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Mapuenko Tarbsina UBaHoOBHA
IToBoIKCKUY TOCYAApPCTBEHHBIM YHUBEPCUTET CEPBUCA

YnpaBJ/ieHue KJIMEHTCKMM ONBITOM B OPraHM3alUsX TYPU3Ma U rOCTEeNPUUMCTBA:
AHAJMTHYECKHUI 0030P TEPMHUHOJIOT UM

AHHOTanusi. B cratbe paccmarpuBaroTCs OCOOEHHOCTH YINPaBJIEHUS KIMEHTCKUM
omsiToM (Customer Experience Management, CEM) B cdepe TypuzmMa M TOCTEIIPHUMCTBA B
KOHTEKCTE Ppa3BUTUS JAMDKUTAI  Cpedbl W JEMOHCTPALUU  MOTPEOUTENSIMH  HOBOI'O
MIOKYNaTEIbCKOrO IOBEAEHUS. AHalW3 HAy4HOM JMTEpaTypbl M OMIMPUYECKUX JIAHHBIX
HO3BOJISIET COPMYIMPOBATH CIEAYIOIIMN BBIBOJ: HOBBIE IOKOJEHUS MOTpEOUTENEeH MEHSIOT
NPUBBIYHOE TIOKYMATENbCKOE TMOBEACHHE, TpeOyIoT aJanTaldd MOJEIH MpOJaX, a
TpPaZMLIUOHHbIE MHCTPYMEHTBI NIEPECTAIOT COOTBETCTBOBATh PEAIBHBIM PBIHOYHBIM TPEHAM, 110
TEM MPUYMHAM, YTO MOTPEOUTENN UILYT OoJiee MEePCOHATN3UPOBAHHBIN M OBICTPHIN OIBIT; OHH
6onee MHGOPMHUPOBAHBI U CKJIOHHBI K CaMOCTOSITEIbHOMY MCCIEIOBAHUIO; UX IIEHHOCTU WU
OXKHJAaHUS OTJIMYAKTCs (HAampUMep, AaKLEHT Ha JTUYHOCTb, 3KOJIOTHIO, IPO3PAYHOCTB).
CrnenoBarenbHO, B JaHHBIX YCIOBMSX PE3KO BO3pPACTAaeT POJIb MIPEBEHTHBHOIO YIIPABJICHUS KAK
KJIFOYE€BOTO MHCTPYMEHTA POCTa JIOSIIbHOW KJIMEHTYPBI, MacIITa0UpyeMOCTH TIEPCOHAIM3ALNN U
CO3aHHIO MHIUBUYaJIbHBIX CLICHAPUEB B3aUMOJCHCTBHH.

B 1aHHOM wHCCleOBaHMM YAEIEHO BHUMAHHUE BBICTPAMBAHUIO TEPMHUHOJIOIMYECKON
KOHCTPYKUUHU 3(PPEKTUBHOTO YHpPaBICHHUS KIMEHTCKUM OIBITOM. ABTOp OOOCHOBBHIBA€T
YMO3aKIIOYEHUE O TOM, YTO YIpaBJICHHE MOTPEOUTEIbCKHM MOBEICHHEM B cepe Typusma u
TOCTENPUAMCTBA BO3MOYKHO TOJBKO C YYE€TOM CMBbICIA TYPHPOAYKTOB M YCIYT, KOTOPBIU
BUAMTCS B TNPEUIOKEHUH TOCIETHUX C YYETOM BBISABIECHHUS (DAKTOPOB, OINpENesOInX
dbopMupoBaHue pemnieHuss o Tokynke. Hapsny ¢ u3MeHeHHMeM HKOHOMUYECKOM CHUTyaluw,
pa3BUTHE OM3HEC-TIPOIIECCOB OT MOJATOTOBKU TYPOB K CEPBHUCY, OT OOCITY>KUBAHHSI B TOCTUHHIIE K
CO3JJaHUI0 LEHHOCTH TPHUBEJIO K JOMHHHPOBAHMIO KOHUENIWU YINPABICHHUS KIHEHTCKUM
OMBITOM, a MEPCOHAJM3AlMA U OIbIT HAXOAATCA CpPeAu JUAEpOB B OOpbOe 3a BHUMaHUE
KJINEHTOB.

KoHcTpykuysa 1aHHONW KOHLENIUHU BBICTPAUBAETCSl TEMH TOUYKaMH KOHTAKTa, KOTOpPBIE U
bopMUPYIOT TOTPEOUTENBCKUN  ONBIT, BBICTYNAass OJHOBPEMEHHO HJEHTHU(PHUKATOpaMu
YHHUKAJIbHOCTH KOHKYpHUpYIOIIEro OpeHJa («OTMedyaTblBaloTCA» B NaMATH KIMEHTa). Y4er
YCIIOKHSIFOIIUXCS MHOTOKOMIIOHEHTHBIX OTHOIICHUH C KJIMEHTaMHU MpH TpaHChOpMaluud HUMHU
MoJiesiell TPUHATHS PELICHUH O TOKYyNKe CO37aeT NPEeANoCchUIKH K Oosiee 3(dekTuBHOMY
KOHTPOJIFO M ONTUMHU3AILUU KIUEHTCKOrO IyTH, aJAaNTHPys CTPATETHIO M YKPEIUIAs CBS3H C
KJIMEHTaMH. JTO, B CBOIO OYepe/ib, CIIOCOOCTBYET (POPMUPOBAHUIO JOJTOCPOUHOM JIOSIBHOCTH,
YCUJIEHUIO KOHKYPEHTHOW MO3MIIMKM HAa PbIHKE W TOBBIIIEHHIO JoxofHocTu OusHeca. CEM
MO3BOJISIET CO3/1aBaTh YHMKAJIbHBIE KIMEHTCKHUE BIICYATJICHWs, ONTHUMHU3UPOBATh BHYTPEHHUE
OHM3HEC-TIPOIIECCHl U CTUMYJINPOBATH HHHOBAIIUH.

Hoctwxkenne 3((EeKTUBHOTO YAOBIETBOPEHUS] MOTPEOHOCTH KIMEHTOB OOYCIOBIECHO
aKTUBHOM paboToi ¢ 00paTHOI CBSA3bIO, BHUMATEIbHBIM OTHOILIEHHEM K 3allpocaM ayAuTOpPHUH,
IIPEOJOJIEHUEM BO3PDAKEHUN M TIIATEIBHBIM aHAIM30M INPUYMH OTKa3oB. Kak crencrsue,
MIPOU3BOAUTENN TYPHPOAYKTA M YCIYyTOJATENM JOCTUTAKOT pPOCTAa IOBTOPHBIX IMPOAAX,
YBEJIMYEHUS] pEeKOMEHAINI U pocTa CUJIbI OpeHa.

KioueBble c10Ba: MOTPEOUTENBCKOE MYTEIIECTBUE, IMyTh KIMEHTA, TOYKM KOHTAKTa,
MOKYNATENbCKUM  LIMKJ, TOJIb30BATEIIbCKUM  OIBIT, KJIWEHTCKUWA  ONBIT,  YIPAaBICHHUE
HOTPEOUTEIBCKUM  OINBITOM, AMOLMOHAIN3ALUSA KIMEHTCKOTO OIbITa, HAKOIUIEHHas Macca
KJIMEHTCKOI'O OIIbITa, TYPIPOLYKT U YCIyTH T'OCTEIIPUUMCTBA.
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Abstract. The article discusses the features of Customer Experience Management (CEM)
in the field of tourism and hospitality in the context of the development of the digital
environment and the demonstration by consumers of new purchasing behavior. Analysis of the
scientific literature and empirical data allows us to formulate the following conclusion: new
generations of consumers are changing their usual purchasing behavior, require adaptation of the
sales model, and traditional tools cease to correspond to real market trends, for the reasons that
consumers are looking for a more personalized and faster experience; they are more informed
and prone to self-study; their values and expectations are different (e.g. emphasis on ethics,
ecology, transparency). Consequently, the role of preventive management as a key tool for the
growth of loyal clientele, the scalability of personalization and the creation of individual
interaction scenarios is sharply increasing in these conditions.

