https://doi.org/10.31489/2024Ec1/35-44
JEL D12
UDC 338 (Received: 12 October 2023 | Accepted: 20 December 2023)

A.K. Burakhanova'’, G.K. Bayzhaksynova?, E.B. Orazgaliyeva®, I.1. Skorobogatykh*

INarxoz University, Almaty, Kazakhstan;
23AImaty Management University, Almaty, Kazakhstan;
“Plekhanov Russian University of Economics
laigerim.burakhanova@narxoz kz, gulshat.kasymhan@gmail.com, ®e.orazgalieva@almau.edu.kz,
4skorobogatykh@gmail.com

thttps://orcid.org/0000-0001-9335-0242, https://orcid.org/0000-0002-2491-3440,
%https://orcid.org/0000-0001-7030-7102, “https://orcid.org/0000-0002-1206-4509

1Scopus Author ID: 58669871600, 2Scopus Author ID: 58669191200,
3Scopus Author 1D:57206737813, “Scopus Author 1D:23973655400
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Abstract

Object: The aim of the study is to determine the importance of consumer trust in value creation and to study how
consumer trust influences their purchase decision and consumer loyalty.

Methods: As it is shown in the scientific literature, several methods are used when writing a research paper, which
are classified as field and desk, quantitative and qualitative. Typically, one or both of these may be used in a study. De-
pending on the purpose of our work in our study, at the first stage, we analyzed second-order information based on desk
research. It was used to review scientific articles relevant to the topic of a previously published study. At the second
stage of the study, we conducted an opinion poll using the method of quantitative research. The survey was conducted
on the basis of a conceptual model and measuring scales of previous studies. To test the questionnaire developed for the
survey, a pilot survey was organized for 40 respondents.

To get answers to questions about who was conducted in research, how many of them should be, and how to se-
lect them, we conducted a selection using sources of scientific literature.

Findings: The value of the study is specific, the significance of the work lies in the fact that our study considers
the chain of consumer value creation in the production and sale of food products and involves the measurement of con-
sumer value in this chain based on factors that form consumer beliefs. In this regard, it complements the studies carried
out so far on the problem of creating customer value.

Conclusions: The results of the study can be considered when forming a chain of consumer value creation in the
marketing activities of sausage manufacturers.

Keywords: marketing mix, consumer trust, consumer value, consumer loyalty.

Introduction

Nowadays, consumers have high demands for goods and services, high awareness of goods and services
related to access to information, as well as global competition and instability in the economies of countries
day by day increase the importance of customer value. The concepts of customer value and customer value
chain have not been scientifically defined in a sustainable manner. There is a prescription in academia that
significant marketing activities in global markets should be aimed at creating customer value (Leroi-
Werelds, 2019). In marketing, attention to the creation of value perceived by consumers appeared in the
1980s. Since then, marketing researchers have been searching for its definition and the answer to the
guestion by which indicators it should be measured (Holbrook,1982; Dodds,1985; Zeithaml, 1988).
Scientific research aimed at uncovering the concept of customer value creation in the period from the 1990s
to the 2000s has been widely published in the management and marketing literature. The views on the
concept of customer value and its dimension have led to many conclusions and complex issues (Zauner,
2015). According to some researchers, scholars' different views and definitions of customer value have made
it difficult to understand the type, measure, and how customer value is realized (Sanchez-Fernandez, 2009).

Literature Review
Most academic studies examine the problem of customer value formation in relation to the service in-
dustry, while individual researchers prioritize customer value creation, realization and management
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(Sweeney, 2001; Heinonen, 2006; Chiu, 2014; Kelleher, 2019). Some studies claim that efforts to study cus-
tomer value started about 10 years ago, others consider the business context, still others focus on the con-
sumer context (Boksberger, 2011; Gallarza, 2011).

