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customer loyalty in the context of digital transformation and sustainable economic development». The
article presents a comprehensive theoretical and conceptual analysis of marketing logistics as a key
determinant of customer loyalty formation, maintenance, and strengthening in the context of the accelerated
digital transformation of the economy and the strengthening of the global paradigm of sustainable
development. The study argues that traditional operational approaches to logistics no longer provide
sustainable competitive advantages in the e-commerce environment, where customer experience is becoming
a determining factor in brand choice, repeat purchases, and recommendations. In the context of the
introduction of artificial intelligence, the Internet of Things (loT), big data analytics, and blockchain
technologies, marketing logistics is transforming from a supporting function of the supply chain into a strategic
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tool for creating a unique customer experience at the last-mile delivery stage. It is the integration of logistics
processes with marketing strategies that enables delivery to become a powerful channel for building emotional
attachment, customer retention, and long-term customer value. The scientific novelty of the work lies in the
development and theoretical justification of an innovative extended cyclical sustainable model of marketing
logistics based on artificial intelligence. The model systematically combines digital technologies, sustainable
development principles, and customer-oriented marketing mechanisms. It is structured as an eight-stage
continuous cycle: data analysis and demand forecasting — personalization of logistics options — integration
of green practices — digital transparency and proactive communication — ethical integration — scaling of
solutions — monitoring and evaluation of loyalty — iteration and correction. The practical significance of the
model lies in its high adaptability to the conditions of Ukrainian enterprises, where the implementation of a
sustainable marketing logistics model based on artificial intelligence makes it possible to simultaneously:
significantly increase customer loyalty and repeat purchases, reduce operating costs by optimizing processes,
reduce environmental impact, and strengthen competitive positions in conditions of geopolitical instability,
growing consumer environmental awareness, and limited resources. The model can serve as a methodological
basis for the development of modern marketing logistics strategies focused on long-term customer value and
responsible business.

Keywords: marketing, logistics, customer loyalty, customer experience, digital transformation,
sustainable development, marketing logistics model

