
this takes a lot of time, as the director cannot always be in touch (Bade, 2024). In order to
visually assess the functioning of the loyalty program in the hotel, let us present the first-level
decomposition diagram in Figure 1.

Fig. 1. Level-1 decomposition diagram of the “Accretion of discount on the club
Loyalty Program” business process (designed by the authors).
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The business process of charging a discount under such a club loyalty program, is very com-
plex and time-consuming. Before giving a discount to a guest, an employee has to prepare a
request with the necessary information for the director, coordinate the decision, record the de-
cision on paper and electronic media, recalculate the price in the booking window, issue a new
invoice, coordinate the invoice with the guest, make payments, update the guest's profile and
make a comment in the system why the price in the booking window is different from the open
rate in the sales channel so that no mistake is made at check-out (Kimura, 2022). This process
takes a large amount of time, on average, the guest waits about 30 minutes for a discount deci-
sion, not including the time to generate the bill and send a new booking confirmation.

In order to see how the system is functioning in visual figures, it is necessary to develop a
system of KPIs of process execution (Table 1). The development of the KPI system is necessary
to see clearly who is responsible for the process execution, what system for measurement should
be used, what result is considered as a norm, what is considered as a planned result and what
result will be considered as a norm when deviating from the actual value.

Table 1. KPI system of the business process “Accretion of discount
on the club loyalty program” (designed by the authors)

Value
Business process operation KPI title Executor
Real Planned
Approval of discount Average time to Shift 30-35 3-5
with the director negotiate a discount Supervisor minutes minutes
Guest identification Average time for an Shift . .
. employee to search for a . 5 minutes | 2 minutes
in the system . . Supervisor
guest's profile in the system
Entering a return Gue;st
. Number of data entry errors Relations 1-3 errors 0 error
guest in the system M
anager
Discount application Average negotiated discount Hotel 10% 15%
Manager
Recalculation of the Time to change the cost Shift . .
. . o . 7 minutes | 2 minutes
new booking price and draw up a new invoice Supervisor
Preparation of a package
of documents to the Number of packages Shift 10 20
sales manager, guest sent to managers Supervisor packages | packages
relations manager
Time taken to inform
Informing the guest the guest of the new Shift 5-7 2-3
about the new account discounted price after Supervisor minutes minutes
receiving a booking request

Table 1 shows that there are various metrics when dealing with the analyzed hotel company
loyalty program. One of the main KPI metrics is the average time spent on a particular process.
The table of values shows that the actual time is very different from the planned time because
employees spend too much time making reservations, talking to the director about the discount,
fixing the discount, recalculating the guest's room rate and creating a new invoice, reconciling
the new room rate with the guest, and generating reporting documents for the sales and guest
relations managers. In addition to the average time spent on an individual process, there are
quantitative metrics, such as the number of errors in entering up-to-date information into a
regular guest's profile (Haverila, 2022).
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The best-case scenario is to enter data without errors so that the system runs without in-
terruption, but in fact employees may make one to three errors, which may result in a smaller
discount when negotiated with the director. Also, there is such an indicator as the size of the
average agreed discount, because of the fact that the hotel does not have any accounting of the
list of returning guests and information is searched and collected only by guest profiles in the
ACS, employees can make mistakes and the agreed discount from the director may be less. In
order to draw conclusions on the analysis of loyalty program technologies, it is necessary to
refer to the data presented in Table 2.

Table 2. Conclusions on the existing problems of technologies of the hotel
enterprise loyalty program organization (designed by the authors)

Business Identified .problems in the tech'nology Identified problems in business process KPIs
process of business process execution
Guest 1. no systematized and up-to-date . 1 the, average plann_ed time spent on.
. . . . identification of a guest in the system deviates
identification list of guests from profiles; from the actual time by three minutes
in the ACS 2. long time interval for identification y ’

which increases the time of work with PL

Approval of
discount with
the director

1. heavy workload on the director and
increase of his additional tasks;
2. long time taken to decide on a discount;
3. possible errors when forming a request
with information to agree on a discount

