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ABSTRAKT

Bakal §Ssk& pr&8ce se vhDnuj dizanue dAe m2 ywDr 2@
ned2l nou soul §st2 pSi prodeji a st8§l2, vra
Aby byla firma konkurence schopn8, mus?2 m?2
opakovaniD nakupumiu @aekbsa®mDokodAot T ebiret i c
devg2m na mogn® druhy vBDrnostn2ch program
rTzn® pohledy autorT odborniTch publikac?.
dotazn?2k z8ka2rc2hk 2 8k apat2ekngi &It eS2 ug pSi g

zkoum8ny mognost.i rTznTch typT vRrnostnz2c
opomenut o i veden2z firmy a vhled do soul a
renci . Z&wWkerc hatyr dwjsemgen® poznatky a zablv

by byla dle z2skanlch dat nejvhodnnhj g2.

Kl 2] ov8 sl ova: z8kaznick® vDrnostn?2 progr
z8kaznick8§8 zkugenost, pSizdn@nk§y hodnota, $2:

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 nytwbecamnpstiveonthemankety e r .
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 ¢camers 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 margement 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.

Keywords: customer loyalty programs, loyalty, customer relationship management, contests,

sales support, customer experience, added value, customer relation management