Ipuna Cysopoea, Oxcana [lo3HAk, Bikmop Cibpyk «MapkemuHzoea nozicmuka sAK
demepmiHaHMa KjieHMCbKOI J1I0sA/IbHOCMi 8 ymosax yugposoi mpaHcopmauyii ma cmanozo
po38umky ekoHomiku». Cmammsa npuceayeHa KoOMNJIeKCHOMY meopemuy4yHoMy ma KOHUeNnmyaabHOMy
aHanizy MapkemuH20801 J102iCMUKU AK K/1104080i 0emepmiHaHmMu (hopmMyB8aHHA, NiOMPUMKU Ma NOCUJSIeHHA
KJIEHMCbKOI /T0AIbHOCMI 8 YMOBAX NPUCKOPeHOi yugposoi mpaHcopmayii eKOHOMIKU ma nocusieHHsA
2n0baneHol napaduzmu cmanoz2o po3sumky. JJocnioxeHHA o6rpyHmMosye, wo mpaouyiliHi onepayidiHi
nioxodu 00 s102icMuKu 8ke He 3a6e3neyylome cMilikux KOHKYpeHMHUX nepesaz y cepe0o8uli eeKmpOHHOI
Komepuil, 0e 00cgi0 kylieHMi8 cmae s8u3HA4YaIbHUM hakmopom subopy 6peHOy, NOBMOPHUX NOKYNOK i
pekomeHOauil. ¥ KOHmMekcmi 8nposaodxeHHs mexHo/02ili Wwmy4yHo20 iHmenekmy, IHmepHemy peued,
aHANIMUKU B8e/IUKUX OdHUX, mexHoJsoeill 610K4eliH, MapkemuH208a J102iCMUKa MpaHchopmyemeoca 3
O00NOMIXHOT  (pyHKUiI N1aHYt02a nocmayadb y cmpameziyHull iHCmpymMeHm CMBOPeHHA YHIKAnbHO20
K/iEHMCbKO20 00C8idy Ha emani 00CMAsKu «0CmarHboi Muni». Came iHmezpayis 02icmudyHUX Npoyecis i3
MapkemuH208UMU cmpamezisimu 00380J1€ hepemaoprosamu 00CmagKy Ha NOMYXHUU KaHaAA hopMys8aHHs
eMOoUitiHOI npus’a3aHocmi, piBHA YMPUMAHHA KiieHmie ma 00820CMpoKosoi yiHHocmi kiieHma. Haykosa
HosU3Ha pobomu nosnsAzde 8 po3pobui ma meopemuyHoMy O6rpyHMy8aHHI iHHO8AUiGHOI po3wupeHoi
YUKIiYHOI cmasioi Modesni MapKemuH2080i J102iCcMUKU HAa OCHO8I Wmy4Ho20 iHmesekmy. Modesns cucmemHo
NoedHye Yugposi mexHos02il, NpUHYUNU CMAsio20 Po38UMKY md K/IEHMOOPIEHMOBAHI MAapKemuH208i
MexaHi3amu. BoHa cmpykmyposaHa sk eocemuemanHuli 6esnepepsHull YUK: AHAs3 OGHUX | NPO2HO3Y8AHHSA
nonumy — nNepcoHani3ayia 102icMuYHUX onyiti — iHMe2pauis 3esleHUx NPAaKmMuK — yugposa npo3opicme i
NpoakmMueHa KOMyHikayis — emuy4Ha iHmezpayia — macumaby8aHHaA piuleHbs — MOHIMOpUH2 ma oyiHka
J10s1bHOCMI — imepauis ma kopekuyis. [pakmuyHa 3Hayywicme Mooesi NoA2ae 8 ii UCOKIU adanmugHoCMi
00 YMO8 YKpaiHCbKUX NiIONpUEMCME, 0e 8npo8adXXeHHA cmMasnoi Mooesli MapKemuH2080i 102iCMUKU HA OCHOB8I
WMy4yHo20 iHmesnekmy 0de 3mMo2y 0OHOYACHO: CYMmMEBO Nid8UWYy8aMU KIEHMCbKY J0A/bHICMb i pigeHb
NoOBMOPHUX NOKYNOK, 3HUXY8amu onepayiliHi sumpamu 3a paxyHoK onmumizayii npoyecis, 3meHwysamu
eKoJI02iYHUl 8NJIU8 MA NOCUSIID8AMU KOHKYPEHMHI no3uuii 8 ymosax 2eononimuyHoi HecmabineHocmi,
3pOCMAHHA CNOXUBYOI eKosoezidyHOI cgidomocmi ma obmexeHux pecypcis. Modenb moxe ciy2ysamu
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Memo00J102i{4HOI0 OCHOBOIO 0711 PO3PODOKU CyHacHUX cmpameziti MapKkemuH20801 J102iCMUKU, OpiEHMOBAHUX
Ha 00820CMPOKO8BY KITIEHMCbKY UiHHICMb i 8idnosidanbHul bi3Hec.

Knioyoei cnoea: mapKeTUHr, NOTiCTUKA, KIIEHTCbKA NOSNbHICTb, KNIEHTCbKUA AOCBiA, UndpoBa

TpaHcdpopmauis, CTanvin po3BUTOK, MOLENb MAPKETUHIOBOI IOTiCTUKN

Introduction. In today’s economy, which
is undergoing rapid digital transformation
and increasing demands for sustainable
development, marketing  logistics s
significantly changing its role. It is no longer
just a supporting operational function in the
supply chain, but has become a key strategic
factor that determines a company’s
competitiveness and ability to build long-
term customer loyalty.

Digital transformation, based on the
introduction of artificial intelligence, the
Internet of Things, big data analytics and
blockchain technologies, is radically changing
customer interactions. Logistics processes are
no longer limited to the technical support of
deliveries — they are becoming a central
element of the customer experience. It is
during delivery that consumers finally
evaluate the value promised by the brand,
which directly affects their perception of the
brand, level of trust, and emotional
attachment.

At the same time, the rapid growth of e-
commerce both in Ukraine and worldwide is
placing new, stricter demands on marketing
logistics: customers expect a high level of
personalization, complete transparency at all
stages, guaranteed speed and reliability of
delivery, as well as compliance with
sustainability principles. Traditional logistics
models that do not integrate these aspects
with marketing strategies lead to lower
customer retention, weakened trust and
reduced long-term customer value.

Therefore, the relevance of the study lies
in the need for a new conceptual approach to
marketing logistics. It should be viewed as an
integrated system that comprehensively
combines modern digital technologies,
sustainable development principles, and
customer-oriented practices. This approach
makes it possible to systematically increase

customer loyalty, ensure a higher level of
customer retention and form sustainable
competitive advantages for enterprises in the
era of digitalization and responsible
economic development.