1. measuring the average time to negotiate a
discount is almost 10 times out of the norm;
2. the average discount measurement
percentage is subject to errors, may
vary from the director's opinion, there
is no established accrual system

Entering a
return guest
in the system

1. there may be errors because administrators
do not reconcile information with a
separate file of returning guests;

2. not all return guests are color-coded in
the checkerboard so that staff can quickly
identify them and be attentive to them

1. the average time to make a
reservation is not measured;
2. the level of automation of the
process is not measured

Informing the
guest about the
new account

1. too much time spent on making a new
bill and adjusting the old one, as well as
communicating with the guest, as they may get
confused by the numbers and pay the old bill;
2. a guest may change his/her mind about
booking a room if he/she needs to pay
for the room at a moment's notice

1. the number of errors made in making
a new count is not measured;
2. the number of guests who were not sent a
new invoice for payment is not measured

Preparation
of a package
of documents

1. no automation of the process so
that reports could come to managers

1. the number of packages is measured, which
shows the efficiency of the administrator's
work and the awareness of guests, as well

as the number of returning guests, but
does not take into account the average

to the sales automatically through the system and are t1m§ to prepare and forward a complete
manager, ; e information package to managers;
guest relations captured with the ability to self-update 2. there is no indicator showing the
manager correctness of forming the package of
documents and the number of errors
in filling out the information
1. there is no systematized system of
. applying (%1scour.1t, dlffere.nt guests 1. the level of automation and average
Discount can be given different discount; time taken to apply the discount
application 2. the system of discount application is not built,

VIP-code systems in the ACS are not set up,
there is no color solution for returning guests

in general is not measured
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Overall, it is possible to conclude that the main problem of the existing loyalty program is its
lack of systematization and the absence of the ability to independently calculate the discount in
the system. What is more, it can be seen that when filling out the questionnaire of the returning
guest in the window of editing the reservation, administrators can make mistakes, because of
which the guest can incorrectly calculate the discount. Different guests may be charged different
discounts, provided that the number of stays and the amount of profit brought by them are the
same. This happens because there is no established uniform system for calculating discounts.

Let's turn to the theoretical and methodological bases of the formation and improvement
of loyalty programs. Each of the programs is formed in the course of the implementation of
a certain algorithm. For example, the proposals presented in the works (Trofimiva, 2015) and
(Tsunevskaya, 2008) focus most of their attention on the ways of assessing the level of customer
loyalty, while the work (Kozlova, 2016) proposes the formation of a loyalty program on the
complexity of the process of formation of technologies and mechanisms of the program. In
turn, in business literature, as a rule, the loyalty program is described in terms of the application
of IT solutions and ways to encourage customers, which is facilitated by the active implemen-
tation of digital solutions (Voronova, 2019; 2024).

Thus, within the framework of loyalty program optimization projects, each of the enterprises
studies the experience of its industry in this area and determines which technologies of each
model are presented on the market and are in demand and effective. As a rule, there is a ques-
tion of choice between them, as each of them offers consumers its own advantages. The task
of the enterprise from the point of view is to justify the introduction of one or another model.

According to the research results of F. Reichheld from Bain & Company, customer retention
by 5% (i.e., an increase of CRR by 5%) carries a profit increase from 25 to 95%. At the same
time, the probability of sale—i.e., frequency of sales—to an existing customer is from 60 to
70% and to a new customer—from 5 to 20%, while loyal customers spend 33% more than new
customers (Tsunevskaya, 2008).

To determine the key directions of loyalty program implementation, it is necessary to prop-
erly assess the key customer segment to which it will be directed. For this purpose, traditional
quality management methods can be used (Pal Bariha, 2021).