This study focuses on building a terminology framework for effective customer
experience management. The author justifies the conclusion that the management of consumer
behavior in the field of tourism and hospitality is possible only taking into account the meaning
of tourist products and services, which is seen in the proposal of the latter, taking into account
the identification of factors that determine the formation of a purchase decision. Along with the
change in the economic situation, the development of business processes from preparing tours
for service, from hotel service to creating value has led to the dominance of the concept of
customer experience management, and personalization and experience are among the leaders in
the struggle for customer attention.

The design of this concept is built by those points of contact that form the consumer
experience, simultaneously acting as identifiers of the uniqueness of a competing brand
("imprinted” in the client's memory). Taking into account the complex multi-component
relationships with customers when transforming their purchase decision-making models creates
prerequisites for more effective control and optimization of the customer path, adapting the
strategy and strengthening ties with customers. This, in turn, contributes to the formation of
long-term loyalty, strengthening a competitive position in the market and increasing business
profitability. CEM creates unique customer experiences, optimizes internal business processes,
and drives innovation.

The achievement of effective customer satisfaction is due to active work with feedback,
attentiveness to audience requests, overcoming objections and careful analysis of the reasons for
failures. As a result, manufacturers of travel products and service providers achieve an increase
in repeated sales, an increase in recommendations and an increase in brand strength.

Keywords: consumer journey, customer journey, contact points, shopping cycle, user
experience, customer experience, consumer experience management, customer experience
emotionalization, accumulated mass of customer experience, travel products and hospitality
services.

B coBpeMeHHOM pBIHKE TypH3Ma M TOCTCIIPUUMCTBA POCCHHM KPHTHYECKH Ba)KHO
pa3pabaTeiBaTh W  BHEAPATh B  MNPAKTUKy HMHHOBAIMOHHBIE  METOJABI  YIPaBICHUS
B3aWMOOTHOIICHUSIMU C KJIMEHTAMH. B MOCTpPOCHWH W MOIACP)KaHUM TAKHX B3aUMOJICHCTBHI
HeoOXoauMo  c(hOKyCHpOBaThCS Ha (OPMHUPOBAHMM U  TOCIEIYIONIEM HCIOJIb30BaHUU
KJIMCHTCKOTO OIbITa KaK TIJIABHOTO OPHEHTHUpPAa BCEW apXUTEKTYPhl B3aMMOJICUCTBHUS C
notpeburensmu. llpeanockuikaMu Uisi 3TOTO TOCTYXKWJI H30BITOK TMPEAIOKEHUN Ha pHIHKE,



OTPaHHYEHHOCTh TOTpeOUTENCH BO BPEMEHHU JJIsi CPAaBHEHUS U M3YUYEHUS BCEH MAIUTPBI ATHX
MPETI0KEHUH.

NMenHo ympaBlieHHE KIUEHTCKUM OINBITOM B cdepe TypusMa U TOCTEIPUUMCTBA
ABIISIETCSL CETOJHSI OJHUM U3 KIIIOUEBBIX IPaiiBEpOB POCTa, YTO HE CIydalHO: MEepCOHATU3ALHUS
KJIMEHTCKOTO OIbITa MO3BOJISIET:

- YBEJIMYMBATh CPEIHUN YeK KIMEHTAa 3a CUeT JOIOJIHUTENbHBIX YCIYyr (IOCTaBKa B
HOMEp, TMpavyeyHble yCIyrd, MacCaXX © CHA-TIPOIEAyphl, OpOHUpOBaHWE OWUIETOB Ha
MEPOIPUITHSL, OpraHU3aIs SKCKYpCU IO TOPOLY U T.11.),

- TOBBINIATH JOSUIBHOCTh KJIMEHTOB M NPEBpaAlllaTb UX B MOCTOSHHBIX (ITOCTOSIHHBIC
KIUEHTHI o0ecnieunBatoT 110 40% BBIpYUYKHU B cepe Typu3Ma U roCTeIPUUMCTBA),

- YBEIIMYUBATh KOHBEPCHUIO,

- KOPpPEKTHUPOBaTh II€Hbl HAa TYPIPOIYKT HA OCHOBE BBISBICHUS CIIOXKHUBIIMXCS B
KOHKPETHBIH MOMEHT BPEMEHHU TEHJICHLIUA B CIPOCE U MPEJIOKEHUU NPU HCIOJIb30BAaHUU
HCKYCCTBEHHOI'O HMHTEJUIEKTa W MAalIMHHOTrO o0ydeHus (10 5% - MOMONHUTENBHBIA MPUPOCT
BBIPYUKH),

- MOOLIPSTH MpsiMble OPOHUPOBAaHUSA (PKOHOMHS Ha KOMHUCCUHU OHJIAiH-arperaTopos),
YBEIUYMBAsI MaPKy U KOHTPOJIb HAJl KIIMEHTCKUM OTIBITOM.

[To NporHO3HBIM OLIEHKAM MEKIYHapOIHBIX aHAIMTUYECKUX areHTCTB, PIHOK TypU3Ma U
roCTENPUMMCTBA UMEET MoTeHuuan pocra ¢ 4,5 mupa. gomiapos CIIIA B 2026 rogy no 13,1
mipa. powtapoB CIIA B 2034 rogy npu cpeanerogoBom temiie pocta ot 9% 1o 13%. Kak yxe
YIOMHHAJIOCh paHee, B KayecTBE KJIIOYEBOIO JpaiiBepa pocTa BBICTYINAET HMHTETpalus
MCKYCCTBEHHOI'O MHTEJUIEKTAa M aHalli3a JaHHBIX, CIIOCOOCTBYIOIIAs MEPCOHATU3ALUU OMbITa U
MOBBIIICHHUIO JIOSUTBHOCTH KIUEHTOB (KO3(DPUIMEHT KOPPENSIUA MEXITY KIMEHTCKAM OIBITOM
(CX) u moBTopHBIME MTOKyIIKaMu R = 0,82). [1, 2]

OnHako 10 CUX MOpP MHOTHE PYKOBOAMTENIM OPraHU3alMid TYpPUCTHUECKOTO CEKTOpa U
WHyCTPUU TOCTETIPUUMCTBA HE UMEIOT YETKOTO MPEACTABICHHS O TOM, KAKOW KIIMEHTCKUHN OTIBIT
CUMTATh MPEBOCXOJHBIM M KAaKOB MEXaHHU3M TeHepaluu IeHHOCTH. llombITkM mnocTpoeHus
a0CTPAaKTHOTO «HUJCATHHOT0» KIMEHTCKOTO IyTH 3a4acTyl0 pacXoJsTCs C TMPaKTHKOH, a
3¢ (HEeKTUBHOCTh TEXHOJOTUYECKUX WHHOBAIMKA 3aBUCUT OT TOTO, HACKOIBKO OHH YIIYYIIAIOT
pe3ybTaT PENICHHS KIIMEHTCKUX 3a/1a4 U MOSBIISIETCS JIU Y MEHEKMEHTA ITy00KOe MTOHUMAaHUe
3alpOCOB CBOMX KJIMEHTOB.

Teopernueckass ¥ METOJIOJNOTHYECKAss 0aza HMCCIEIOBAHUS 3aJI0KEHA KOHIEHIUSIMH M
MOJIO’KEHUSIMHU, Pa3pa00TaHHBIMH, KaK OT€UECTBEHHBIMU, TaK U 3apyOS)KHBIMU CHEIIHATUCTAMU B
obsacti (HOPMHUPOBAHMS CTPATETHH YIPABIEHUS KIMEHTCKUM OIMBITOM H mpoBeneHuss CX-
Tparcopmarmii, B uuciae koropbix ['omoBaueBa K.C., MakapoBa O.B., Pazgonpnas U.B.,
Sxosnesa JI.P., BonoOyes A.A., Taiin 11 [Ix. b., T'unmop k. X., Mbiinac /1., Poycon A., Maiiep
K., lIBarep A., Knayc ®@., Maknau C., llImut b., 'amxap b.H., Mauu U., Typycun /1. u ap.

Taxke mnpM TPOBENCHUHM WCCIICAOBAHMS YYHMTHIBAJaCh OTpacieBas crernuduka,
OTpaXeHHass B TpyJax CIEAYIONMX IMPeACTaBUTENe HAydHOTO cooOlecTBa W Ou3Hec-
npaktukoB: ABuioBa H.JI., A6arkaptmoBa M.H., benomectnoBa M.E., Boponos 10.C., ['y0a
J.B., I'ybapenko A.B., Jlycenko C.B., Koosk M.B., Unsuna E.JI., bakeeB /[.A., Jlatkun A.H.,
Banenunckas E.H., [llapuxos B.W1. u ap.