Analysis of the latest research and
publications. The issue of marketing logistics
as a factor in customer loyalty is actively
researched in contemporary scientific
literature, particularly in the context of digital
transformation, the integration of marketing
with logistics, and the principles of
sustainable development. Ukrainian scientists
focus on local characteristics and practical
aspects of adapting marketing logistics in a
transitional economy and martial law:
Fedotova [|. and co-authors interpret
marketing logistics as an integrated
enterprise management system that ensures
the formation of competitive advantages [1].
Bortnik A. and Milcheva V. study the
integration of marketing and logistics in
modern business processes with a focus on
customer orientation [2]. Zharska I.O. analyses
current trends in sustainable development
logistics, in particular environmental aspects
[3]. Kharchenko T. and Sagaydak Yu. assess
the prospects for the development of green
logistics in Ukraine with an emphasis on
ethical practices [4]. Parsyak V.N. and Zhukova
O.Yu. substantiate modern trends and useful
experience in the organization of marketing
logistics [5]. Tiazhun E. examines the
integrative interaction between marketing
and logistics, emphasizing digitalization
trends [6]. Vasyltsova S. and Hasiuk M. study
the impact of marketing logistics on the
formation of an enterprise’s pricing policy in
conditions of martial law [7].

In addition, some works are devoted
directly to customer loyalty as an object of
marketing management: Makarova V. and
Nechiporenko V. analyses customer loyalty as
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a key object of marketing management [8].
Shevchenko V.M., Mishustina T.S. and
Bondarenko A.A. study consumer preferences
and loyalty as a tool for achieving the
company’s marketing goals [9]. Oliver's
loyalty model remains the classic theoretical
basis, which identifies four stages and is
widely used to explain the formation of
loyalty in the context of customer experience
[10].

A review of the scientific literature shows
thatindividual aspects are actively considered
in research: the integration of marketing and
logistics, digital transformation, green
logistics, the impact of martial law on pricing
and logistics decisions. At the same time,
comprehensive models that systematically
combine marketing logistics, customer
loyalty, modern digital technologies, and
sustainable development principles into a
single cyclical conceptual model with an
emphasis on last-mile delivery and customer
experience remain underdeveloped,
especially in the context of countries with
transitional economies such as Ukraine.

Objectives statement. The purpose of
the article is to provide scientific justification
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for the transformation of marketing logistics
from a supporting operational function to a
key strategic determinant of customer loyalty
in the context of digital transformation and
sustainable economic development, as well
as to develop and theoretically substantiate
an innovative, expanded conceptual
sustainable model of marketing logistics

based on artificial intelligence, which
comprehensively integrates digital
technologies, sustainable  development

principles and customer-oriented marketing
mechanisms to systematically increase
customer loyalty, retain the customer base
and form long-term competitive advantages
for enterprises.

Basic material and results. Marketing
logistics is the integration of logistics
processes and marketing strategies of an
enterprise with the aim of creating added
value for the customer, increasing their
satisfaction and loyalty, and strengthening
the company’s competitive advantages
[1,2,5,6]. The main differences between
logistics and marketing logistics are
presented in Table 1.

Table 1. Differences between logistics and marketing logistics

Aspect

Logistics

Marketing logistics

Main objective

Minimize costs, ensure availability

Create a positive customer
experience, increase loyalty

Focus Efficiency, speed, reliability

Customer experience,
personalization, emotions

Key KP!I

Delivery cost, percentage of on-time
deliveries

retention rate, repeat purchase rate

Approach to the customer

Standardized

Individualized, personalized

Source: compiled by the authors

Marketing logistics transforms delivery
from an operational expense into a strategic
marketing asset. It turns a standard
transaction of delivering goods into a positive
experience that promotes loyalty, repeat
purchases, and organic brand awareness
[2,5,8]. In today’s environment, companies
that ignore the integration of logistics into
their marketing strategy risk losing their
customer base to competitors who

systematically use logistics processes as an
element of the brand experience [1,6].
Marketing logistics is the integration of
logistics processes into a company’s
marketing management system, aimed at
building and strengthening customer loyalty
by optimizing the customer experience
during delivery and after-sales service. In the
current  environment of e-commerce
development and growing consumer
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demands for convenience, transparency and
business accountability, marketing logistics is
becoming a key tool for differentiation and
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competitiveness [3,4,7]. The main elements of
marketing logistics are presented in Fig. 2.