Much of the research on customer value and customer value formation, as we have already mentioned,
considers the Service Industry or areas related to non-food products. Since our research area covers the food
industry, priority has been given to examining the food policy debate in recent years. Most of the studies in
this area address the loss of consumer trust in consumer value in the food production and distribution chain
(Kjernes, 2006; Sapp, 2009; Hobbs, 2015; Kaiser, 2017). It is worth noting that the food and beverage sector
was one of the sectors that showed the greatest decline in consumer trust between 2017 and 2018.

The analysis of the food production and realization chain and a better understanding of the multidimen-
sional aspects of the concept shows that further analysis should focus on the development of a methodologi-
cal framework and objective indicators for measuring and evaluating the consumption value of food prod-
ucts.

For food manufacturing companies, customer value research and measurement is not something to be
done once, it should be seen as an ongoing activity using quantitative and qualitative research methods aimed
at establishing a long-term relationship with the consumer (Sanchez-Fernandez, 2007). In this regard, the
results of our study can be considered in the formation of the chain of creation of consumer value of market-
ing activities of companies-producers of sausage products. In some literature the concept of “value” is con-
sidered as profitability in economic terms, efficiency of goods or services for the consumer. Nowadays, any
business is based on attracting the attention of consumers and creating appropriate value. From this we can
see that “value” and “customer value” in marketing can be considered as synonyms. In his definition of mar-
keting, F. Kotler defines it as “defining, developing, promoting, presenting and supervising consumer value”
(Kotler, 2004, 22). Many researchers have emphasized that the concept of value is crucial for strategic busi-
ness management. For example, Wang and others argue that creating customer value in building and main-
taining a company's competitive advantage has become a strategic imperative (Wang, 2004, 169—-182). Other
researchers emphasize that customer value is a key factor in strategic management (Mizik, 2003, 63-76).
Slater, one of the proponents of value theory, says that “the reason why a firm operates and succeeds is to
create customer value”.

In the formation of consumer value, the main factor, in our opinion, is the consumer's trust in the manu-
facturer, product, its properties, price, information about it, the seller of the product or service. As evidence,
in recent decades many scientific studies raise the issues of determining the level of consumer trust, develop-
ing its concept, determining indicators of its measurement (Shaughnessy, 1997; Slater, 1997). Some re-
searchers have studied consumer trust as a determinant of consumer confidence in purchasing a product
(Bartlett, 2001). They sought to show that the influence of consumer trust on confidence depends on the ac-
tors in the consumer value chain.

The next author in his study proved that consumers' trust in the producer and seller influences their trust
in food products in general (Ringle, 2005).

Existing research currently focuses on particular aspects of trust, such as farmer-suppliers, food produc-
ers, regulators-government, retailers, etc. (Grunert, 2002, 275-285).

Research on whether customer value influences intention formation considers that it is complex, de-
pends on emotional and cognitive criteria, etc.

Methods
Depending on the purpose of the study, we conducted an opinion survey with a survey instrument using
guantitative research method.

Results

When studying customer value, the question of determining what factors shape it is particularly im-
portant. Based on the opinion of some researchers, there is currently no clear, specific list in marketing of
through which factors customer value is formed. As a result of the conducted literature review, it was found
that in the formation of the consumer value chain, it is relevant to find answers to the question of whether the
marketing mix and consumer trust have an impact on consumer value and consumer purchase incentive, and
whether they in turn form consumer loyalty.

Based on the theories of Porter M. and other scientists on the formation of customer value, the follow-
ing conceptual models and research assumptions have been developed.
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Figure 1. Conceptual model and hypothesis of the study.
Note - compiled by the authors as a result of the study

- Hypothesis 1. Marketing mix creates customer value.

- Hypothesis 2: Consumer trust in chain members increases customer value.

- Hypothesis 3: Customer value builds customer loyalty

Figure 1 presents the conceptual model of the study related to finding an answer to the question whether
marketing mix and consumer trust have an impact on consumer value in the formation of the consumer value
chain, and whether it, in turn, forms consumer loyalty. According to the research conceptualization, two in-
dependent variables such as elements of marketing mix of sausage manufacturing enterprises and consumer
trust in value chain actors influence the increase of consumer loyalty to sausage consumption. But as shown
in the figure, these two independent variables indirectly affect sausage products consumer loyalty through an
intervening variable such as customer value.

