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Purpose. To analyze the current methods of customer loyalty assessment with the aim of systematization and algo-

rithmization of the “supplier – customer” connection establishment process. The research is important due to the identi-

fi ed in the course of the research interconnection of customer loyalty, their needs satisfaction and company profi t.

Methods. The methods of classifi cation, typology, comparative analysis, matching, modeling and systematization 

are used in the research.
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Scientifi c novelty and results. Based on the previously developed methods of customer loyalty assessment the 

authors introduce an algorithm for designing and development of customer loyalty, which is of universal character and 

can be adapted considering the specifi cs of the organization to any company supplying goods, works or services.

Key words: customer loyalty, assessment, algorithm, marketing.
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