HecMmotpst Ha Bo3pocCHIHii HHTEpeC K MPOoOIeMaTHKE YIPaBICHHUS KIUEHTCKUM OIBITOM B
YCIIOBHSIX OOHOBJICHHOW CTpPAaTeTWYECKOM YCTAaHOBKH, JaHHAs 00JIaCTh 3HAHHWKM MPOAOKACT
HYXKJaThCsl B OoJiee TTyO0KO# U CHCTEMHO-CTPYKTYPUPOBAHHON TIPOPaOOTKE.

[eab0  wuccienoBaHusi  SABIASETCS  MPOBEACHHE  aHAIMTHYECKOrO  o03opa |
CTPYKTYPUPOBAHUSI TEPMHUHOJIOTHH, HCIOIB3YyEMON MpU YIPABICHUH KIMEHTCKUM OIBITOM C
Y4eTOM CIEeUU(PUKN TYPUCTUYECKOTO CEKTOPa U TOCTUHUYHON MHIYCTPHUH.

JlanHasi cTaThs TPEACTABISIET pEe3yJbTaThl KOHTEHT-aHAM3a TEHJECHLUUM B Hay4YHBIX
TpalMUUAX W TOAXOAAX K MH3YYCHHIO YIPABIECHUS KIMEHTCKHM OIBITOM B TypU3ME U
TOCTENPUUMCTBE, TIPOBEACHHOTO B YCIOBHUSX TpaHCHOPMAIUU MOTPEOUTENHCKUX YCTAaHOBOK U
COBPEMEHHBIX BBI30BOB OTpaciu. JJis KOMIUIEKCHOW MPOBEPKU TUIIOTE3bl UCIIOJIB30BATUCH, KaK



TEOPETUYECKHE MOAXOAbl (MCTOPUYECKUH, CTPYKTypHO-()YHKIIMOHAJIBHBIH M CHCTEMHBIH,
JIOTUYECKUI aHallu3 ¥ CUHTE3, TMIIOTETHUKO-EAYKTUBHBIN METO/T), TAK U SMIIUPUUIECKHE METOIbI
(cpaBHMTENBHBIN aHANIN3 U KJIACTepU3aIisl, HAOMIOACHUS U SKCIIEPTHBIE OLIEHKN).

[IpoBeneHHass cucTeMaTH3alMs HAYYHBIX 3HAHMA 110 HCCIEAyeMol Tmpobieme u
KPUTUYECKHI aHaJdM3 NPAaKTUYECKOTO OMbITa JAlOT OCHOBaHHE s  (OpMYJIMPOBAHUS
MOCTYJIATOB, COOIOJIEHHE KOTOPBhIX CIocoOcTByeT Oojee 3(PGEKTUBHOMY  YIIPaBICHHUIO
KJIMEHTCKUM OIBITOM B TYPH3ME U TOCTEIIPUUMCTBE.

I'unorte3a uccrnenoBanus, BbABUHYTas aBTopoM: sddekr CX-ympaBnenus B cdepe
Typu3Ma U TOCTEIPUUMCTBA JAOCTHTACTCS HPU YCIOBHH CHHEPTUU TpeX (PaKTOpOB: IIIryOOKOTo
MOHMMAHUS MOTPEeOHOCTEH M TMOBENEHUS KJIMEHTOB, MaKCHMAJIbHOIO YIOBIETBOPEHHS HX
3alpoCOB M Y4eTa B3aMMO3aBUCUMOCTEH MEXKIY CTpPaTerM4eCKMMH LEJISIMU U MHULHAATUBAMU
OpraHH3aIliH.

Pe3ysabTaThl 1 AMCKYCCUS

YcnoxHeHre noTpeOUTeNbCKOro moBeieHus B cepe TypusmMa U rocTepuruMCTBa, POCT
NPETECH3UOHHBIX TPEOOBAaHMM KJIMEHTOB K KayecTBY OKa3bIBAEMBIX YCIYI 3aCTaBIISIOT
YY4aCTHUKOB JAHHOTO pPbIHKA HANpaBlsATh BCe OOJbIIME YCWIMsS Ha yriayOJeHHe NMOHUMaHUs
MapuipyTa moTpeOuTeNs U ero MpoIoJHKUTEIBHOCTH BO BpeMeHH. Kak ciieacTBue, COBpeMeHHBIE
MEHEKEephl TYPUCTCKUX W TOCTMHHYHBIX OpPraHM3allMii Bce dYalle OCO3HaIT TOT (haKT, 4TO
HEOOXOJUMO  YJENIATh I[PUOPUTETHOE BHHMMAHME JM3AMH-MBIIIJICHUIO U YIPaBIEHUIO
noTpeOUTeNbCKUM  OombITOM. JlpaliBepamu HM3MEHEHU mOpuU3HAIOTCS UUdpoBH3aLUS U
JOCTYITHOCTh MH(OPMAIIUH, TOBBIIIEHHBIC 0XKHUIAHUS U YKOHOMHKA BIICYATICHUN.

Cy1iecTBeHHOE pACIIMpEHHE TOYEK KOHTAKTa C KIMEHTaMH B PAa3JIMYHBIX KaHajax
KoMMyHuKaiui (Bxioyass CMU) u noBbIlIeHHE COLMAIM3AIMN 3TUX B3aUMOACHCTBUN BBIBOJUT
uccienoBaTeNiell 3a TpaJAULMOHHBIE TPAaHUIBl TMOKYMATEJbCKOrO IHKIA MOTPEOUTENHCKOrO
nyremecTBus. HamoMuuMm, motpeduTenbckoe myTemecTBUe (customer journey) BKIIFOYAeT BECh
CHEKTpP TOYEK KOHTaKTa KJIMEeHTa C OpPeH/JOM M MOCTaBIIMKOM YCIYI Ha 3Tanax BbIABICHUS
NOTPeOHOCTH, TNPHOOpPETeHHs M TOCTIPACOBOrO B3aUMOACWUCTBUS, BKJIIOYAs MOIICPKKY,
00paTHYIO CBSI3b M TIOBTOpPHBIE oOpamieHus. JTo caM (akT IMOCIEAOBATEILHOCTH COOBITHH,
KOTOPBIH MPOXOAUT NOTPEOUTEH OT IEPBOr0 KOHTAKTA JI0 MOCTIOKYIIOYHOIO OIIBITA.

bau3zkuM 1o cMmbICIy NOTPEOUTENHCKOMY IYTEIIECTBUIO SBISETCS MOHSITHE «IIYTh
kiauentay (Customer Journey Map, CJM) kak HeKoTopas BU3yaJU3UpOBaHHAs MOJIEINb
NOTPEOUTENHCKOTO IMYTEIIECTBUS, CO3JAaHHAs yCIyrojareiaeM JUisl aHaiu3a M yIpaBlieHUs
OTBITOM (ITPOXOKJICHHE MOTPEOUTENSI IO BOPOHKE MPOJAXK: OT BOZHUKHOBEHUS MOTPEOHOCTH B
TYpPHIPOAYKTE /O COBEPIICHUS II€JIEBOT0 NEHCTBUS (3BOHKA, 3aKa3za YyCIyTH, MPUOOpETEeHUs
YCIyTH)).

OcHOBHbIE XapaKTEPUCTUKH ITyTH KIIMEHTA!