The purpose of the research is to study and identify the factors affecting consumer loyalty in the for-
mation of customer value chain.

The object of the study is the end consumers of the Republic of Kazakhstan sausage products market,
the subject of the study is consumer behavior in assessing customer value.

The opinion questionnaire was developed based on the conceptual model shown in Figure 1 and is
based on the use of measurement scales in the earlier studies mentioned above. As there are no measuring
scales covering some points, the survey was conducted through interviews with experts in the field, adapting
to ask the opinion of sausage consumers.

To test the questionnaire designed for opinion polling, we organized a pilot survey of 40 respondents
among the visitors of the Magnum store located in Zhetysu 2 microdistrict in Almaty city.

We used literature sources (Taylor, 2005; Shaughnessy, 2011;) to get answers to the questions about
who we conduct surveys to, how many there should be and how they should be selected. As a result, it turned
out that the result of the opinion survey of 346 respondents is representative.

Table 1. List of indicator questions aimed at measuring variables

Indicator | Questions
Questions on the marketing mix
Price (Pr) How important is it that the price is affordable to you when buying sausage products?

Product 1(PR1) How important is sausage safety to you?
Product 2(PR2) How important is it to you that sausage products are not harmful to your health?
Product 3(PR3) How important are sensory properties of sausage products (taste, smell) to you?

Methods of How important is it to you to have sausage products in the mall you visit?
distribution (PI)
Incentive How important to you are the outer casings (natural, artificial) and the weight of the
methods 1(PM1) | sausage products?
Incentive How important to you is the image, popularity of the sausage producer company?
methods 2(PM2)
Incentive How important to you is data on raw materials used in sausage production?
methods 3(PM3)

Consumption value (CV)
Cv1l The quality of domestic sausage products is better
CV2 Domestic sausages are not harmful to health
Cv3 Domestic sausage products are environmentally safe
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Consumer trust (CT)
CT1 How confident are you about the quality of raw materials in sausage production?
CT2 How confident are you in sausage manufacturers?
CT3 How confident are you in sausage sellers?
Consumer loyalty(Loyal)
Loyal I recommend friends and acquaintances to consume domestic sausage products
Note — compiled by the authors as a result of the study

In order to test the conceptual model of the study and prove the assumptions made, the information

obtained in the study was processed and analyzed using SmartPLS 3 software application.

The figure below shows the result of the PLS algorithm calculation of the measurement of the

relationship between variables.
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Figure 2. Calculation result of the PLS algorithm of variable coupling

Note — compiled by the authors as a result of the study

In this sample, we first check the confidential connection between the variables and the indicators of its
measurement. It is better for the value of the reliability coefficient indicating this relationship to be above

0.7, but many studies have allowed values above 0.4 to be considered.
Table 2 presents the reliability coefficient of the individual indicators.

As shown in Table 2, we recalculate the PLS algorithm by removing indicators with low reliability

coefficient, given in red, from the constructed sample.

Table 2. Reliability coefficient of individual indicators

Consumer trust

Consumption value

Consumer loyalty

Marketing mix

CT1

0,830

CT2

0,864

CT3

0,839

Cvl

0,318

Cv2

0,866

CVv3

0,860

L

1,000

PM1

0,565
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PM2 0,614
PM3 0,593
PR1 0,272
PR2 0,288
PR3 0,254
PI 0,670
Pr 0,515
Note — compiled by the authors as a result of the study

Again, the result of the calculation can be seen in Figure 3.
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Figure 3. Example of the result of repeated PLS algorithm calculations minus low reliability indicators

Note — compiled by the authors as a result of the study

As can be seen in Figure 3, the Value of reliability coefficient of indicators was above 0.4. Therefore,
we leave the readings of all variables to assess the importance of the sample. The value of reliability coeffi-
cients of individual indicators of each variable calculated by SmartPLS program can be seen in Table 3.