Key Elements of
Marketing Logistics

E@‘B
Personalization of
Delivery

Qo
-
(]

'&3

Transparency and

Proactive Communicattion

s &

Integration of Sustainability Optimization

Logistics with and Ethical
Logistics

Marketing Tools

of “Last Mile”
Marketing Focus

Figure 1 - Key elements of marketing logistics
Source: [2-6]

The main elements of marketing logistics
include:

- Personalized delivery. Giving customers
the opportunity to independently determine
delivery parameters, including the exact time
interval, delivery point, delivery method,
environmentally friendly options, and
additional attributes such as packaging type
or colour. This approach helps to increase the
perception of the individual value of the
service and form emotional attachment to the
brand.

- Transparency and proactive
communication. Providing continuous real-
time tracking of order status, automatic
informative notifications about the stages of
goods movement, and the use of Al-based
chatbots to quickly resolve queries and issues.
Proactive communication reduces customer
uncertainty and prevents negative emotions
associated with delays [6].

- Integration of logistics with marketing
tools. Transformation of the delivery process
into a component of the customer journey:
introduction of incentives, such as discounts
for choosing ‘slow’ but environmentally
friendly delivery, inclusion of branded gifts in
the parcel, conducting satisfaction surveys
immediately after delivery. Such integration

allows you to turn operational interaction into
a marketing event that encourages repeat
purchases and recommendations [2,5].

- Consistency and ethics of logistics
processes. The use of environmentally friendly
solutions - electric or low-carbon transport,
biodegradable and minimalist packaging,
cooperation with local suppliers to reduce the
transport footprint. These practices are
positioned as marketing arguments that
correspond to consumers’ growing values
regarding social and  environmental
responsibility [3,4].

- Optimization of the ‘last mile’ with a focus
on marketing. Use of artificial intelligence
algorithms for demand forecasting, dynamic
routing, and generation of personalized
offers. Optimization is aimed not only at
reducing costs, but also at improving the
quality of the customer experience, which
directly affects customer loyalty and long-
term value [6].

Marketing logistics is defined as the
systematic integration of logistics processes
with marketing strategies to create value for
the customer and strengthen loyalty. In
today’s environment, it is being transformed
by digital transformation and sustainable
development, evolving from an operational
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function to a strategic asset. Digital
transformation, in particular the introduction
of Al and loT, enables automated demand
forecasting, route optimization and real-time
tracking, which improves efficiency and
customer experience.

Customer loyalty in the context of
marketing logistics is defined as a complex
behavioral,  affective and  cognitive
attachment of the consumer to the brand,
manifested in repeat purchases, willingness
to recommend the company and resistance to
competitive offers, and is largely shaped by
the quality and value of the logistics
experience [8,9]. Oliver’s classic loyalty model
identifies four consecutive stages: cognitive
(belief in advantages), affective (emotional
attachment),  conative  (intention to
repurchase) and active (actual behavior). In
marketing logistics, it is the behavioral stage
that is most dependent on the physical and
emotional experience of delivery, making it a
key channel for the transition from intention
to actual loyalty [10].

Based on a synthesis of contemporary
theoretical approaches and empirical
generalizations, we can identify the key
determinants of customer loyalty that are
directly shaped and controlled by marketing
logistics:

- Speed and reliability of delivery are the
most powerful predictors of cognitive and
behavioral loyalty. Critical parameters include
same-day or next-day delivery, as well as high
accuracy in meeting time intervals [2,6].

- Personalization of the logistics
experience significantly affects the cognitive

66-74
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and affective components of loyalty.
Customers are given the opportunity to
choose their own delivery time slot, delivery
method, packaging type, and
environmentally friendly options [5].

- Transparency and proactive
communication reduce perceived risk and
significantly increase trust. Key tools include a
real-time system, automatic order status
notifications at all stages, and technologies
that ensure full traceability, particularly those
based on blockchain [6].

- Environmental and ethical responsibility
in logistics is having an increasingly strong
impact on the loyalty of conscious consumers.
Important elements include the introduction
of ‘green’ delivery, the use of biodegradable
or reusable packaging, reducing the carbon
footprint of the supply chain, and adhering to
the principles of ethical trade [3,4].