According to the Pareto rule, 20% of loyal customers give the company 80% of profit. More-
over, 20% of customers are loyal customers and business partner customers. The Pareto rule
is concretized if all customers are then categorized into “ABC” importance categories (“ABC
analysis”). Using the letters “A,” “B,” and “C,” customers are categorized according to their
importance, in terms of profitability for the company, into three classes: most important, im-
portant, and less important. ABC analysis is based on the following patterns (Arakelova, 2013):

— The most important customers (category “A”) make up approximately 15% of the total
number of customers. Their share in the total profit of the company is 65 %;

— Important customers (category “B”) are on average 20 % of the total number, and their
share in the total profit of the company is also 20 %;

— Less important clients (category “C”) make up 65 % of the total number of clients, and
their share in the total profit of the company is about 15 %.

Thus, to form a loyalty program, it is necessary to determine which clients (guests) make
up 15-20% of the client (guest) base and bring 65-80% of the profit, to study their typology,
nature, and structure of expenses (from the point of view of the company—the revenue brought)
and, on the basis of the obtained data, to conduct further analysis and make decisions on the
choice of technologies and tools of the program itself. An example of the development of a
discount loyalty program based on such analysis is presented in Table 2.
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Table 3. Discount size and colour code of the guest status depending on mon-
ey turnover, number of stays, and stay-in days (designed by the authors)

Guest's cash turnover | Number of visits in | Number of stay-in days | Discount Color
in the last two years the last two years in the last two years size code
from 50 to 70 th. rub. At least 3 times At least 10 days in total 7 % Blue
from 70 to 90 th. rub. At least 3 times At least 15 days in total 10 % Purple
from 90 to 120 th. rub.. At least 3 times At least 20 days in total 15 % Red

The following system is proposed during the development of the loyalty program optimiza-
tion project. On the basis of this list, it is possible to determine which guests came to the hotel
for more than 3 times in the last two years, what amount of money turnover they brought, and
for how many days they stayed. Next, it is necessary to make a new list with returning guests
who are entitled to a discount. The maximum amount of discount that the hotel can give the
guest is 15%. It gets those customers who, in the aggregate, for the last 2 years, came to the
hotel at least 8 times, given that the total number of days spent in the hotel was not less than 20,
and the total turnover of funds that they brought is from 90 thousand rubles. At the same time,
guests with a minimum discount will burn blue colour when making a repeat booking, guests
with an average discount—purple, and guests with a maximum discount—red. Depending on the
change in the number of stays, the system will automatically recalculate the brought amount,
cash turnover, and the number of stays, as well as automatically enter the size of possible dis-
counts and set up algorithms to automatically switch the size of the discount with the increase
in the number of reservations from the returning guest.

For the process of optimizing the club loyalty program in the hotel, it is necessary to first
upload profiles of all guests who have stayed in the hotel since its foundation. Then, with the
help of various tools and independent segmentation on the basis of available calculation for-
mulas and the established possible range of discounts, it is necessary to upgrade the functioning
of the system so that in the end it gets an automated program with an accessible understanding
of use for both guests and staff. Let's present in figure 2 the model of the business process of
loyalty program optimization.

Fig. 2. Model of the “Optimization of club loyalty program” business process (designed by the authors).
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Conclusion

From the diagrams above, it is possible to observe how the process of optimizing a club
loyalty program in a small hotel will be structured. According to this project, the output should
be an automated system that does not require constant coordination of the discount with
the director. Based on the criteria of discount calculation and its size depending on the cash
turnover, number of visits, and stay-in days, an algorithm is developed, checked by the ACS
technician. Then the discount algorithm is manually entered for each guest. At the next visit,
the discount will be automatically displayed in the guest's profile, and the amount and the bill
for accommodation will be displayed with the already calculated discount. Another plus of such
a system is that when the number of bookings from a regular guest increases, his discount will
automatically increase within the parameters independently, thanks to the system's capabilities
and algorithm customization. The difficulty of implementing such a program is the independent
introduction of colour solutions for guests, as the employee must do it manually, based on a
complete list of returning guests, as well as a file where the parameters of the guest, the size of
the discount, and colour solutions are specified.

REFERENCES

Arakelova 1.V. 2013. Analysis and evaluation of the effectiveness of modern consumer loyalty
programs. Bulletin of Volgograd State University 17, 46-51.