Table 3. Values of reliability coefficients calculated using the SmartPLS program

Consumer trust Consumption value Consumer loyalty Marketing mix
CT1 0,830
CT2 0,864
CT3 0,839
Cv2 0,866
Cv3 0,860
L 1,000
PM1 0,565
PM2 0,614
PM3 0,593
Pl 0,670
Pr 0,515

Note — compiled by the authors as a result of the study
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Now we determine the probabilistic dependence of the variables. We recognize it by the results of cor-
relation analysis which shows the density of relationship between dependent and independent entities in the
sample. We evaluate the strength of relationship using Chaddock scale the result of correlation relationship
between variables is presented in Table 4. From analyzing the correlation relationship matrix, we can see that
the density of the relationship between consumer trust and loyalty is low (0.048). In our opinion, consumer
trust does not immediately cause his loyalty. Consumer trust forms consumer value (0.556). Because of this,
the correlation between these two variables remains low.

Table 4. Correlation matrix between variables

Consumer trust Consumption value Consumer loyalty | Marketing mix
Consumer trust 1,000 0,556 0,048 0,261
Consumption value 0,556 1,000 0,728 0,297
Consumer loyalty 0,048 0,728 1,000 -0,023
Marketing mix 0,261 0,297 -0,023 1,000
Note — compiled by the authors as a result of the study

The correlation between consumer trust and marketing mix (0.261) and consumer value and marketing
mix (0.297) is also low. After all, to build consumer trust, it is not enough just to be aware of producers or
sellers of sausage products, their sausage products, their prices, it is necessary to consider other factors to
fully gain consumer trust. The density of the relationship between consumer trust and consumer value has an
above average value (0.556). This implies that as consumer trust increases, consumer value also increases.
As consumer value increases, consumer loyalty also increases (0.728) and the density of the relationship be-
tween the two variables remains high.

When conducting correlation analysis, it is important to calculate the coefficient of determination. Be-
cause this coefficient reflects a qualitative assessment of the created model. The value of the coefficient of
determination shows that the change in the dependent variable contributes to the change in the independent
variable. Its value is estimated by the inequality: 0O<R yx"2<I.

Table 5 shows the calculation of the value of the coefficients of determination of independent variables.

Table 5. Value of the coefficient of determination of independent variables given in the sample

Consumer trust Consumption value Consumer loyalty Marketing mix
Consumer trust 0,513
Consumption value 0,128
Consumer loyalty
Marketing mix 0,163
Note — compiled by the authors as a result of the study

As we can see from the table, all values are above 0, below 1, from this we can see that the qualitative
assessment of independent variables is suitable for testing the model.

Now we analyze the values of the coefficients of determination of the dependent variables in the sample
constructed at this stage. The main dependent variable has a high coefficient of determination (0.334). All
values above 0, below 1, so the qualitative assessment of dependent variables is suitable for assessing the
significance of the model.

Table 6. Value of the coefficient of determination of dependent variables in the constructed sample

R-square
Consumption value 0,334
Consumer loyalty 0,016
Note — compiled by the authors as a result of the study

The coefficient of determination of the consumer value of the sample was (R*2) — 0.334. This value
means that any change in the independent variable in the sample changes by 33.4 % of the consumer value.

Completing the testing of the constructed structural model requires testing the reliability and validity of
the aggregate variables.

Table 7 shows the reliability and validity values of all aggregate variables.
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Table 7. Coefficients of internal and mutual reliability of variables in the sample

Cronbach's Composite Composite reliability Average variance extracted
alpha reliability (rho_c) (AVE)
(rho_a)
1 2 3 4 5
Consumer trust 0,802 0,818 0,882 0,713
Consumption value 0,527 0,686 0,748 0,530
Marketing mix 0,632 0,558 0,703 0,248