- TOYKH KOHTaKTa (touch-points) — moObIe «kacaHUs KIMEHTa», INIe OH «BCTPEYACTCSD) C
OpeHzoM (MIPOU3BOJUTENIEM WM IMOCTABIIMKOM YCIyr) (JeHIUHT, OaHHEp, 4aT-00T, 3BOHOK
orepaTopy MM PpasroBOp € JPYroM-peKOMEHIATOpOM) U HEBO3MOXKHOCTb MX BCEX
KOHTPOJIUPOBATh 3TUM OpeH/I0M (Hanmpumep, He KOHTPOJIUPYIOTCS CIEIYIOIINe TOYKH KOHTAKTa!
OT3bIB Ha HE3aBUCUMOM (QOpyMe, CIyXH, IOBEJACHNE TAPTHEPCKOTO TYpareHTCTBA);

- ATambl MyTH (A0 MOKYIKH; BO BPEMsI IIOKYTIKH; ITOCIIE TIOKYIIKH) — IEPBUYHBIN HHTEpeC /
Tpurrep (yBHIEN peKIaMy, «XOUeTCsl Ha MOpe», pacckas Jpy3el) — OCO3HaHUe MOTPEOHOCTH B
Typrpoaykre ((popmupoBaHue KpUTEpPHEB: OIOIKET, aThl, COCTaB KOMIIAHWHU, THUIl OT/bIXa) —
aKTUBHBIN MOMCK MHPOpMALUU (ColceTH, (GOpyMbI, CAThl TYpareHTCTB) — CPaBHEHHE U OLIEHKa
aJbTEpHATHB (CBEpKa II€H, YTEHHWE OT3bIBOB, H3y4YeHHE (OTO/BHACO OTENICH, BHU30BBIX
TpeboBaHui) — (QopMHUpOBaHHE OCBEIOMIICHHOCTH W HHTEepeca K TYypHpPOAYKTY (IOSIBICHHE
BapuaHTa-«JIWJepay», HO elle HeT OpoHu) — odopmieHHEe Typa/aBua W OTeNs, oIulata u
NOJy4YeHHE TOATBEPKICHUNH — HEMOCPEACTBEHHOE TMOTpebIeHre TYpIpoayKTa (BH30Bas
MOJIEP)KKA, CTPAaxOBKa, IOMOJHUTENbHBIE YCIyTH, 4eKk-uH, Touka « Welkome» typomeparopa,
uH(O-TU, 3acesieHHe, SKCKYPCUH, MUTaHNe, aKTUBHOCTH, 3a/IepKKa peiica, cMeHa HoMepa, lost-
baggage, SOS-uyar) — mMOCTIOKYITOYHOE BOBJCUYECHHE B KOMMYHHKAIHIO (SUrvey-ompoc,



cashback/6onycHbie My, crenens ynosinerBoperus (NPS), myGnukanus oT3biBa) - mposiBIeHHE
JOsUTbHOCTH K OpeHpay (panHee OponumpoBanme, refferal-ckuaka, moamucka Ha PacChUIKY,
yuactue B loyalty-niporpamme, word-of-mouth);

- OMOIIMM W JIEUCTBUS — Ha BBIOOp KIMEHTAa OKA3bIBAIOT BO3JCHCTBHE MPOILIBIA
NOTPEOUTETBCKUI OMBIT C BHIOPAaHHBIM OpeHIOM WIH OpeHIOM-KOHKYPEHTOM, COMHEHHS,
UHTEpeC, 10BepHe, pa3ApaxeHue U T.11.;

- Oapbepbl — MPENATCTBUS, BOZHUKAIOIINE IIPU CIICAOBAHUH I10 dTAaraM IyTH: 3aITy TAaHHbIH
uHTepdelic, HEeMOHATHBIM OHOOPIMHT, HEOBEPHUE K YCIYTOIaTEINIO.

Torma «myTemecTBue MmoTpeOUTeNss — MyTh MOTPEOMTENBCKUX PEIISHHH B Tpolecce
BbIOOpa U MPHUHATHS PEUICHHUS O MOKYIKE, a TOYKM KOHTAKTa — 3TO T€ OOBEKTHI / HOCUTENU
KOMMYHHKAIMH, ¢ KOTOPBIMU KIHEHT (PU3MUYECKH WM HU(POBO B3aUMOJCHCTBYET Ha KaXKIOM
miare myTH W KOTopble (OPMHUPYIOT €ro OmbIT (BbIBECKa, MeOesb, CHelUalibHas OJexK]a
nepcoHaia, HaBUTalus, TYPIPOIYKT, MECCEHDKEPHI YCIYroAaTess U Ip.) U KOTOPhIE OCTaBIISIOT
BIICYATIICHUS Y TOTPEOUTENS B IPOIIECCE HAKOIICHHS KIIMEHTCKOT'O OTbITay. [§]

Jis  ynopsiiodeHusT TOYEK KOHTAaKTa Mpeylaraercss HuX Kiaccu(uIUpoBaTh IO
CIIC/IYIOIIMM OCHOBaHHSIM: 10 MOBTOpsieMocTH (o7HOKpaTHbIe (Single touch) u moBTopstoIHECS
(recurring)); MO TOHAJBHOCTH PEAKLMUH IIEICBOI ayAUTOpHUU (TIOJIOKUTEIbHbIC, HEUTPAIbHBIC
(oHOBBIC) W HETAaTUBHBIC); IO CTENEHW BOBJICUEHHUS KIMEHTA (KPAaTKOCPOYHBIC (HAIpuMmep,
peKiiama), JOJArOCpOYHble (KOTHUTUBHOE MOTPYKEHUE KIMEHTA Yepe3 YTEHUE, CPAaBHEHHUE)); IO
BO3/ICIICTBUIO Ha OpraHbl YyBCTB (3BYKOBBIE, BHU3yallbHbIC, TAKTHIbHBIC, BO3JCHCTBYIOIINE Ha
o0onsHue). OMHUKAHATIBHOCTh KaK OCOOCHHOCTh COBPEMEHHOTO ITyTH MOTPeOUTENEH 3acTaBisier
OpeH/bl paccMaTpHUBATh IyJl Pa3HBIX KaHAJIOB HE MPOCTO KaK OTAENIbHbIE PECYPCHhl, a KaK YacTh
€IMHOTO CBS3aHHOTO (OECIIOBHOTO) OMBITA.

Takxke yTOUHMM CYHIHOCTh MOKYMATEIbCKOTO IUKJA, MOJ KOTOPHIM B JaHHOW CTaThe
OyZeM TOHUMATh TOCIIEJOBATEIBHOCTh MTEPATUBHBIX IIAroB, PEaTM3yeMBIX MOTCHIIUATBLHBIM
KJIMEHTOM Ha IyTH K COBEPIICHUIO TIOKYTIKH YCITyTH.

Knuenrckuii unn norpedutensckuii onbiT (Customer Experience, CX) mpexacrarniser
COOOH CIIO)KHYIO MHOTOMEPHYIO KOHCTPYKITHIO, T/Ie KaXIIblii acTeKT B3aMMOJEHCTBHS BHOCHT
CBOW BKJIaaA B (OPMHPOBAHHWE MTOTOBOIO BOCHPHUATUSA. THHOBBIM HAaOOPOM  «OIbITA
NOTPEOUTENS  SBISIOTCS  CICMYIOIINE WTEPATUBHBIC IIAarv: OOHApYXEHHE YCIyroaaTels,
YCTAHOBJIEHHE KOHTAaKTOB M HAyajo B3aMMOACUCTBUS, MOAOOp M ohopMIIEHHE TYpPHPOIYKTa,
orJara, MoTpedJeHne TypIpoAyKTa, MOJJIepKKa OpeHma. BapHaTHBHOCTH TEpEeUYHCICHHBIX
JecTBUI KIIMEHTa, KaKk ObUIO OTMEUEHO paHee, 3aBUCUT OT OOJIBIIOro yncia (pakTopoB, B UUCIE
KOTOPBIX HanboJiee 3HAYMMBIMH SIBIISIOTCS CIIeTyFOIIHE:

- IO3UIIMOHUPOBAHUE U y3HABAEMOCTh OpEeH/1a Ha PBIHKE (CO3/1aeTCs MePBOE BIEUaTICHUE
¥ BBIZICTICHHUE CPeN KOHKYPEHTOR);

- YpOBEHb cepBHUCAa M KyJIbTypa OOLIEHMS NepcoHana (ONMpenessioT JOBepue H
JIOSITBHOCTD KIIMEHTA);

- y100CTBO B3aMMOJAEUCTBHS, YUCTOTA U JOCTYIMHOCTh TOYEK MpoAaxk (uist koMpopTa u
«3apOKICHUSD) KEIIAaHUS BEPHYTHCH);

- HEHaBSI3YMBOCTh PEKJIAMHOW KaMIaHUU U paboTa ¢ OXKHJIAHUSIMH KIHUEHTOB (CO3/1aHue
MIO3UTHUBHOTO BOCTIPUATHS OpeH/Ia M CHUYKCHUE pa30uapOoBaHHs);

- TOJIUTUKA JIOSUIBHOCTH U MPOTpaMMBbI MOOIIPEHUs (TOMOTAIOT yJep>KaTh MOCTOSHHBIX
KJIMEHTOB U CTUMYJIUPYIOT TIOBTOPHBIE TIOKYTIKH).