Bade K. 2024. Customer Loyalty Program: Enhanced Rewards and Insights for Lasting En-
gagement. International Journal for Research in Applied Science and Engineering Technology
12 (4), 84-87. doi:10.22214/ijraset.2024.59689

Basrowi B. 2022. The Customer loyalty research trends: bibliometry analysis. National Con-
ference on Applied Business, Education, & Technology (NCABET) 2 (1), 1-14. doi:10.46306/
ncabet.v2il.60

Chuvatkin P.P. 2023. Personnel management of hotel enterprises. Yurait, 280.

Corbishley K. 2020. Perceived Benefits of Loyalty Programs and Relationship Quality.
International Journal of Customer Relationship Marketing and Management 11 (1), 1-18.
d0i:10.4018/ijcrmm.2020010101

Dominguez Perez L. 2020. A loyalty program based on Waves blockchain and mobile phone
interactions. The Knowledge Engineering Review 35, 12. doi:10.1017/s0269888920000181

Haverila M., Haverila K. 2022. The impact of tangible and intangible rewards on online
loyalty program, brand engagement, and attitudinal loyalty. Journal of Marketing Analytics 10
(1), 64-81. doi:10.1057/s41270-021-00150-7

Ilyina O.V. 2016. Methodological bases of formation of professional readiness of specialists
to innovative design in service activity. Sovremennaya nauka: actual problems of theory and
practice. Series: Economics and law 4, 112-117.

Grigoryeva A.A. 2023. Development of customer loyalty programs at hospitality enterprises un-
der digitalization. Technoeconomics 2, 1 (4), 41—54. DOI: https://doi.org/10.57809/2023.2.1.4.4

Kimura M. 2022. Customer segment transition through the customer loyalty program. Asia
Pacific Journal of Marketing and Logistics 34 (3), 611-626. doi:10.1108/apjml-09-2020-0630

Kozlova O.Yu. 2016. The process of developing programs to increase customer loyalty. New
word in science and practice: hypotheses and approbation of research results 22, 179-184.

Pal Bariha P. 2021. Customer Loyalty Program and Retention Relationship. Psychology and
Education 58 (1), 5069-5074. doi:10.17762/pae.v58i1.2012

Savenkova I.A. 2015. Loyalty programs as a factor in improving the quality of service in the
hotel business. St. Petersburg economic journal 4, 138-144.

Steinhoff L. 2016. Understanding loyalty program effectiveness: managing target and by-
stander effects. Academy of Marketing Science. Journal 44 (1), 88-107. doi:10.1007/s11747-
014-0405-6

Trofimova O.M., Ruchkin A.V. 2015. Algorithm of formation and development of consumer
loyalty program in a commercial organization. Issues of Management 6 (18), 127-134.

40



4 -

Tsunevskaya O.Y. 2008. Marketing technologies of formation of customer loyalty programs
in the sphere of services, 192.

Vlasova M.S., Ilyina O.V., Morokhina V.I. 2012. Efficiency of cost utilization and its impact
on the economic sustainability of the enterprise. Problems of modern economics 3(43), 123-
125.

Voronova O.V. Khareva V.A. 2019. Electronic document management in the activities of
FMCG-segment network companies. Scientific Bulletin of the Southern Institute of Manage-
ment 3(27), 46-51. doi:10.31775/2305-3100-2019-3-46-51

Voronova O.V., Khareva V.A. 2019. The main trends in the application of modern tech-
nologies at the enterprises of the hospitality industry in the conditions of digitalization of
the economy. Scientific Bulletin of the Southern Institute of Management 4 (28), 98-102.
doi:10.31775/2305-3100-2019-4-98-102

Voronova O.V., Vasiliev V.N. 2024. Automation of management of marketing activity of
network trading companies on the basis of development of model of IT-services of business
support. Modern Challenges of Economics and Management Systems in Russia in a Multipolar
World: Collection of Articles of the International Scientific and Practical Conference, timed to
the 105th Anniversary of Financial University, 42-46.

Hospitality Online Expo. URL: https://expo.openhospitality.org/postroenie-sistemi-loyal-
nosti-s-pomoschyu-pms-otelya#popup:article (accessed: 01.03.2025).