Note — compiled by the authors as a result of the study

The value of Cronbach's alpha coefficient should be higher than 0.7. This coefficient helped to deter-
mine the internal consistency and reliability of the survey questions. But in many surveys it is also accepta-
ble for the value of Cronbach's alpha coefficient to be 0.6. The value of reliability scale obtained by using
Cronbach's alpha coefficient of our study is presented in Table 7. Presenting the values of consumer confi-
dence and marketing mix variables in the range of 0.632-0.802 indicates that these scales have sufficient
level of reliability. The consumer value scale (0.527) is below 0.6.The reason was to provide 3 consumer
value questions on the opinion survey sheet, such as the question about the quality of domestically produced
sausages, the question that domestically produced sausages are not unhealthy, and that the results have many
responses that domestically produced sausages have better quality but many negative responses that sausages
are not unhealthy. Therefore, the analysis program considered this contradiction unreliable.

The next coefficient is the Composite Reliability coefficient, which shows the internal combination and
reliability of all variables. The value of this coefficient should also be higher than 0.7. As shown in column 3
of the table, the value of the composite reliability coefficient of other variables other than marketing mix
(0.558) is above 0.6. The value of the aggregate reliability coefficient of marketing mix is 0.558, which is a
low level of reliability.

Column 5 of the table presents Average Variance Extracted (AVE) (the average value of deviation of
the indicators of the independent variable and their indicators). With the help of this indicator it is possible to
assess the reliability of the summarized validity. The value of this indicator ranges from 0-1. AVE should
have a value higher than 0.5 for the summarized reliability to be correct. According to the data obtained in
our study, it turned out that the values of mean deviation for variables other than marketing mix are above
the acceptable limit, so we can say that reliability and validity are confirmed.

The next indicator needed to test the conceptual model is the Fornell-Larcker indicator.

From Table 8, we can see the result of Fornell-Larcker criteria.

Table 8. Matrix of Fornell-Larcker criteria of the variables under study

Consumer trust Consumption value Consumer loyalty Marketing mix
Consumer trust 0,845
Consumption value 0,556 0,728
Consumer loyalty 0,048 0,128 1,000
Marketing mix 0,261 0,297 -0,023 0,498

Note — compiled by the authors as a result of the study

The table shows that all indicators meet the required criteria.

According to the assumptions of the study, we have tested the conceptual model according to all crite-
ria. The next step is to evaluate the significance of the conceptual model according to the conditions of PLS-
SEM program.

The result of this evaluation is presented in Table 9.

Table 9. Assessment of the significance of the conceptual model

Orlgln(acl))s ample Sample mean (M) Stan((jg_rIEdeEe\\;l)atlon T statistics (JO/STDEV|) P values
ConTrast -> ConVal 0,516 0,513 0,043 12,021 0,000
ConVal -> Loyal 0,135 0,135 0,062 2,192 0,028
MarMix -> ConVal 0,148 0,163 0,042 3,523 0,000
Note — compiled by the authors as a result of the study
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Discussions

According to the results of the criteria for assessing the significance of the conceptual model from Ta-
ble 9, it can be seen that consumer confidence in the producers of sausage products, products form consumer
value, consumer satisfaction with the quality, price of sausage products, availability at the points of sale
forms consumer value, which, in turn, affects consumer loyalty to sausage products and sausage companies.
It can also be seen that consumer satisfaction with the elements of the marketing mix also forms consumer
value.

According to Hypothesis 1, marketing mix shapes customer value (f =0.148, T-value (3.523)> 1.96),
significance level (0.000). From this we can see that Hypothesis 1 is proved, the effect of marketing mix on
customer value is confirmed.

According to Hypothesis 2, consumer trust in chain members increases customer value (p =0.516, T-
value (12.021)> 1.96), significance level (0.000). Hypothesis 2 is proven.

Hypothesis 3 shows that customer value shapes customer loyalty (B =0.135, T-value (2.192)> 1.96),
significance level (0.028). Hypothesis 3 has been proved and we have seen that it is possible to increase con-
sumer loyalty by increasing customer value.