CMeXHbIM, HO HE TOXJECTBEHHBIM IIOHATHEM KIUEHTCKOMY OIBITY SIBJISETCS
nosb3oBatenbekuit ombIT (User experience (UX) - COBOKYMHOCTh CYObEKTHBHBIX BICUYATICHUH U
IMOIIMH, KOTOPBIE y TIOJIb30BATEINsS BO3HUKAIOT MPH B3aHMMOJICHCTBUH C MPOIYKTOM, YCIIyTOM).
Ecmu ocnoBHOM (okyc UX cocpemoToueH Ha yaoOCTBE MOJb30BaHUS, (DYHKIIMOHAIBHOCTH U
BU3YaJIbHOW TPHUBIIEKATEIILHOCTH, TO OCHOBHBIE 3JeMeHThl CX - 3TO BOCHpPHUATHE, SMOIHH,
yA00CTBO, KOMMYHHUKAIMU Ha MPOTSYKEHUM BCEro IMyTH KIUEHTA C aKIEHTOM Ha BbIPaOOTKY
JOJTOCPOYHBIX OTHOIICHUH, MOBBIIICHUE €0 YIOBICTBOPEHHOCTH M JOSIBHOCTH. OCHOBHBIM
oTiimuneM omnbiTa mnoTpedurensckoro (CX) 0T mMOIB30BATEIBCKOTO SBJISETCS MaciiTad



npoBoguMoro ananuza: UX mpeAmonaraeT aHaauM3 TOYKM BXxoja (cailt, MoOWIbHOE
NPUJIOKEHUE), TOTAAa KaK KIMEHTCKUH ONBIT OXBAThIBAET BECh >KM3HEHHBIM LMKJ KIHEHTA.
CrnenoBarenbHO, (POKyC TOJBKO Ha TOYKE BXOja 0€3 ympaBieHHs OOIIMM OIBITOM HE JACT B
CTPATErnYeCKOM MEePCIEKTUBE YCTOMUMBOTO pPe3yiIbTaTa.

MoxHO cKa3aTb W HHaye: KJIMEHTCKUH ONBIT COCTOMT M3 JABYX KOMIIOHEHTOB —
M0JIb30BATEIHCKOTO OIBITa (OTHOCUTCS K 00JIaCTU B3aMMOJCHCTBHS OTEHIIUAIBHBIX TYPUCTOB C
TYpHPOAYKTaMH) M YPOBHS cepBHca (customer service; KaueCTBO OOCITY>KMBAHUS U MOJACPKKH
KIIMEHTOB, NPO(ECCUOHATN3M COTPYJHUKOB M IMOCIEHPOJaKHOE B3auMojeicTBue). Takum
oOpa3om, coBmemmenne UX-nu3aiiHa ¢ rpaMoTHBIM yipasieHueM CX co3gaeT MpeanochlIKu
JUIsl TADMOHUYHOTO B3aMMOJCHCTBUSI MEXIY OpeHIOM U KIMEHTOM, YCHUIMBAash KOHKYpPEHTHbBIE
MO3UIMH U MOBBIIIAS IPUOBUILHOCT YYaCTHUKOB TYPUCTCKOTO PBIHKA.

VY ombiTa Kak NOHATHA MOKa HE CIOKUJIOCH €IMHOTO CTPOroro onpeaencHus. B otauune
OT MpPOJIYKTa M YCIYI'HM, ONBIT HMMEET CBOM METPUKU yclieXa B DKOHOMHUKE: HE SBIISETCS
MaTepuagbHbIM OOBEKTOM WM KOHKPETHOH yciyroi; <¢opMupyer y mNOTpeOHUTENs
SMOIIMOHAJIBHYIO CBsi3b (@ HE MPOCTO YAOBIETBOPEHHOCTH); MPOM3BOJCTBO M IMOTpeOIIeHUE
CUHXPOHM3UPOBAHO BO BPEMEHH JI CO3/IaHUS TTyOMHBI BOBJICUEHUSI M CHJIbI BOCIIOMHHAHUU.
CrnenoBarenbHO, pa3paboTaHHBIE TYPHPOIYKTHl YCIYTH IO Pa3MEIICHUIO TYPHCTOB PEIAIOT
3aJadyy KIJIMEHTa, a OMBIT co3JaeT TpaHcopmanuio (6e3 «BOBICUEHMS KIMEHTa» CIEHapuil
PYXHET).

XonucTuaeckuid (000OIIEHHBIN, 1EIOCTHBINA) OMBIT MOTpeOeHus B cdepe TypusMa U
rOCTEIPUMMCTBA  KaK  COBOKYIHOCTb  CEHCOPHOI'O, SMOLIMOHAIBHOIO, KOTHUTHBHOTIO,
(GU3NYECKOTO M COLMAIBHOTO OMNbITA COCTOUT W3 MNPAKTHUECKUX JEHCTBHUI, MPOU3BOIMMBIX
KJIMEHTOM JI0 W TOCJIE COBEPIICHUS MOKYIKU TYypIpPOAYKTa U MPHOOPETAEMBIX OJHOBPEMEHHO
COMYTCTBYIOIIMUX BreuaTieHud. CrenoBaTenbHO, Mojeiab Omara B chepe Typusma u
TFOCTCPUMMCTBA UMEET YeThIpe «ciiosin: ToBap (good), mpoaykr (product), yciyra (service),
XoaucTuueckuii ombIT (experience). Ilocnenuuit «cioi» oO3Ha4YaeT TpaHCHOPMHUPYOMIEECS
NOTPYKEHHUE, B KOTOPOM KIIMEHT CaM CTAHOBUTCSI COABTOPOM LIEHHOCTH, FOTOB IUIATUTH IPEMUIO
U BO3BpallaThCsl CHOBA; MPEBpallaeT TYPHIPOAYKT B «IUIaTGOPMY BOBJIEUEHUSN», TJI€ KIIMEHT caM
IUTATUT 32 IPABO BEPHYTHCS U MPUBECTU HOBBIX KJIMEHTOB.

XonucTUYeCKUil  OmbIT, paboTas KaK «MYyJbTUILUIMKATOP», YIPOIIAET MPOJAXKH,
o0oraiaeT CyIecTBYIOIHUE TYpbl IPAKTUKON KIMEHTCKUX KOHTAKTOB, YTO OCOOEHHO LIEHHO IS
Y4aCTHUKOB 0003HAYEHHOTO PHIHKA.

Kpucropep Maiiep u Anzape IllBarep mnpennaraioT BecbMa 3HAYMMOE OINpeAeTIeHHE
MOTPEOUTETHCKOTO OMBITA, MO KOTOPHIM MOHUMAIOT «BHYTPEHHIOIO U CYOBEKTHUBHYIO PEAKIUIO
WIA OTKJIMK KJIMEHTOB Ha J000H mnpsMol (B3aMMOACWCTBHE, WHHUIMUPOBAHHOE CAMUM
noTpeduTeneM) WM KOCBEHHBIM (HE3alsIaHUPOBAaHHBIE, HEOXKHUJAHHBbIE B3aUMOJIECHCTBUS C
MPOAYKTOM WM OpeHIOM) KOHTAakT ¢ OpeHaoM (opranuzanueid)» [9]. @umunn Knayc u CtoH
MaksaH akueHTHPYIOT BHUMaHUE Ha TOM, YTO «IIOTPEOUTENbCKHUI OMBIT - 3TO AMOLMOHANIbHAS U
palyoHanbHasl OLIEHKAa KJIMEHTOM BCEX NPSAMBIX M KOCBEHHBIX KOHTAKTOB C OpraHMU3alMEH,
KOTOpBIE BIUSIOT HA €r0 MOKYIaTeIbcKkoe moBeaeHue» [10].