CINMUCOK UCTOYHUKOB

Apakemoa W.B. 2013. Ananu3 u oueHka 3(E(EKTUBHOCTH COBPEMEHHBIX IIPOTpaMM
JIosimbHOCTU ToTpebuteneii. M3Bectusi Bosrorpaackoro rocygapCTBEHHOIO TEXHHUYECKOIO
yHuBepcutera 17, 46-51.

Bade K. 2024. Customer Loyalty Program: Enhanced Rewards and Insights for Lasting En-
gagement. International Journal for Research in Applied Science and Engineering Technology
12 (4), 84-87. doi:10.22214/ijraset.2024.59689

Basrowi B. 2022. The Customer loyalty research trends: bibliometry analysis. National Con-
ference on Applied Business, Education, & Technology (NCABET) 2 (1), 1-14. doi:10.46306/
ncabet.v2il.60

Yysarkun I1.I1. 2023. YopaBneHue rmepcoHajloM TOCTUHUYHBIX npeanpustuii. HOpaiir, 280.

Corbishley K. 2020. Perceived Benefits of Loyalty Programs and Relationship Quality.
International Journal of Customer Relationship Marketing and Management 11 (1), 1-18.
doi:10.4018/ijcrmm.2020010101

Dominguez Perez L. 2020. A loyalty program based on Waves blockchain and mobile phone
interactions. The Knowledge Engineering Review 35, 12. doi:10.1017/50269888920000181

Haverila M., Haverila K. 2022. The impact of tangible and intangible rewards on online
loyalty program, brand engagement, and attitudinal loyalty. Journal of Marketing Analytics 10
(1), 64-81. doi:10.1057/s41270-021-00150-7

Habuna O.B. 2016. Mertononoruyeckre OCHOBBI (OpMUPOBaHUS TPOodecCHOHATbHOMR
TOTOBHOCTH CHELAATMCTOB K MHHOBALIMOHHOMY IIPOEKTUPOBAHUIO B CEPBUCHOM AESITEIBHOCTH.
CoBpeMeHHasI HayKa: aKTyaJbHBIE IIPOOJIEMbl Teopuu U IpakTuku. Cepusi: DKOHOMHKA U
mpaso 4, 112-117.

Grigoryeva A.A. 2023. Development of customer loyalty programs at hospitality enterprises un-
der digitalization. Technoeconomics 2, 1 (4), 41—54. DOI: https://doi.org/10.57809/2023.2.1.4.4

Kimura M. 2022. Customer segment transition through the customer loyalty program. Asia
Pacific Journal of Marketing and Logistics 34 (3), 611-626. doi:10.1108/apjml-09-2020-0630

Kosmgosa O.10. 2016. IIporecc pa3paboTKKU MporpaMM MOBBILIEHUS JOSUIBHOCTU KJIMEHTOB.
HoBoe c10BO B HayKe M IIpaKTHKE: TUIOTE3Bl W aIlpodalus pe3yJabTaTOB MCCIEeIOBaHUI 22,
179-184.

Pal Bariha P. 2021. Customer Loyalty Program and Retention Relationship. Psychology and
Education 58 (1), 5069-5074. doi:10.17762/pae.v58i1.2012

CasenkoBa M.A. 2015. IlporpaMmbl JOSJIBHOCTM KakK (pakTop IMOBBIILIEHNST KayecTBa
00CIyXMBaHUSI B TOCTUHMYHOM OusHece. [lerepOyprckuii aKoHoMu4yeckuii XypHait 4, 138-
144.

41



: -

Steinhoff L. 2016. Understanding loyalty program effectiveness: managing target and by-
stander effects. Academy of Marketing Science. Journal 44 (1), 88-107. doi:10.1007/s11747-
014-0405-6

Tpodumosa O.M., Pyuknn A.B. 2015. AnroputM GopMUpPOBaHUS U Pa3BUTUS IIPOTrPaMMBbI
MOTPEOUTETHLCKOM JTIOSUIBHOCTU B KOMMEPYECKOM opraHu3auuu. Bompockl yrnpasieHus 6 (18),
127-134.

