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Summary 
 

The article presents the consumer loyalty system of the tourist product as a mechanism 
consisting of five interconnected blocks: integration into the marketing management structure of 
the tourist enterprise; goals of loyalty; formation and management of databases; choosing a 
loyalty mechanism and assessing the effectiveness of the loyalty program; financial support for 
the implementation of the program. It is determined that: the main ways of integrating the 
loyalty program into the organizational structure of the tourist enterprise is to create an 
independent unit for the implementation of the loyalty program or complete transfer of authority 
to an independent agency; The two most important blocs of loyalty program goals are consumer 
retention and re-buying incentives; the formation and management of databases is essential for 
improving the efficiency of the tourism enterprise in general; loyalty program should offer 
consumers privileges that are directly related to the main services provided by tourism 
enterprises; it is necessary to ensure appropriate funding of loyalty programs, as they should be 
considered not as expenses, but rather as investments in marketing tools. 
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