KnueHnTckuil onbIT yHUKaJEH (CII0KHO CTaHIapPTU3UPOBATh) JUIS KaXKA0TO MOTpeOUTeNs U
UMEEeT TaKoe HEeraTUBHOE CBOWCTBO, Kak 3a0bIBUMBOCTb BIEUYATICHUNH (BPOKICHHBIN
KOTHUTUBHBIN cOpOC) OT TeX WM HMHBIX TOYEK KOHTakTa (depe3 aBe Hemenu 60% smoruit
ctupaercs). [IpeBparenre JaHHONH KOTHUTUBHOW aCUMMETPUU B KOHKYPEHTHOE IIPEUMYIIIECTBO
Typorieparopa BO3MOXHO, Hal[pUMeEp, Yepe3 UCIO0Ib30BaHne Habopa CEHCOPHBIX sIKOpeil (3amax,
TEKCTypa, 3BYK), (OPMHUPYIOMIMUX CTONKYIO MaMsTh (HampuMmep, pas3jiaya rocTsM HEKOTOPOro
YHHUKaJIBHOI'O apoMaTa NPUBOAUT K MOBTOPHBIM MOKYNKaM B 23% cily4aes).

[lonBoas mNPOMEXYTOUHBIH MTOT, 3aMETUM, YTO pe3ylbTaToM C(HOPMHPOBAHHOIO
NOTPEOUTETBCKOTO OIBITa HA MPOTSHKEHWH BCErO JKU3HEHHOTO ILUKJIA KIMEHTa BBICTYMAIOT
BIICYATJICHUS, 3aMHTEPECOBAHHOCTb, IOMCK, HaJaKMBAaHME KOHTAKTa, MPEIOKECHUE,
notpebienue yciyr. Bkimodas B ynpaBieHHE TPUITEP-MHCTPYMEHTHI 1O OJHOMY Ha Ka)JIbli
pe3yJIbTaT, HE MO3BOJIIEM «COCKAJIb3bIBATh) KIIMEHTaM MexXy (azamu u yaepxuaem NPS.



YuuteiBas TOT (akT, YTO yHpaBIEHYECKUE IEHCTBUS TMPEACTABISAIOT c000# IOOBIC
npeJHaMEpEeHHBIC BMemaTeNbcTBa (MHQOpMUpOBaHHE, YOCKIACHUE, MPaBHIa, OTPAaHUYCHUS U
T.I.), IPU3BAHHBIC MOBIHITh HA KAa4eCTBO KIMEHTCKOTO ONBITA, MOAYEPKHEM, YTO OMUCAHHBIN
BBIIIIE TPEHJ TpPeOyeT OT MPOW3BOAWTENICH W IMOCTABIIMKOB YCIYT HHTETPAIIMU OTACITBHBIX
Ou3Hec-PYHKIMIA W PACIIUPEHHS IEMOYKH CO3[JaHUS IICHHOCTH 3a CUYeT JOMOJHUTEIBHOTO
NPUBJICUCHHSI BHEIIHUX MAPTHEPOB K CO3MAHUI0 M OOCCIICYCHUIO TO3UTHBHOTO KIMEHTCKOTO
OTIBITA.

«KoHTakT 0€3 MOKYNKW» - €Ille OJWH TJIaBHBIA, HO YIyCKAeMbI HCTOYHUK HOBBIX
JKeJaHuW. BBIXO/ 32 paMKM TOYEK KOHTAKTa Ha 3Tale MPHHSTHS PEIICHUS O MOKYIKe, a TaKkKe
BO3HHMKHOBEHHE HMITYJIbCA K OIICHKE HAKOIUICHHOTO OITbITa B3aUMOJCHCTBUS C OpeHIOM
IpeBpaIiaeT caydyailHble BCTPEUU C «9yKUMH OpPEHIaMW» B HOBBIE TPAEKTOPUU B3aUMOICHCTBUS
U CIIOCOOCTBYIOT POCTY HACHIIIEHHOCTH ¥ EPCOHU(DUITMPOBAHHOCTH MOTPEOUTEIIHCKOTO OIbITa
B OymymieM, a ycioyroaareinro (HOpMHUPYET IOMOJHHUTEIBHYIO BBIPYYKY W ToBbimaer LTV
kiauenrta. CremoBarenbHO, yrpasienune kiumeHTckuM ombitom (CEM — Customer Experience
Management) — 3To cTpaTeruyeckuii acmeKT IUIAHUPOBAHUsS, OPraHU3AlMK M peallu3alliu
B3aUMOJICHCTBUI C KIIMEHTAMH C LIEJIBIO CO3/IaHuUs HIICHTHYHOTO OpeH .

OnHOBpPEMEHHO yNpaBleHUE KIMEHTCKHM OIBITOM — 3TO HE TOJIBKO pearupoBaHHE Ha
TEKyIIUe 3alpoChl KJIMEHTOB, HO W MPOAKTUBHOE CO3JIaHHUEC HEOPIAMHAPHBIX MOMEHTOB
(cTpaTernyeckuil TOIXOJ), CIIOCOOHBIX MPEBBICUTh OXKUIAHUS KIUEHTA BO BCEX acCMeKTax
OTHOIICHWIA ¢ OPEHIOM HJIM CO3JIaTh UM CBOW YHUKAJIBHBIA ONBIT C JPYTMMH yYaCTHUKAMHU
peiaka. bepua IlImutt B crathe «Customer experience management: A revolutionary approach
to connecting with your customer» (2003) paccmarpuBaer CEM kak «mporiecc CTpaTerudecKoro
YOpPaBIEHUSI OMBITOM B3aUMOJICHCTBUS KIIMEHTAa W KOMITAHWU, CBSI3aHHBIM C IMPOIYKTOM WU
KoMmnaHuei» [11].

OMOIMOHATBHBIA  OMBIT KJIMEHTa — EIWHCTBEHHOE, YTO HEBO3MOXHO OBICTPO
CKOITUPOBATH, TTOITOMY OH CTAaHOBHTCS BCE 0OOJIee TPUOPUTETHBIM B O0ph0OE 3a IPUBEPKECHHOCTH
noTpeduTeneii U ONTHUMM3AIMIO CTPYKTYpbl KIHMEHTCKOW 0a3bl. [lpemocTaBieHune B KaxaoM
ciydae HanOoJiee aKTyaJbHOTO MPOTYKTOBOTO TMPENIOKEHUS KaK SMOIMOHAIBLHOTO MOJapKa, a
HE OYEPETHOW CKHUJKH JIOCTHTaeTCs 3a CUeT KOHCOMUAAIMH JAaHHBIX 00 MMEIOMIeMCS MPOILIOM
OTIBITE KJIMCHTOB, TEKYIIUX OTEPAIUIX U COIMATLHBIX MEJIHA.

DOMOIMOHATH3AIUS KJIMEHTCKOTO OTIbITa MO3BOJISET:

- C03/aBaTh 0COOYIO CBSI3b C MOTPEOUTENSIMH: B3aMEH OOBIYHOM MapaJurMbl «IOKYITKa-
Mpojaka» MOTYYUTh MapTHEpa — YYaCTHUKA SKOCUCTEMBI OpEH/Ia U COaBTOPA €ro ycIexa;

- CTaTh YacThIO0 MJCHTHYHOCTH KJIMEHTA U JU(P(dHEepeHIMPOBATh OTPEOUTEITHCKUH OTIBIT
Yyepes 3alOMUHAIONINECs] B3aUMOICHCTBUS;

- MOJYYUTh SMOIMOHAJIBHO 3apsHKCHHOTO ajaBokara Openma (branded customer
experience), pekoOMeHIaluu KOTOPOTO OYIYT TOBEPATH IECATKH HOBBIX KIIMCHTOB.

Yciyronatens TBHITAETCS 3apETHCTPUPOBATH B CO3HAHWU MOTPEOUTENST C IMOMOIIBIO
bu3nYecKuXx W IUQPPOBHIX KAHAIOB KOMMYHHKAIIMM CEHCOPHBIA «IATEHT», YTO 3acTaBIseT
KOHKYPEHTa «IIepeTpoIINBaTh» MO3T, a He MPOCTO CHIDKATh IeHy. Kakmoe B3ammoneiicTBre
KIUEHTa ¢ OpPeH/IOM CTAaHOBUTCS YacThiO OOMIETO MOTPEOUTENHCKOTO OMBITA, KOTOPBIA HMEeT
HECKOJIPKO ATAIlOB HAKOTUICHHUSI.