Iynesckas O.4. 2008. MapKeTMHIOBBIE TEXHOJIOTMU (DOPMUPOBAHUS IIPOrPaMM JIOSTIBHOCTHU
KJIMEHTOB B cdepe ycayr, 192.

Baacosa M.C., Nnbnna O.B., Mopoxuna B.. 2012. D¢dheKTUBHOCTH UCITOJIH30BaHMSI 3aTPaT
M e€¢ BIMSHHE Ha BSKOHOMMYECKYIO YCTOMYMBOCTH mpeanpusatus. IIpobiaeMbl coBpeMeHHO
aKkoHOMMKU 3(43), 123-125.

Boponopa O.B. Xapesa B.A. 2019. DneKkTpoHHBINA TOKYMEHTOOOOPOT B HESITEIbHOCTHU
cereBbIX Komnanuiit FMCG-cermenTa. Hayunsiii BectTHUK KOXHOro MHCTUTYTa MEHEIXXKMEHTA
3(27), 46-51. doi:10.31775/2305-3100-2019-3-46-51

Boponosa O.B., Xapea B.A. 2019. OcHOBHBIC TEHOCHLIMM B IMPUMEHEHUU COBPEMEHHBIX
TeXHOJIOTMI Ha MPEANPUATUSIX HHAYCTPUU TOCTEIIPMUMCTBA B YCJIOBUSIX HUMPOBU3ALIUUA
sKoHoMuKU. Hayunperii BecTHMK IOxHoro wHcTUTyTa MeHemkMmeHTta 4 (28), 98-102.
doi:10.31775/2305-3100-2019-4-98-102

Boponoea O.B., Bacumees B.H. 2024. ABromMartm3auus yIpaBJIeHHUsS MapKETHUHTOBOI
IEeSITeIbHOCTBIO CETEeBBIX TOPIOBBIX KOMITAHMI Ha OCHOBe pa3paborku moxenu MT-cepBucos
nonaepxkku o6usHeca. CoBpeMeHHBIE BBI30BBI 3KOHOMUKHU M CHCTeM yIpaBieHUs1 B Poccunm B
YCJIOBUSIX MHOTOIOJIIpHOTrO Mupa: COOpHUK cTarteilt MexXayHapomaHON HayYHO-IIPaAKTUIECKOMN
KOH(epeHIUH, IpuypodeHHOoM K 105-neTuto @unynusepcuteta, 42-46.

Hospitality Online Expo. URL: https://expo.openhospitality.org/postroenie-sistemi-loyal-
nosti-s-pomoschyu-pms-otelya#popup:article (mata oopamenus: 01.03.2025).

INFORMATION ABOUT AUTHORS / UH®OPMALIUA Ob ABTOPAX

SHISHKINA Anna O. — senior lecturer.

E-mail: anna90@yandex.ru

HINUIIKNHA Anna OjeroBHa — CTapIMii IIpeIioaaBaTellb.
E-mail: anna90@yandex.ru

KHALIMOVA Polina M. — student.
E-mail: halimova.pm@edu.spbstu.ru
XAJIMMOBA Iloimaa MapaTtoBHa — CTYIEHT.
E-mail: halimova.pm@edu.spbstu.ru

LI Artem A. — Chief Commercial Officer.

E-mail: tema.l12012@yandex.ru

JIN Aprem AneKCaHIpPOBHY — KOMMEPUYECKUI TUPEKTOP.
E-mail: tema.l12012@yandex.ru

ORCID: https://orcid.org/0009-0004-2186-389X

Cmamoes nocmynusa 6 pedaxuuro 10.03.2025; odobpena nocne peuyenzupoganus 13.03.2025;
npunama k nyoaukauuu 14.03.2025.

The article was submitted 10.03.2025; approved after reviewing 13.03.2025; accepted for publica-
tion 14.03.2025.

42


https://orcid.org/0009-0004-2186-389X