Conclusion

It is fully proved that the variables of the conceptual model that we have analyzed and considered in our
study are factors that need to be considered in the formation of customer value contributing to sausage buy-
ing behavior.
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A.K. Bypaxanosa, I'.K. BbaiixkakceinoBa, 3.b. Opasraauesa, .. Cxopodorarbix

TyTbIHyHmIBLIAP CeHIMi MeH MAPKETHHT KellleHi (paKTOpJIapbIHbIH TYTHIHYIIBLIBIK KYHABLUIBIKKA
JK9He TYThIHYUIbLJIAP HHETTeCTiriHe bIKNAJIbIH 3epTTey

Anoamna:

Makcamor: TYTBIHYIIBUIBIK KYHIBUIBIKTBI KAJIBINITACTHIPYIAFhl TYTHIHYIIBUIBIK CEHIMHIH MaHbBI3ABUIBIFBIH aHBIK-
Tay JKOHE TYTHIHYIIBUIAPABIH Ti30€K KAThICYIIbUIAPbIHA ACTCH CEHIMIHEC CATHIIN aly Typasibl HICHIM MEH OHBIH aall-
JBIFBIHA KaJlail ocep eTETIHIH 3epTTey.

Odici: 3epTTeyae nanaiblK )KoHe KaOMHETTIK, CAHIBIK KOHE CalajbIK 3epTTeY 9icTepi KOMIIaHbUIIBL. JKYMBICTHIH
MaKcaTbIHa OaiTaHBICTHI MaKanana OipiHiI ke3eHae 0i3 KaOWHETTIK 3epTTey HEeTi3iHIe eKIiHII PeTTi aknapaTThl Taljia-
IeIK. O OypBIH JKapHsIaHFaH 3ePTTEY TAKBIPHIOBIHA COMKEC KENETiH FRUIBIMU MaKallaJapAbl IOy VIIiH IMaiaanaHbll-
Il 3epTTeYHiH eKiHII Ke3eHiHae 0i3 caHABIK 3epTTeY OMiCiH KOJAaHA OTBIPHII, cayalTHaMa XXYPTi3OiK. AJBIHFaH Je-
pextepmi Tangay ke3inae Smart PLUS 3 6armapiamMaisiK KOCBIMIIACH KOJJaHBUIIHI.

Kopvimwinowr: KapacThIpbUIBINT OTBIPFAH KYPBUIBIMIBIK MOJCIBIIH aHBIMAIbIIAPHI IIYIKBIK CATBI alyIIbLIap-
JIBIH MiHE3-KYJIKbIHA BIKMAJ €TETiH TYTHIHYIIBUIBIK KYHIBUIBIKTBI KAJBINTACTBIPY Ke3iHAE eCKepy KakeT (akropriap
exeHziri nonenaeH i. OHbI IYXKBIK OHIIPETIH KOMIIAHHUSIAPIbIH MAPKETUHITIK KbI3SMETIHIH TYTBIHYIIBUIBIK KYH/IbIIbI-
FBIH KYPY Ti30€riH KaJbIITACTRIPYAa KapacThIpyFa 00Ia bl

Tyorcopvimoama: 3epTTeyae a3bIK-TYJIK OHIMACPIH OHAIPY KOHE CaTy Ke3iH/Ie TYTHIHYIIBUIBIK KYHIBLIBIK Ti30eri
KapacTHIPBUIIBI KOHE OCHI Ti30€KTeri TYTHIHYIIBUIBIK KYHIBUTBIK TYTHIHYIIBUTBIK CEHIMAEP/i KalbIITaCTRIPATEIH (ak-
Topiap Heri3inae emmeH . OCkIFaH OalIaHBICTHI TYTHIHYIIBUTBIK, KYHIBUIBIKTHL KYPY MOCeIeciHe KaTBICTHI OCBI YaKbIT-
Ka JCHiH XYPri3UIreH 3epTTeyiepl TOIBIKTBIPIBI.

Kinm co30ep: MapKeTHHT KeIlIeHi, TYThIHYIIbI CeHiMi, TYTBIHYIIBUIBIK KYHABUIBIK, TYTBIHYIIBI HUETTECTIr .