Tpanchopmainiss MapKETHHTOBOTO TMOHUMAHHS TYPUCTCKUX M TOCTUHUYHBIX YCIYT,
0OyCIIOBJICHHAS] CTPATETHPOBAHHEM YIIPABJISIONIMX BO3JCHCTBUI TIPH HAKOIUICHUH MAacChl
KIUEHTCKOTO OMbITa (COBOKYMHOCTH BIIEUATJIICHUH TMOKyHaTels OT B3aUMOJCHCTBUS C
OpraHu3aiieii Ha BCeX OJTamax HENMpPephIBHOTO IMpoIlecca: OT 3HAKOMCTBA € OpeHAOM 10
MOCJIETIPOJaKHOTO OOCITY)KUBaHUs) OTpaskeHa B Tadmuie 1.



Ta6muma 1 — [ToHnManue TypIpoayKTa B TPAAUIIMOHHOM U AMITUPUIECKOM MapPKETHUHTE C
YUCeTOM HAKOIUICHHOM MAacCHI HOTpGGI/ITeJIBCKOI‘O OIIbITa

YpoBHUH
TYPIPOAYKTA

XapakTepucTHKa YPOBHS

TpaauIIMOHHBIA MAPKETHHT

OMIApUYECKIA MapKETHHT

Typnpoaykr no
3aMbICITy (OCHOBHAs

OCHOBOIIOJIArAlOITHH YPOBCHB!: IIOUCK
OTBETa Ha BOIIPOC: UYTO B ,Z[eﬁCTBPITeJ'IBHOCTH

Tpa,I[I/ILII/IOHHBIC BBII'OJIbI U TPEUMYIICCTBA
Oollpllle HE SBIISIOTCS JOCTAaTOYHBIMHA  JJIA

BBITOJ1a/ApOBas Oyznet mproOpeTaTh MOKyaTeNhb? YIOBIETBOPEHHS OTPEOHOCTEH KIIMEHTOB.
LIEHHOCTb) 3ajgaua yciyrojarens — BBIABUTH CKpbIThIe | [IOBBINIEHME MOKyNaTeNbCKUX LENEH ¢
3a TYpPHpPOAYKTOM HYXJbl U IPOAATh HE | MOMOIIBID 3MOLMOHAIBHBIX IEHHOCTEH U
CBOWCTBa TYpHIPOAYKTa, & BBITOJBI OT €ro | LEHHOCTHBIX (yHKIMI (Yepe3 MBICIEHHOE
oTpeOIeHus . BOCIIpHUATHE); MIPUMEHUMOCTH OITbITa
KiroueBoe mpenmonoxenue — MoTpeOUTeNs | KIMEHTOB K TYPUCTHYECKHM U TOCTHHHYHBIM
IIPY TIPUHSATHU TOKYNATEIbCKOTO PELIeHHUs | ONeparysM, pa3IyMbIBaHHE O pa3HBIX TOUKaX
JIeHCTBYeT panuoHaIbHO, OCO3HaeT | KOHTaKTa BO  BpeMs  B3aUMOJAEHCTBUS
MIPEeUMYIIECTBA u 0COOCHHOCTH | KIMEHTOB C OPEHJIOM, T.€. IIeJIb OpTraHu3aIiN
TypIpOAYKTa, KOTOPBII OH BBIOMpAeT W | — CO34aTh OMBIT A KiaueHToB. Cozmanue
CPaBHHMBAaeT [EHBl  YCIYT-KOHKYPEHTOB | He3a0BIBA€MbIX  BIICUATIICHHH  YAEPXKHUT
(KJTFOUEBBIM SIBIISIETCSI ITPOIIECC MOKYTIKH) CYIIECTBYIOIMX KIHUECHTOB M IIPHUBIEYET
HOBbIX. OpHeHTaLusI Ha KJIMEHTa B MPOIIecce
CO3JaHusl OmbITa (Mepel MOKYNKOH, B BO
BpeMsl MOKYIIKU M [TOCTIe MTOKYIIKH)
Typnpoaykr B | OpueHTanuss Ha TYpPIPOAYKT, KOTOpbIA | [IpoM3BOACTBO TYpHpOayKTa ¢ IOHUMAaHHEM
pealbHOM JOJDKEH o0nanare CIEIYIOUIMMY | UHIUBUAYAIBHBIX NOTPEOHOCTEH KIHMEHTa
UCIIOTHEHUH XapaKTePUCTUKAMHU: (Hanpumep,  TepCOHaNbHAas  JKCKYpCHs,
(6a3oBbrit - YPOBHEM Ka4ecTBa (CTENeHb COOTBETCTBUS | MOXO/ABI U CIUIABBI) M OOLIMM ITOHUMaHUEM
TYPIPOAYKT) TYpIPOAYKTa 3asBICHHBIM CTaHIApTaM U | BAXXHOCTH  COXPAHEHHUs  IOJOXKUTEIbHBIX
0XKHJIaHUSIM), SMOIIUH y KIHEHTa.
- HabopoM CcBOWCTB ((YHKIMOHAIGHBIMH | MeHTaJIbHBIE, SMOIMOHANIBHBIE,
0COOCHHOCTSIMA), KOTHUTHBHBIE, TIOBEAECHYECKHE u
- cnenu(puIeckuM oQopMIICHHEM (ICTETHKA | PENALHOHHBIC LEHHOCTH 3aMEHSIOT
1 BHEIIHUH BUJI HHTEPhEPA), (yHKIIMOHATBHBIC XapaKTEePUCTUKU
- OpeH/I0BBIM Ha3BaHMEM (YHUKAJIBHOE UM, | TYPIPOLYKTOB U YCIYT.
CHUMBOJI, mu3aiiH, wuaeHTHUIUpyomue | KoHKypeHTHbIe OTHOLIECHUSA
MIPU3HAKH), paccMaTpuBarOTCsl HA MaKpOYpOBHE.
- BHemHsAA  obOosouka  Typrpoaykra | [na OLICHKH panoHaIbHBIX u
(3ammTHas, WH(OpPMaIMOHHAS, | SMOLMOHAIBHBIX peuieHuit KJIMEHTOB
MapKeTHHTOBast (PYHKIHN). UCTIONB3YIOTCSL Hapsdy C aHAINTHYECKUMH,
dokyc Ha XapaKTepUCTHUKAX U | KOJINYECTBEHHBIMH, Ka4eCTBEHHBIMHU
KOHKYPEHTHBIX MIPEUMYIECTBAX | METOAAMHU MCCIIEJOBAHHS METO/IBI
Typnpoaykta (OpeHIa), OLEHHMBAaEMBIX | SKCHEPHMEHTAIBEHOTO MPOCKTHPOBAHNSI.
AQHAJMTUYCCKUMH, KOJMYECTBCHHBIMH U
Ka4eCTBEHHBIMHA METOJIaMH,
OPHECHTHPOBAaHHBIMH Ha PAlMOHAIBHOE U
1esnecoobpa3sHoe NpUHATHE PEHICHUH
Typnpoaykr ¢ | IIpousBeneHHblil opranuzanueil Tynponykr | IlpenocraBnenue MIPOIYKTOBOIO
MOJKpPEIICHUEM MPOJIBUTAETCsI HAa PBIHOK C TIOMOIIBIO | MPEJIOKEHUs, Haubosiee aKTyaJbHOrO JJist
(pacmmpeHHBbII pa3IMYHBIX ~ MapKeTHHTOBBIX  MPAaKTHK, | KaXJIOro KIHEeHTa (Hampumep, B HoOMepe
TYPHIPOAYKT) ONMUPAIOIIMXCS HAa  HaJlUMYde  OOIIero | mpeajiaraetcsi He CTaHaapTHas IS OTeJs
NMOHUMAaHUS  TOTPeOHOCTEH  KIIMEHTa, | «yXOJIOBas») KOCMETHKA, a OTAEJIFHO KaXKa0e
CerMeHTaluu PBIHKa, pa3paboTKu | CpencTBO B COOTBETCTBUH c
MapKeTHHT-MHKCA ISl KaKAOTO CErMEHTa | WHIMBHIYAIbHBIMH 3aIIPOCAMU KIIMCHTA).
(HM3Kask CTOMMOCTh W HMHHOBAIMOHHOCTH | IloTpebnenue BOCIIPUHUMAETCS KaK
TYpPHIPOAYKTa). TyprponyKT | IEITOCTHBIN OTIBIT (XONMHUCTHIECKUH
COIIPOBOXKIAETCS MPUIIATAIOIINMCS K HEMY | PE3yJIbTar).
JIOTIOJTHUTEIBHBIM «uuerosbiM» | IlodHas ayTeHTHYHOCTH TypHpPOAyKTa H
CONIPOBOXKIEGHHWEM. B  umcie gaHHOTO | yemyrn OpeHzZa HampsMyiO CBSI3aHBI  C
COTIPOBOXKICHUS MOTYT ObITh | KJIMEHTAMHU (MaKCHMallbHasi KaCTOMM3AIIWS),
JIOTIOJTHUTENbHBIE ~ YCIYTM W BBITOJBI, | OTHOLIEHUS] C KIMEHTAMH CTPOSITCS C
KOTOpBIE BCE BMECTE M COCTABISIOT | BO3MOXKHOCTBIO JONTOCPOYHOTO
noJKpervieHne  (IpUBJICYEHHE JIMYHOTO | COTpYyAHMYECTBA 33  CYET  CO3JaHUs
BHUMaHH K IOTPEOMTENSIM, JOCTaBKa | 3allOMHHAIOIIEToCcs B3aUMO/ICHCTBUS