- Quality of feedback and effectiveness of
problem solving - plays a decisive role in
restoring trust after service failure. Quick
response to deviations (delays, damage),
adequate  compensation,  personalized
apologies, and preventive measures to avoid
repeating mistakes directly contribute to the
transition from a negative experience to
maintaining or even strengthening loyalty
[8,9].

The algorithm for building customer
loyalty through marketing logistics is shown
in Fig. 2. The proposed algorithm is a
systematic, cyclical process aimed at the
consistent formation, maintenance, and
strengthening of customer loyalty using
marketing logistics tools.
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ALGORITHM FOR ENHANCING
CUSTOMER LOYALTY THROUG
MARKETING LOGISTICS

(infinite cycle)

I
PLANNING (PLAIN)

1l
IMPLEMENTATION (DO/
Implementation)

1

EXECUTION (DO / Execution)
] 1 I
BONUS CONTROL
SYSTEM (CHECK) ADJUSTMENT
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(ACT Adjustment) POIN
Return to
PLANNING

Yes

Figure 2 — Algorithm for building customer loyalty through marketing logistics.
Source: Compiled by the authors

The algorithm structure consists of:

- Identifying target customer segments,
analyzing their expectations regarding
logistics experience, setting specific KPI,
developing a strategy for bonuses,
compensation and communication scenarios.

- Implementation of planned logistics
solutions: infrastructure configuration,
integration  of  digital tracking and
personalization tools, launch of logistics-
related loyalty programmes (bonuses for
choosing green delivery, flexible slots, etc.).

- Direct customer order fulfilment using
three parallel modules: bonus and gift system
(increasing the value of the experience);
control and monitoring of deviations; prompt
correction in case of problems.

- Collection of data on actual
performance, analysis of deviations from
planned values, assessment of the impact on
different types of loyalty.

- Decision-making based on the
‘sufficient/insufficient’ principle. If target
loyalty levels are achieved — transition to a
new planning cycle with more ambitious

goals. If the indicators are unsatisfactory —
immediate implementation of corrective
measures and return to the planning stage.

The algorithm functions as a continuous
cycle, ensuring the gradual accumulation of
loyalty and adaptation to changes in
customer behavior, technological capabilities
and sustainability requirements [1,6].

This approach allows marketing logistics
to be viewed not as a support function, but as
a strategic lever for building a sustainable
competitive advantage through customer
loyalty.

In today’s economy, characterized by
rapid digitalization, increased competition in
e-commerce and growing demands for
environmental responsibility, traditional
approaches to marketing logistics no longer
provide a sufficient level of competitiveness
and customer retention [7]. That is why there
is an urgent need to develop and implement
innovative  conceptual models  that
comprehensively combine digital
technologies, sustainable  development
principles, and customer loyalty mechanisms.



The electronic scientifically and practical journal

“INTELLECTUALIZATION OF LOGISTICS AND SUPPLY CHAIN MANAGEMENT”,

ISSN 2708-3195

Our proposed Sustainable Al-Driven
Marketing Logistics Model is an advanced
conceptual approach that integrates artificial
intelligence (Al) as a central optimization tool,
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sustainable development principles, and
marketing strategies aimed at systematically
increasing customer loyalty.

SUSTAINABLE AI-DRIVEN
MARKETING LOGISTICS MODEL

PERSONALIZATION
OF LOGISTICS
OPTIONS

DIGITAL
TRANSPARENCY

ITERATION
AND CORRECTION

DATA ANALYSIS
AND DEMAND
FORECASTING

SCALING

Return to
PLANNING

INTEGRATION
OF GREEN
PRACTICES

ETHICAL
INTEGRATION
LOYALTY
MONITORING

Figure 3 — Sustainable Al-Driven Marketing Logistics Model
Compiled by the authors

The relevance of the model is determined
by several key trends in the modern market,
namely:

- Accelerated digital transformation of
logistics makes Al an integral part of demand
forecasting, route optimization, delivery
personalization, and ensuring real-time
process transparency. Without Al integration,
companies lose the ability to respond quickly
to individual customer requests and offer
competitive advantages in speed, accuracy,
and convenience.

- The strengthening of sustainable
development imperatives is transforming the
environmental responsibility of logistics from
an additional option to a mandatory factor in
brand selection.

- The growing role of customer
experience as the main driver of loyalty.

The novelty and advantages of the
proposed model lie in its cyclical, continuous
nature, where each stage of the model takes
into account both tangible and intangible
factors.