A.K. Bypaxanosa, I'.K. baiixkakceinoBa, 3.b. Opasraiuesa, U.U. Cxopodorarsix

Hccnenopanne BInssHuA GaKkTOPOB NMOTPEOUTENBCKOI0 JOBEPHs M KOMILIEKCA MAPKETHHI A
HA MOTPeOUTEbCKYIO HEHHOCTD H JIOAIBHOCTD

Annomauyus:

Lenv: BBIABUTH 3HAYCHHE OTPEOUTEIHCKOTO HOBEPHs B (HOPMHUPOBAHUH IIEHHOCTH M M3Y4HTh, KAK TIOTPEOUTEIb-
CKOE JIOBEPHE K yYaCTHHUKAM IIETTOYKU BIIMSCT HA PEIICHUE MMOTPEOUTEIIS O MOKYIIKE M Ha €T0 JIOSIIBHOCTb.

Memoowi: VICIoap30BaIKCh MMOJIEBBIE U KAOWHETHBIE, KOJTHYECTBEHHBIE U KAYECTBEHHBIE METO/IbI MCCIIEIOBAHMS.
B 3aBUCHMOCTH OT II€M Hallei paboOThl B CTaThe HA MIEPBOM 3TAle MbI IPOAHAIM3UPOBAINA HHPOPMAIIHIO BTOPOTO I0-
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psaKa Ha OCHOBE KaOWHETHOTro ucciemoBaHus. OH HCIONB30BAICSA s 0030pa HAYYHBIX CTaTEH, COOTBETCTBYIOUIUX
TeMe paHee OMyOJIMKOBAaHHOTO MCCIICAOBaHMs. Ha BTOpOM 3Tame MCCIICAOBAaHMS MbI IPOBEIU OMPOC MHECHUH, UCIIOJNb-
3ys METOJl KOJIMYECTBEHHOIO HccienoBaHus. [Ipu aHaln3e MoNydeHHBIX JaHHBIX NMPUMEHSIIOCH TPOrPaMMHOE MPHUIIO-
s)xerue SmartPLS3.

Peszyromamer: JlokazaHo, 4TO MEPEMEHHBIC pacCMaTPUBAEMON CTPYKTYPHOU MOJECIU SABISIOTCSA (haKTOpamu, KO-
TOpbIC HCOOXOUMO YYUTHIBATH MPHU (POPMHUPOBAHUH MOTPEOUTEIBCKON IIECHHOCTH, CIIOCOOCTBYIOIICH MOBEICHHIO IT0-
Kynaresied konbacHbIX m3nenuil. X MOXXHO paccMaTpuBaTh B (DOPMHUPOBAHHH LEMOYKH CO3MAHHS ITOTPEOUTEIBCKOM
LIEHHOCTH MapKETHHTOBOH 1eATEIFHOCTH KOMIIAHUH-TIPOU3BOAUTENICH KOTOACHBIX U3ICITHH.

Buigoowi: B uccnenoBannn paccMaTpUBallach HETMOYKa CO3JaHHUS ITOTPEOUTENBECKON IIEHHOCTH TPU ITPOU3BOICTBE
1 peann3anuyl MPOAYKTOB MMUTAHUSA, I MOTPEOUTEIHCKAs EHHOCTh M3MEPSIIach Ha OCHOBE (haKTOPOB, (POPMHUPYIOIITIX
MMOTPEOUTETHCKIE JOBEpHE. B CBA3M ¢ ATHM JOTONHUIH MPOBEACHHBIC 10 CHX HOP HCCIICIOBAHIS, KACAIOIINAECs MIPO-
OJIeMBI CO37IaHMs TIOTPEOUTENBCKOI IEHHOCTH.

Knrouegvle cnoea: MapKeTHHIOBBIN KOMIUIEKC, MOTPEOUTEIHCKOE JOBEPHUE, MOTPEONUTEIbCKAs IIEHHOCTD, TTOTpE-
OUTENbCKast JIOSIBHOCTD.

44 BecTHuk KaparaHgmMHCKOro yHusepcureTa