JIOKYMEHTOB Ha JIOM, rapaHTHs Bo3Bpara | (OpeHIUpOBaHME KIMEHTCKOTO OIBITA).
JIEHEer, MHCTPYKLUH U T.II.) COop u cerMeHTalys JAHHBIX SBISIOTCS
OTIPABHOHM TOYKOWH B NOHMMAaHWHU KJIMEHTOB,
HO 3TUX JIaHHBIX HEIOCTaTOYHO (Harpumep,
HEOOXOJMMOCTh B COIIPOBOXIEHHU - 3TO HE
MPOCTO NpeAOCTaBiIeHHE HHPOpPMALU. a
co3maHHe JOOABICHHONW CTOMMOCTH IS
KITNCHTA)

TBopueckas mepemada LEHHOCTH OpeHIa ¢
MMOMOIIBI0  (U3MYECKUX U LOU(PPOBBIX
KaHaJoB (HampuMmep, CONPOBOXKIEHUE BO
BpeMs MOE3KH, B T.4. OHJIAHH-TIOAJIEPIKKA;
yaeT  (OpCc-MaKOPHBIX  OOCTOSTENBCTB,
NPOSIBISIFOIIMICS B W3MEHEHWH MapuipyTa,
nepeOpOHNPOBAHUH Ouieros,
NPEJIOCTaBICHUH  BPEMEHHOTO  KHJIbS,
9BaKyallud © T.II.)  Tpebyer oOmmpHOI
AQHAIMTUYECKOW IIOATOTOBKU COTPYIHHUKOB
(customer journey mapping)

JIOBOJIBHO-TaKU 4YacTO «y3KHE MECTa» B CKIJIAJbIBAIOIIMXCS OTHOILIEHUSAX ITOCTABILUKOB
YCIYT ¢ KJIIMEHTaMU cpa3y He OYE€BUHBI U3HYTPHU OM3HECa JTUOO PYKOBOJUTEIN HE NPUAAIOT UM
0O0JIBIIOrO 3HAYEHUS, YTOOBI IJIAHOBO BBIJACNATH OINpPEICIICHHBIC JEHEKHBIE CPEICTBA HAa HX
ycrpaHeHnue. «BckppiBaTh» moA00HBIE NpoOieMbl Npu3BaHbl crnenuanuctsl 1o Customer
Experience (CX), MOMKHOCTHOW WHCTPYKIHUEH KOTOPHIX MPEIYCMOTPEHO MPOBEIACHUE
JMArHOCTUKU IOTPEOUTENICKOTO IUKIA «CO CTOPOHBI» C LEJIbI0 IMOMCKA «Pa3pbIBOB» WIH
«TIpenATcTBUi» (0apbepoB B CO3MaHUH IMO3UTHBHOTO KIMEHTCKOTO OIBITA), CACPKMBAIOLINX
pPOCT JIOAJIBHOCTH  KJIMEHTOB. [Ipy 3TOM HCHONB3YIOTCS — CIENyHOIME HMHCTPYMEHTHI:
pEIyTallMOHHBI MOHMTOPUHI B OQUIallH M OHJIAHH-TIPOCTPAHCTBE, TECTOBBIE 3aKa3bl YCIYT,
UHTEPBBIO C COTPYAHUKAMH, KOPIOPATUBHBIE TPEHUHIM, MAacTep-KIacchl C IEPCOHAIOM U
PYKOBOJCTBOM H Jp.

3akio4enue

VYrpapiieHne KIMEHTCKUM OINBITOM — 3TO HE MPOCTO TPEH] HACTYNMBILIETO BPEMEHM, K
KOTOpPOMY HEOOXOJUMO alalTUPOBATHCS, €CIIM YYACTHUKU TYPUCTCKOTO PhIHKA MPETEHAYIOT Ha
¢ukcammio pocrta 00BEMOB TpoAax B OyaymeM. OTO KOMIUIEKCHOE CTpaTerndeckoe
HalfpaBJIeHUE, MO3BOJIAIONLIEE MPEICTaBUTEIIM cepbl Typu3Ma M TOCTEIPUUMCTBA CO31aBaTh
YHUKaJIbHYIO LIEHHOCTb JUIsl KJIMEHTOB, YKpEIUIITh MX JIOSUIBHOCTh M OO0ecHeunBaTh
JIOJITOCPOYHBIN yCIIeX Ha PBIHKE.

Jlig co3ianusl yHUKaIbHOW KIIMEHTCKON LIEHHOCTH B COBPEMEHHOM THIIEPKOHKYPEHTHOM
MUpE C IepeHAChIILEHHBIM HHPOPMALIMOHHBIM (DOHOM YCIYrOAaTeNI0 BaKHO INTyOOKO MTOHUMATh
MEXAaHU3M BO3HHMKHOBEHHS IIOJIOKUTENBHOIO KIMEHTCKOI'O BIEYATICHWS U YJEpXKaHUS OT
NEePeKII0UYEeHUsT Ha JApPYroro mocraBiiuka Omara. UTtoObl riryOokoe, NepCOHAIM3HPOBAHHOE U
SMOLIMOHAJIBHO  OKpAIllEHHOE  B3aUMOJCHCTBHE  CTalO  KJIIOYEBBIM  KOHKYPEHTHBIM
IPEUMYIIECTBOM, HEOOXOAMMO YIOPAAOYUTH TEPMUHOJOTMIO M, KaK CIEACTBUE, HMETh
IIPABWIBHYIO aHAIUTUKY, CTPOUTH TOYHBIN IIPOrHO3 MOBEACHUS, HACTPAaNUBaTh JIyUIlIUe CLIEHApUU
KOMMYHHMKAIH, CO3/1aBaTh IMEPCOHAIbHbIE MPEIJIOKEHUS W MPOBOAUTH TAPIeTUHI, O0ydyaTh
NEPCOHAJ KIIMEHTOOPUEHTUPOBAHHOCTH.

bonee Toro, moHmMaHue KaueCTBEHHOCTH / HEKAUE€CTBEHHOCTH KIMEHTCKHX JIaHHBIX
CTaHOBUTCA «HEPBHOHM cucTeMoil» Ou3Heca, obecreunBarolieil / He obecreuyuBaroLe emy
YyBCTBUTEIBHOCTh, PEQUIEKCHI M CIOCOOHOCTh K aJaNTalli B COBPEMEHHOM IMHAMHYHON cpefe,
a WMEHHO: 3aMeHy a0CTpPaKkTHBIX LeJed Ha MPOU3BOAHBIE OT KOHKPETHBIX KJIMEHTCKUX
CIIEHapHEeB; TOYEYHOCTh YINPABJIECHYECKUX PELICHUH; IUarHOCTUPYEMOCTb HPOOIEMBI C
YJIOBJIETBOPEHHOCTHIO KIIMEHTOB; YCKOPEHUE aAanTalys K MEHSIOIIMMCS TOTPEOHOCTSAM PBIHKA;
POCT YPOBHSI MOTHBALIUU COTPYAHUKOB.
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