The model functions as a closed cycle of
continuous improvement: data — forecasting
— personalization and green integration —
transparency and ethics — scaling — loyalty
monitoring — correction — return to
planning. This approach not only optimizes
operational  efficiency and  reduces
environmental impact, but also systematically
builds customer loyalty, increases customer
lifetime value, and creates sustainable
competitive advantages.

Therefore, the development and
implementation of the Sustainable Al-Driven
Marketing Logistics Model is a relevant and
necessary response to the challenges of the
modern economy, where marketing logistics
is becoming a strategic tool for combining
digital efficiency, environmental
responsibility, and a deeply customer-centric
approach.

Conclusions. In today’s environment of
digital transformation and sustainable
development, marketing logistics s
becoming a strategic tool for building
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customer loyalty, where the key determinants
are speed and reliability of delivery,
personalization, transparency, proactive
communication, environmental responsibility
and effective problem solving. Traditional
approaches no longer meet customer
expectations, which reduces retention, trust,
and customer lifetime value. The proposed
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Model provides a systematic increase in
loyalty and enhances the competitiveness of
enterprises in conditions of uncertainty. Its
cyclical nature allows for continuous
improvement of processes, adaptation to
change, and accumulation of trust and brand
reputation, making marketing logistics a
powerful strategic asset of the digital age.

Sustainable Al-Driven Marketing Logistics

References

1. Fedotova, |, Bocharova, N., Rachwal-Mueller, A., & Zdyhalskyy, V. (2026). Marketynhova
lohistyka yak intehrovana systema upravlinnia pidpryiemstvom. Yevropeiskyi naukovyi zhurnal
Ekonomichnykh ta Finansovykh innovatsii, 1(19), 229-241. https://doi.org/10.32750/2026-0120

2. Bortnyk, A. & Milcheva, V. (2025). Intehratsiia marketynhu ta lohistyky v ramkakh
suchasnykh biznes-protsesiv. Herald of Khmelnytskyi National University. Economic Sciences,
344(4), 586-591. https://doi.org/10.31891/2307-5740-2025-344-4-83

3. Zharska I. O. Suchasni trendy lohistyky staloho rozvytku. Biznes Inform. 2022. N10. C.
206-211. https://doi.org/10.32983/2222-4459-2022-10-206-211

4. Kharchenko T., Sahaidak Yu. Perspektyvy rozvytku zelenoi lohistyky v Ukraini. Derzhava
ta rehiony. Seriia «Ekonomika ta pidpryiemnytstvo». 2020. N2 3. Ch. 2. S. 62-67.
https://doi.org/10.32840/1814-1161/2020-3-34

5. Parsiak, V. N., & Zhukova, O. Yu. (2022). Marketynhova lohistyka: suchasni trendy ta
korysnyi dosvid orhanizatsii. Naukovyi visnyk Poltavskoho universytetu ekonomiky i torhivli. Seriia
«Ekonomichni nauky», (2 (106), 89-95. https://doi.org/10.37734/2409-6873-2022-2-13

6. Tiazhkun, Ye. (2024). Intehratsiina vzaiemodiia marketynhu ta lohistyky: suchasni
tendentsii. Ekonomika ta suspilstvo, (59). https://doi.org/10.32782/2524-0072/2024-59-72

7. Vasyltsova, S., & Hasiuk, M. (2025). Vplyv marketynhovoi lohistyky na formuvannia
tsinovo yi polityky pidpryiemstva v umovakh voiennoho stanu: problemy ta napriamy
udoskonalennia. Visnyk Natsionalnoho tekhnichnoho universytetu "Kharkivskyi politekhnichnyi
instytut" (ekonomichni nauky), (6), 26-30. http://es.khpi.edu.ua/article/view/347554

8. Makarova, V., & Nechyporenko, V. (2021). Loialnist kliientiv yak obiekt marketynhovoho
upravlinnia . Ekonomika ta suspilstvo, (34). https://doi.org/10.32782/2524-0072/2021-34-34.

9. Shevchenko V.M., Mishustina T.S., Bondarenko A.A. Doslidzhennia spozhyvchykh
perevah i loialnosti spozhyvachiv dlia dosiahnennia marketynhovykh tsilei kompanii.
Akademichnyi ohliad. 2019. N2 2 (51). S.69-78. DOI: 10.32342/2074-5354-2019-2-51-7

10. Oliver R.L. Whence consumer loyalty? Journal of Marketing. 1999. Vol. 63. R. 33-44.



