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ABSTRAKT 

Bakal§Śsk§ pr§ce se vŊnuje zaveden² vŊrnostn²ch programŢ pro firmu Aranys. Z§kazn²ci jsou 

ned²lnou souļ§st² pŚi prodeji a st§l², vracej²c² se z§kazn²ci by mŊli tvoŚit vŊtġinu obratu firmy. 

Aby byla firma konkurence schopn§, mus² m²t dobr® portfolio spokojenĨch z§kazn²kŢ, kteŚ² 

opakovanŊ nakupuj² a kladnŊ hodnot² firmu ve sv®m okol². Teoretick§ ļ§st je zamŊŚen§ pŚe-

devġ²m na moģn® druhy vŊrnostn²ch programŢ a benefitŢ. Tak® na jejich klady a z§pory a 

rŢzn® pohledy autorŢ odbornĨch publikac². V praktick® ļ§sti pr§ce je zahrnut a vyhodnocen 

dotazn²k z§kazn²kŢ a potenci§ln²ch z§kazn²kŢ, kteŚ² uģ pŚiġli s firmou do kontaktu. Jsou zde 

zkoum§ny moģnosti rŢznĨch typŢ vŊrnostn²ch programŢ, kter® z§kazn²ci preferuj². Nen² 

opomenuto i veden² firmy a vhled do souļasn®ho stavu ve firmŊ a jak si stoj² vŢļi konku-

renci. Z§vŊr shrnuje vġechny dosaģen® poznatky a zabĨv§ se doporuļen²mi pro firmu, kter§ 

by byla dle z²skanĨch dat nejvhodnŊjġ². 

Kl²ļov§ slova: z§kaznick® vŊrnostn² programy, loajalita, CRM, soutŊģe, podpora prodeje, 

z§kaznick§ zkuġenost, pŚidan§ hodnota, Ś²zen² vztahŢ se z§kazn²ky 

 

ABSTRACT 

This bachelor thesis aims to study the launch of loyalty programs for company called Aranys. 

The customers are an integral part of the sales; and regular, returning customers shall make 

up the majority of any companyôs turnover. For a company to be competitive on the market, 

it shall have a solid portfolio of returning customers, who provide a positive review to people 

in their community. The theoretical part of the thesis focuses on various types of the loyalty 

programs and benefits for customers and their pros and cons based on review of authors of 

professional publications. The practical part evaluates a survey by current and potential cus-

tomers, who are already aware of the company. Various types of loyalty programs are ex-

plored. The management of the company, its internal structure and its market comparison 

also play an important part in the analysis. The conclusion summarizes all the findings and 

provides the most appropriate recommendations for the company, based on the data col-

lected. 
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